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Geyer Adds 2nd 
Chicago Agency 
in Four Months 


Acquisition of Western 
Advertising Boosts Total 
Billing Past $38,000,000 


New York, March 31—Geyer, 
Morey, Madden & Ballard has ef- 
fected a merger with Western Ad- 
vertising Agency, Chicago, its sec- 
ond Chicago move in four months. 
Effective Dec. 1, the Geyer agency 


acquired Caples Co. and made it) 


the Geyer Chicago office (AA, 
Nov. 7, ’60). With the addition of 
Western, Geyer’s billings total will 
exceed $38,000,000. 

Western Advertising will be 
known as the western division of 
Geyer. For the time being it will 
remain in its present offices at 35 
E. Wacker Dr. (and at 610 Wiscon- 
sin Ave., Racine). Ultimately the 
ex-Caples and the ex-Western Ad- 
vertising units will be merged 
physically and functionally. Mean- 
while the former Caples wing will 
remain at its old quarters, at 216 
E. Ontario St. 


# G. B. Gunlogson, chairman of | 


the board of Western and previous- 
ly its principal owner, will remain 
with the new Geyer division as a 
director and member of the execu- 
tive committee. Lee H. Hammett, 
president of Western, will retain 
that title with the division. Donald 
J. Powers, senior vp of Geyer and 
manager of its present Chicago of- 
fice, will in addition become chair- 
man of the western division exec- 
utive committee. 

The executive committee of the 

(Continued on Page 110) 


Ulcers Aplenty, Little 
Prestige in Ad Field, 
but Admen Admire It 


New York, March 29—Adver- 
tising people like advertising. They 
think it is a business of mobility, 
challenge, and interest. It’s a crea- 
tive business, and never dull. 

The admen’s neighbors also 
think advertising is interesting, but 
they don’t think much of it in 
terms of job satisfaction, leader- 
ship and opportunity for growth. 
They are repelled by advertising’s 
pressure, its uncertainty, and its 
lack of job security—and on these 
points the advertising people agree 
with them. 

Both call it an “ulcer-produc- 
ing” business. Advertising men 
| think of advertising as being use- 
ful and beneficial to society. Their 
neighbors don’t agree with them. 

Advertising men apparently 
have some misgivings about the 
essentiality of advertising in the 
economy; their neighbors don’t 
have doubts—they think little of 
its essentiality. 


® Finally, both advertising men 
}and their neighbors feel that ad- 
| vertising is at the bottom of the 
| ladder in prestige in the communi- 
| ty. 

| These are some of the high- 
lights of the second article in a 
series dealing with attitudes of 
advertising people and their non- 
advertising neighbors, drawn 
from interviews in upper-class 
suburbs of New York, Detroit and 
Chicago. The article, which ap- 
pears on Page 87, also deals with 
the thorny question of whether 
one ought to advise a favorite 
nephew to go into advertising. 
| The advertising men thought one 
should; the neighbors were far 


{ 


NEW PINE-GREE 


LIFEBUOY IS HE 


ae 


__ Worlds Finest Deodorant 


NEw—Lever Bros.’ Pine Green Life- 
buoy, tested for a year in Ohio, has 
gone national. Print ads broke 
April 2 and spot and net television 
also will be used. Sullivan, Stauf- 
fer, Colwell & Bayles is the agency. 


$200,000 Billing ... 


‘Harris Agency 


Is Tabbed for 
Miami Account 


Agency Selected 
Over Nine Rivals 
While Battling Castro 


MIAMI, March 29—Harris & Co., 
Miami agency, which has made 
|headlines for refusing to let Fidel 
Castro renege on Cuba’s adver- 
tising bills, was recommended at 


less sure, and some were adamant |the county commissioners meeting 


|in their opposition. + 


Ads Must Take Over Selling Job as 
Salesman Turns Consultant: Murphy 


A-C Exec Tells NBP 
Managements Don’t 
Always Grasp Problem 
For other news and pictures of 


the NBP meeting see Pages 3, 64 
and 72. 


PaLM Srrinos, CAu., March 30-— 
Advertisers and agency men, here 


this week for the spring meeting | 


of National Business Publications, 
took a long forward look at selling, 


advertising and publishing and 
came up with predictions like 
these: 


e Business publication advertising 
will have to take on an increasing 
portion of the industrial . selling 
load as the salesman becomes more 
of a technical consultant. 


e Computers and other automatic 
devices may change the face of 
the publishing industry completely 
within the next ten years. 

e The concept of advertising con- 
centration and dominance is certain 
to make business paper publishing 
more competitive, with fewer sur- 
viving publications in any field 


—which changes chemical energy 
directly into electrical energy si- 
lently and without exhaust—to 
|emphasize “the fantastic techno- 
logical eruption” that is taking 
place, James W. Murphy, manager 
| of advertising, Allis-Chalmers Mfg. 
Co., said such developments mean 
that the salesman must become 
a technical consultant and that 
| consequently an increasingly large 
part of the industrial selling proc- 


yesterday to become the new agen- 
cy for Metropolitan Miami’s $200,- 
000-plus tourist advertising ac- 
count. 

The business, held for two years 
by Agey Advertising, was sought 


March 27). 


| Ma week by ten agencies (AA, | 


. The recommendation was made 
| by a committee consisting of Hoke 


| Welch, acting county manager, and 
|Lew Price, Miami director of pub- 


Price Cutting, Market _ 
Invasions, New Concepts 
in Marketing Involved 


New York, March 30—Corks are 
popping in the wine business here. 
Biggest noise makers are two Cal- 
ifornia companies, E.&J. Gallo 
Winery and United Vintners, cur- 
rently engaged in a free-wheeling, 
high-spending ad battle. 

As they slug it out, the third of 
\the big three, Schenley’s CVA Co., 

| will make its bow Monday with 


Renault Goes to 
‘More Masculine 
Approach in Ads 


_ Advertiser to Sell 
Harder; Aims for 20% 
of import Car Market 


New York, March 30—Renault 
|Inc. will introduce the Gordini in 
| the U.S. market next month with 
'a restyled advertising campaign. 
|The balloons will disappear from 
| Renault advertising—and so will 
| color. 

| In 1960 for the first time, Re- 
jnault was one of the 100 leading 
| advertisers in magazines and tele- 
| vision, finishing in 86th place, with 
ian expenditure of $3,441,210. A 
\similar amount will be spent this 
| year, the great bulk of it in maga- 
|zines, where Renault intends to 


| dominate import car advertising. 


| 
| 


| = In addition to this national budg- 
|et, Renault distributors will have 
their own ad programs for local 
|newspapers and radio. Renault Inc. 
|now owns eight of its 13 U.S. dis- 
tributors. 

The new look in Renault adver- 
tising will feature loose line 
drawings (with a little wash) by 
Austin Briggs. The style will be 

(Continued on Page 109) 


(Continued on Page 10) 


Last Minute News Flashes 


| 
| 
| 


Politics May Change Miami Account Picture 
| Mtami, March 31—The appointment of Harris & Co. to handle the} ..1. May 15. 


ess must be assigned to other sell-| Metropolitan Miami tourist account, earlier reported to be a mere for- 
ing elements—notably to advertis-| mality (see story above), may not be that simple, due to some ilth- 


ing in the specialized business 
| press. 

There are problems, however, 
| Mr. Murphy indicated. The most 
impressive is the fact that “Busi- 


| 


hour developments. Some of the county commissioners are disgruntled 
| by the final choice of the committee assigned to pick the agency, and 
fireworks are expected at the meeting next Tuesday at which the 
Harris appointment was to be confirmed. 


ness publications rank low in the Montgomery Ward Appoints Campbell-Mithun 


minds of top management” and 


s “That specialized business paper 
advertising is an important eco- 
nomic force, there can be no ques- 
tion,’ Mr. Murphy summed up. 


Ket conditions change is clear. As/| Sullivan, Stauffer, Colwell & Bayles from Morse International. In turn, | 


: ; CuIcaco, March 31—Montgomery Ward & Co. has retained Campbell-|sor half-hour 
are likely to feel the impact first) Mithun as its advertising agency, primarily to develop a national ad| Mitch Miller show on alternate 
when budgets are cut. | campaign this year. Ward, which will be handled on a fee basis, has | weeks. 

not had an agency since 1957 when the company and Foote, Cone & 
Belding ended a 22-year relationship. 


Vicks Vatronol, Sinex Switch to Sullivan, Stauffer 


* Pioges : NEw York, March 31—Richardson-Merrell Inc. has switched adver- | Buick, but the car maker is look- 
That it is certain to grow as mar- | tising for Vicks Vatronol nasal medication and Sinex nasal spray to| ing for more frequency on tv. 


'Wine Ads Spill into 
! 3-Way Ad Free-for-All 


what that company calls a “block- 
buster” burst of advertising for a 
new line of Roma table wines. In 
addition, National Distillers plans 
to move into the market soon with 
its new French import, Prefon- 
taines (see story on Page 48). 

The battle between the Gallo 
and Petri (United Vintners) erupt- 
ed recently when Gallo launched 
into United’s Chicago preserve. 
United hit back this month by 
moving into Gallo’s traditional 
stronghold, New York. A trade 
source said: “This is the first time 
Gallo has been given its own Gallo 
treatment.” 


s The ad battle shaped up like 
this: 

United, headed by the Petri fam- 
ily, set a saturation 19-week sched- 
ule on WCBS-TV, New York. For 
the first six weeks, 100 ten-second 
spots per week are scheduled, with 
42 ten-second spots and eight one- 
minute announcements per week 
for the succeeding 13 weeks. The 
commercials, prepared by Honig- 
Cooper & Harrington, San Francis- 
co, are for Petri wine, G&D ver- 
mouth and Italian. Swiss Colony 
wine. 

Gallo, in turn, has not scrimped 
on the costs. A massive radio cam- 
paign, biggest in the company’s 
history, is hitting hard for the la- 
bel. At the same time, however, 
Gallo has clamped down a secrecy 
lid, and reporters are told: “Gallo: 
will not reveal any information 
about its present and future ad 
plans.” 


= ADVERTISING AGE learned, how- 

ever, that in its invasion of the 

Chicago market, Gallo has concen- 
(Continued on Page 10) 


Buick to Unveil 
Luxury Skylark; 
Buys ‘Sing Along 


Furnt, March 31—Buick unveils 
| its Skylark luxury compact on the 
|Bob Hope tv show May 13, fol- 


|lowed by magazine ads the next 


| week and newspaper ads as the 
Skylark becomes available in var- 
ious cities. The Skylark goes on 


Announcement ads will run in 
Time, Life, Sports Illustrated, The 
New Yorker, Harper’s Bazaar, 
| Vogue, Car & Driver, Motor Trend 
and Town & Country. 

Buick will drop Bob Hope and 
| string along with Mitch Miller on 
|NBC-TV next fall. Buick will spon- 
segments of the 


| s Two Bob Hope specials remain: 
| April 12 and May 15. Since the fall 
| of 1958 he has done 18 shows for 


The “Sing Along with Mitch” 


to whether it is prepared to carry | Morse—a Vick house agency—has picked up the Clearasil product line. | series will run 10-11 p.m. (EST), 
Demonstrating the operation of | the vast responsibility being thrust | BRDO had Clearasi] shampoo; Lennen & Newell had Clearasil ointment.|every other week on NBC. Mc- 
the first mass produced fuel cell | (Additional News Flashes on Page 107) 


(Continued on Page 110) 


|Cann-Erickson is the Buick agency. 


2: RNS. eae. Sama Sete oe CF Nor es PE. RO eee e thy ome eine pees ae Mail eT pe EE ee Oe BS Goce te Ro Si a aeeae WR sia Ps gh tas ar as Sey eee Ps ea ermen- Oe ae aha eee ee ae ae Weigle 
gs ae shy Bara anes lpi, Set Se Sok oad ae a IRD nee al am : Sei Seen : See Tangs: Sey SER TOR ig hag A aie iP age “3 eerin caer SLi 
Bete: Fas i * m mi 3 ‘ahi > < ra * : E i r A ig Caplio ace A Sate 
«Eames © . . : ROS): der ay 
eS a . te a ee 
wh : 3 a 
ee ena s “ates 
SRS, lee 
a — BA os 
hea . nee, 
oar Sep oa 
oe 
; ; r 
| i 5a 
; pear Sh aes 
—— gests aie 
rN se 
2 oe ae = 
PRP SS eat 7 
eee 
ce ae ‘ 
* eee: . 
ee , -- 
ee e 
— a ae 
oe eae ee 
on a lelegae =r 
ay ae ; pe a fe = eae 
saa Note aoe ; te AAAI ae CCS. MEA: i ’ ws a Si nae 
ee: AWS ia 
— l mae 
ri : : 6 + OS 
: : sty See — Active | 9h alt eae 
ie i | KE ee. 
i | ne oom = Rriee 
_ aw i 7 Hy 5 S ‘ 2 
‘ ot ae ee Yee, 
: mt J 4 Y ‘4 _ P' 
“ oP er. | if a le % 
: : AN Op Be . 9 
- at eS o : 
Pe e. be Pe a . ; 
ee paced a fi ie 
CORR Oae oeood Oe cunanomy eal ‘ale 
= anes ee ee or et 
ay ae ee 
ee ‘ 7 : i 
omer - with Puralin Plus : 
3 FEY PROD {Oy nay ap oy i 
a Se ae f A % Hany Yoo ODOR Pwee " 
— aecsethennapinlighgaeeite hor peta 
rote pee eee © cpr we 
hoe, %_—. 
eee wt tif oe 
2 Bate Pk ee ge i: 
s S ~wl an guaverpeeee toaven utah ow 
5S : re 
Saas ‘ 
re a i 
© 4 r 
“ . 
“ ae : 
aE: ne 
ie tex . + 
po - 
es if 
cn a 
| a 
ae 
: 
2 
> Ay 


$1,500,000 the First Year... 


Ads Abroad to Get Half. outlasts asphalt 


of ‘Visit U.S.’ Funds 


Kennedy Program Goes 
Forward as House Hears 
Travel Industry Backing 


WASHINGTON, March 30—Com- 
merce Secretary Luther Hodges 
told a congressional committee to- 
day that about half the budget for 
the government’s proposed tourism 
program will be used for adver- 
tising in the most promising over- 
seas markets. 

On the basis of his estimate, ex- 
penditures for advertising would 
be about $1,500,000 during the first 
year of the program, and nearly 
$2,500,000 in subsequent years, 
when the program is fully under 
way. 

The tourism project is a “must” 
item in the administration pro- 
gram. Without waiting for final 
congressional action to authorize 
the program, President Kennedy 
today sent Congress a request for 
funds to get the drive organized. 

While there does not seem to be 
any doubt about ultimate approval 
of the tourism proposal, it re- 
mained bogged down this week on 
a number of technical points. Also 
handicapping it was the large 
number of witnesses from the 
travel industry who are supporting 
the program and insisting on hav- 


ing an opportunity to read their | 


support into the record. 


|fall roughly into three broad 
| groups. Many are identical with 
the bill which already has passed 
| tourism service, with a budget of | 
|up to $5,000,000 a year. 
; Rep. Peter Mack (D., 
| subcommittee chairman, and sev- 
| eral other subcommittee members 
| have introduced bills which hold 
the tourism office to a maximum | 
of $910,000. 

In his testimony today Secre- 
tary Hodges said the department 
has just provided President Ken- 
nedy with a detailed proposal for 
organizing the tourism drive. He 
said the plan was developed by a 

(Continued on Page 116) 


Gisholt Machine 
Shifts to Timmons 


From Buchen Agency 


MapIson, Wis., March 31—Gis- 
holt Machine Co. has changed 
agencies after a 30-year relation- 
ship with Buchen Advertising, 
Chicago, and has appointed Ralph 
Timmons Advertising Agency, 
Madison, to hdndle its account. 
The account bills more than $150,- 
000. 

Alvin Ebel, advertising manager 
of the machine tool manufacturer, 
told ADVERTISING AGE that Buchen 


| 


| the Senate—S. 610—authorizing a | 
Ill.), the 


Concrete 


“ 


4 


CONTROVERSIAL AD—This: ad- placed 


March 31 issue of Time has touched off a battle 
Institute. 


by Portland Cement Assn. in the 


with the Asphalt 


Asphalt, Concrete Ads 
Tell Battle of Bumps 


Portland Cites Test 
Prematurely, Unfairly, 
Says Asphalt Institute 


New York, March 30—“This is 
false advertising—there is no ques- 
tion about it.” P 

That was the latest allegation in 
the old  concrete-versus-asphalt 
controversy that has boiled over 
into a no-rules-of-the-road adver- 
tising battle. 

The comment was touched off 


had done a good job for his com-| by the latest ad placed by Port- 


that the cement association’s ads 
constituted false advertising. 

He said that while the institute 
itself would not make the charge 
officially, he was surprised that 
something had not been done about 
it already. The institute, he added, 
anticipated some action about the 
ads by the highway officials group. 

“Actually, we’re happy they’re 
doing this kind of advertising. They 
are hanging themselves,” Mr. Knott 
said. 

He said that in the highway test, 
held at Ottawa, Ill., concrete and 


= When Secretary Hodges ap-|Pany, but he listed distance as a 
peared before the House commerce |"@@son for the change. “We feel| 


jasphalt road sections of varying 
|depth were laid to test the loads 
|they would take. “A lot more sec- 
| tions of asphalt than concrete were 
|laid, and the Portland Cement 


land Cement Assn., in the March 
31 issue of Time, asserting that 
“concrete outlasts asphalt 3 to 1.” 
Jumping the gun on publication 
of the findings of a road test con- 
ducted by the American Assn. of 
State Highway Officials, the ce- | hag 
ment group launched a campaign to basis. 
to present “vital new evidence” to 
support its claim vis-a-vis asphalt. | = The concrete ads proclaim, “Re- 
However, the Asphalt Institute | sults are clear for all to see. 
has blasted back, with ads head- | After 1,113,762 punishing loads, 
lined, “The case of the disappear- | recorded by last Nov. 30, 74.6% of 
ing concrete highways.” Its reply |the concrete was still performing. 
takes the form of a memo-style Of the asphalt sections, just 23.6% 
b&w spread in Engineering News- | survived.” 
Record. | The first ad appeared 
The ad asks that “neither the | March 13 Life. 
asphalt nor the Portland cement, The institute decided not to fight 
industry” publish premature con- | the: concrete association’s claims 
clusions. |except by indirection. The “Case 
of the disappearing concrete high- 
s Donald Knott, ad director of the | ways’ ad, launched in January in 
Asphalt Institute, told ADVERTISING Newsweek and U.S. News & World 
AcE that there was no question | (Continued on Page 116) 


; purely on numbers. The claim has 


in the 


committee subcommittee handling | that we can get greater efficiency | 
the tourism proposal today, the | and better liaison with a local 
subcommittee was wrestling with | 28ency,” he said. , 
16 separate tourism bills, which| Mr. Ebel said that his company 
| had cut back its ad budget some 
. | 20% earlier this year, but added 
K hl pl b | that he hoped the cuts would be 
0 er um ing |restored later in the year. The 
| Timmons agency, which has done 
+ | work on Gisholt’s collateral ma- 
Shifts to Frank terial for some 20 years, was se- 
lected over two other agencies, Mr. 
Kouter, Wis., March 31—Koh-| Ebel said. * 
ler Co., manufacturer of plumbing | Aldens’ Profits, Sales Gain 
fixtures and fittings, light plants, | Ald I Chi ar 
engines and precision controls, has | h pe Sy See, Ce Sees 
switched its advertising account to| ota, reports profits for its fiscal | 
Clinton E. Frank Inc., Chicago, ef- | year ended Jan. 31, 1961, totaled | 
fective July 1 ¢ | $3,926,207, a 16.2% gain over | 
Estimated billings range between | aay record high of $3,379,931 
$500,000 and $600,000. Roche, Rick- scored in 1959. Sales in 1960 came 
pr & Cleary, Chicago, om eas gel to $126,210,517, a 10.1% increase 
agency, had handled Kohler for 17 over 1959. 
years. The company talked to two | 
other agencies before picking)! 
Frank. 
Roche, Rickerd said the switch 
was not entirely unexpected, but! Eagle Shirtmakers receives 7,512 requests | 
added that it was given no specif- | for its ‘‘shirtkerchief,”” offered in an ad 
ic reasons for the change. In a| in the March 11 New Yorker Page 4 
letter to the agency earlier this | Television Bureau of Advertising reports | 
week, Kohler said it was taking) publishing and media led all other clase 
the action because “business rea- | work rar PoerS con gross time billings in| 
sons make it important that we do| 1960 Page 6 | 
so.” 


| Chapel Management & Sales Corp. syn- | 
= A major reason for the change,| juiding" ads which have proven sue. 
it was speculated, was a change at| cessful for a New York funeral di-| 
the company a year ago when the rector Page ad 
advertising department, formerly | 

separate, was combined with the 

public relations department under 
William Collins, now director of | 
advertising and public relations. | 
Prior to then, Mr. Collins was di- 
rector of public relations. It was 
felt that Mr. Collins wanted an 
agency of his own choosing and 
did not want to inherit the old 
agency. + 


Fairchild Names MacKinnon 


Ernest A. H. MacKinnon, for- 
merly assistant ad manager of 
Ford Instrument Co., Long Island 
City, has been named ad and sales 
promotion manager of Fairchild 
Controls Corp., Hicksville, N. Y. 
He succeeds Robert Feldheim, who 
has left the company. 


Fabian Society pamphiet, written by Max 
Corden, senior lecturer in economics at | 
the University of Melbourne, argues | 
that advertising should be subjected to | 
a special tax Page 30) 

] 


Sinclair Wood, president of the Institute | 
of Practitioners in Advertising, seeks | 
abolition of the rule against “knocking 
copy” — Page 32 


Federal Trade Commission charges that | 
Swift & Co. engages in a number of) 
practices which illegally restrain com- 
petition in frozen food products ..Page 36 


San Francisco U. 8. court of appeals 
unanimously dismisses a Federal Trade | 
Commission cease and desist order | 
against Evis Mfg. Co. ..........0c00 Page 41 | 


National Distillers Products Co. acquires | 
exclusive U. S. rights to distribute Pre- | 
fontaines, a French wine brand, and | 
names Lawrence Fertig & Co. to handle 
advertising for the wine Page 48) 


| New York tv code office of the National | 


Highlights of This Week's Issue 


Assn. of Broadcasters issues a group of 
commercial guidelines for weight re- | 
duction advertisements 


creativity means far more to a maga- 
zine’s success than do polls or re- 
OIA sinsdsinovninininvsteentnithinnesiniianiiaa Page 115 


Plans for a “pirate” radio ship to beam 


| Assn. has elected to base its claims | 


Advertising Age, April 3, 1961 
Barbasol Jingle 
Is Back on Radio 


New Basso; New Lyrics 
| for New Formula; New 
_ Appeal; New FTC Interest 


| INDIANAPOLIS, March 30—Many 
an old-timer sitting by his radio 
may feel a twinge of nostalgia 
these days as he hears a deep, res- 
| onant voice sing: 

Barbasol, Barbasol, 

No brush, no lather, no rub-in, 

Wet your razor, then begin. 

Barbasol, Barbasol, 

Soothing, smoothing, cooling 
Barbasol. 


# The old refrain, first aired in 
1920, has returned again to the air 
waves. The late Singin’ Sam, 
whose bass voice helped give the 
jingle the popularity of a hit tune, 
has been replaced by a sound- 
alike vocalist. But the lyrics are 
the same. 

After several years of concen- 
trating on print, Barbasol has de- 
cided to swing back to radio with 
the theme that had helped make 
it the No. 1 shave cream in the 
country in its early days. The ma- 
jor market push includes heavy 
frequencies aimed at acquainting 
men with its new formula Pre-ts 
lather, now being introduced na- 
tionally. The revamped aerosol can 
of shave cream contains a new 
skin ingredient, Actamer, said to 
help prevent blemishes. 

The old brushless shave jingle is 
being heard in only a small num- 
ber of markets. 


= New lyrics have been added to 
|the old tune to promote the re- 
| vised Presto lather in the majority 
of markets on the schedule. Here 
|a male and female duo sing: 
| Tough beards need Barbasol, 
| Presto Barbasol, 
| Rich creamy lather; it’s fortified. 
| Your face can’t feel the razor 
| glide. 

Barbasol—umm-umm—B ar ba- 
sol, 

Soothing, Cooling—umm-umm 
—Presto Barbasol. 


= The old tune was given a boost 
on NBC-TV’s “Perry Como Show” 
|a couple of weeks ago, when Mr. 
|Como and a visiting guest, actor 
| George Sanders, included it in 
| their repertoire of old songs. 

But it is probably for reasons 
| other than nostalgia that the Fed- 
/eral Trade Commission now has 
| asked Barbasol to submit copies of 
|the radio ad. In one of the five 
commercials, an announcer breaks 
in after the jingle, asking: 

| “Is there a teen age man in your 
house? Tell him about the skin 
|cream skin doctors recommend— 


commercial radio programs to Britain | 
are abandoned 


Retail 


FIGURES TO FILE 


| 
| 
Asean. Estimated Gross Time 


Canadian Merchants 


seeks a clear cut ban on trading | Expenditures of Net- 
RII... scensectttttaniinunenentniniinnensstionitintl Page wi werk Television Adver- 
Associated Business Publications survey | CBOTS nnn... eescseceeseevesseneenesees Page 42 
reveals that 75% of the Brand Names | Nielsen Network TY .......... Page 58 
Council’s “Retailer of the Year’ award | Association Test: Atti- 
winners report that advertising has | tudes Toward 5 Media . Page 102 
helped them to make business deci- | Top 100 Outdoor Adver- 
TN  eenereccrcsenesecnernstsierrerenneerrensemeennel Page 74 tisers in 1960.00.00. Page 111 
Network Radio's Top 
Caterpiliar Tractor Co. wins the prin- rT Page 115 
cipal award in the Americana Awards | TvQ Rating Leaders ........ Page 115 


for advertising on a national scale cat- | 
egory of the Freedoms Foundation at | 


new formula Barbasol Presto lath- 
er with Actamer. In a recent sur- 
‘vey of skin specialists, 91% said 
| that clean wet shaving with Bar- 
| basol Presto lather was beneficial 
to teen age men—removes excess 
skin oils and bacteria, helps pre- 
vent blemishes.” 
Another version says: 
“Hundreds of skin specialists 
recommend Barbasol for young 
men to help control skin blemishes 
. .. the shave cream skin special- 


Valley Forge 


American Dairy Assn. plans to intensify 


REGULAR FEATURES 


ists use and recommend.” 

John Reed King is the announc- 
er in most of the spots. The agen- 
| cy for Barbasol is George J. Walsh 
|Co. 


|@ Barbasol Co. was started by 
Louis R. Wasey, who was also one 
of the founders of Erwin Wasey, 
Ruthrauff & Ryan. Lou Wasey, and 
his nephew, George E. Wasey, sold 
their stock interests in the agency 
in December, 1956, and in June, 
1958, Barbasol moved from EWRR 
to Walsh. George Wasey is now 
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Magazines Blast 
‘Secret’ Hike in 
Canada Postage 


‘Summerfield’s Revenge’ 
May Be Followed by 2nd 
Boost on Mailed-in-Canada 


By Robert Heady 


New York, March 28—U.S. mag- 
azine publishers were reeling to- 
day under a “body blow” delivered 
via increased second class postal 
rates between Canada and the US., 
scheduled to become effective July 
1. A second hefty punch may be 
forthcoming. 

The rate hike came in the form 
of a “convention” agreement be- 
tween the two countries. It was ac- 
cepted Jan. 19 by former President 
Eisenhower, as one of his last of- 
ficial acts. 

The agreement, part of a broad 
plan to sweeten U.S.-Canada rela- 
tions—specifically interpreted by 
U.S. magazine people as a move to 
allay Canadian concern over U.S. 
publications’ mounting strength— 
will boost second class postage to 
9¢ per lb. 


# Currently, U.S. publishers are 
paying at the rate of 2.5¢ per lb. 
for editorial content, and 10¢ per 
lb. for advertising content. 

Due to be hardest hit are US. 
magazines whose content is pre- 
dominantly editorial, and those 
with heavy circulations in Canada. 

The new edict also alters the 
third class structure. Instead of 4¢ 
for the first 2 oz. and 2¢ for each 
additional 1 oz., mail to Canada 
will cost 3¢ on the first 2 oz. and 
1.5¢ for each extra 1 oz. 

Magazine officials were critical 
of Canadian and US. officials 
whose “cloak and dagger” method 
of pushing the increase through | 
was “secretive,” “shocking,” and 
“serious.” While the rate boost will 
be a tough publishing pill to swal- 
low, magazine men appeared more 
upset over (1) the short notice 
(“We've no time to prepare”), 
and (2) the strong probability that 
Canada will shortly increase its 
internal postal rates to U.S. pub- 
lications. 


= One source said Canada began 
its newest campaign against US. 
publishers in February, 1959, when 
Canadian Postmaster General Wil- 
liam Hamilton wrote U.S. Post- 
master General Arthur Summer- 
field, requesting that a 1922 con- 
vention be scrapped and a new | 
one drawn. ; 

At no time, it was pointed out, 


Bostrom / aia 


NO TRUCKS—Bostrom Corp., Mil- 

waukee, manufacturer of truck 

seats, will run a b&w page on be- 

half of the American Trucking 

Assn. Foundation in Business Week 

April 15. Buchen Advertising is the 
agency. 


was a U.S. magazine representa- | 


tive consulted by either country 
in connection with the proposed 
new agreement. One publisher sug- 
gested that “this was Postmaster 
General Summerfield’s way of get- 
ting even with us after his pre- 


vious unsuccessful attempts. to 
raise domestic rates” (AA, June 
27, 60). 


Last fall, at an Ottawa meeting 
(AA, Nov. 21), Canadian maga- 
zines staged a battle of presenta- 
tions against two U.S. publishers, 
Reader’s Digest Assn., Canada, and 
Time International of Canada, be- 
fore the royal commission on pub- 
lications. Prime Canadian beefs 
at that time were (1) U.S. circula- 
tion overflow, (2) Canadian edi- 
tions of U.S. periodicals, and (3) 


U.S. magazines’ regional editions. | 


One U.S. publisher today rea- 
soned that the November meeting, 
“which the Canadian press snapped 
up for anti-U.S. ammunition,” ac- 
tually was a “conditioning process” 

(Continued on Page 8) 


New U.S.-Canada 
Postal Accord Aids 


Canadian Publishers 


MontTREAL, March 28—There are 
definite long-term benefits to Can- 
ada in the new postal rates for 
newspapers and magazines recent- 
ly announced in the convention 
between Canada and the US. 

U.S. publishers mailing to Can- 
ada will have a bigger postal bill. 
This could have several effects. It 
may reduce the flow of such pub- 
lications into Canada, and it may 
increase the price of U.S. publica- 
tions in Canada. 

It may also induce U.S. publica- 
tions with large circulations in 
Canada to incorporate here, print 
their magazines, or at least mail 
them from Canada, thereby creat- 
ing work for Canadians and rev- 
enue for the Canadian post office. 


® Under the old system, American 
magazine publishers reaped huge 
benefits by using Canadian postal 
services. If their magazines were 
mailed in the U.S., they were car- 
ried without charge by the Cana- 
dian post office. The small number 
of Canadian magazines mailed to 
American subscribers received the 
same privilege in the U.S. 

Postage on an American maga- 
zine mailed from New York to 
Vancouver was less than a maga- 
zine mailed from New York to 
San Francisco. 


s Some American publishers now 
truck their magazines into Canada 
to take advantage of low second- 
class postal rates in this country. 


|It has been estimated that the 
|Canadian post office loses about 


$1,600,000 a year in handling these 
publications. 


CANADIAN MPA SEES 
NO BOON IN ACCORD 

Toronto, March 29—Lloyd M. 
Hodgkinson, president of the Mag- 
azine Publishers Assn. of Canada, 
told ADVERTISING AGE today that 
the new U.S.-Canada postal rate 
agreement will put Canadian mag- 
azines on a more equitable basis 
with magazines published in the 
U.S. and distributed in Canada but 
that the new rates will not be a 
“boon” to the Canadian publishing 
industry. 

The new regulations, it is un- 
derstood, will necessitate U.S. pub- 
lishers paying a higher postal rate 
for mailings to Canada. In addi- 
tion, U.S. publishers who ship 
their magazines into Canada for 
posting will have their rates in- 
creased. 


e Said Mr. Hodgkinson: “This 
will tend to make the situation 
more equitable, but it will not be 
a boon to our industry. It looks as 
if it might be a boon to the Canada 


| post office, though.” + 


i 
INALTYPE DENTYRE CLEANSING KIT 


.. NOW AVAILABLE’ ws 
» TO THE PUBLIC this ps 


+ rece of = dentures, 


5 with ever 
embarrassing dewture breath remeved! a: athebbe 


tues really clean ands 
at Dry Comnters everywhere 


for Polident which appears in April 
Reader’s Digest represents the first 
time that magazine has run an ad- 
vertisement for a denture product. 


Block Drug Pushes 
Its Polident Kit via 
TV, ‘Reader's Digest’ 


JerRSEY City, March 29—Block 
Drug Co. is running an extensive 
campaign to promote its Polident 
denture kit special offer. 

In addition to commercials con- 
tinuing through June on several 
NBC-TV shows, Block Drug is 
featuring the special buy in a color 
page in the April Reader’s Digest. 
The special includes a 69¢ large- 
size can of Polident, together with 
a $1 pink or blue denture bath with 
measure clip spoon at a special 
price of 98¢. 

In a similar promotion last year, 
1,100,000 denture baths were sold. 
A survey showed that 15% of these 
represented customers buying Poli- 
dent for the first time, the com- 
pany reported. This year 1,500,000 
kits have been prepared for sale. 
The offer runs through May. 

Minute filmed commercials are 
being aired on the “Groucho Marx 
Show,” “This Is Your Life,” “The 
Tall Man,” “One Happy Family,” 
“The Americans” and the “Jack 
Paar Show.” 

Polident is handled by Grey Ad- 
vertising Agency, New York. + 


Four A's to Get 
H&K PR Plan 


New York, March 30—American 
Assn. of Advertising Agencies has 
officially adopted a pr program 
recommended by Hill & Knowlton, 
its pr counsel, to build confidence 
in advertising. 

The new program will be pre- 
sented in detail at a members-only 
session at the Four A’s annual 
meeting opening April 20 in White 
Sulphur Springs. 

The program will have two ob- 
jectives: First, “to build confidence 
in the integrity of advertising’; 
second, “to spread understanding 
of advertising’s vital role in our 
economy of plenty.” 


s The Four A’s decision to retain 
Hill & Knowlton as its pr counsel 
was reported exclusively by Ap- 
VERTISING AGE last October (AA, 
| Oct. 24). The new program is the 
| result of a four-month study, in- 
|cluding a series of depth inter- 
|views of “opinion-trend” leaders 
|in six key areas—university econo- 
| mists and sociologists, business ex- 
|ecutives, writers, government of- 
ficials and clergymen. # 


Nelson Stern Elects Two 

Nelson Stern Advertising, Cleve- 
land, has elected Bruce M. Stern 
and William K. Brusman vps. Mr. 
Stern joined the agency in 1954; 
Mr. Brusman in 1958. 


DENTURE FIRST—This color page ad| 


$21,300,000 in Ads to 


Back Overseas Flights 


16 Transatlantic Lines | 
to Pony Up Amount; Rate 
Hassles Enliven Scene | 


By Milton Moskowitz 


New York, March 29—Interna- a 


tional airlines flying to European 
destinations are looking forward 
to another banner year. 

At the same time, competition | 
will be tougher, and advertising 


budgets are expected to be up| — 


across the board. 


| Atlantic run stems from the pro-| 
liferation of carriers serving this | 
market. Sixteen airlines now fly | 
from the U. S. to Europe, and they 
will be spending an estimated $21,- 
300,000 on advertising this year to 
promote traffic from this country. 

Many of the budgets have been 
beefed up substantially. Air France, 
which was spending about $900,000 
when it came to Batten, Barton, 
Durstine & Osborn in 1958, now 
has a $2,000,000 budget. Lufthansa, 
a $200,000 advertiser before 
switching to D’Arcy Advertising 
last year, plans te spend $1,000,000 
this year. Alitalia, now at Gardner 
Advertising, also sports a $1,000,000 
program, up about 30%. 


= Three recent additions to the 
transatlantic fleet—Air India, Irish 
Airlines and Qantas—will each be 
spending more than $500,000 in 
1961. All three have increased 
their budgets considerably. 

If you ask airline people, they 
will tell you, privately, that there 
are too many carriers serving this 
market. It seems that every coun- 
try in the world wants to have its 
own airline, for reasons of national 
prestige and because of a yearning 
to tap the transportation dollars 
spent by the growing army of 
American tourists. 

The new African nation of 
Ghana announced recently that it 
will have its own airline, with 
service to and from the U.S. Olym- 
pic Airways, a Greek line, is hop- 
ing for a green light to start trans- 


The competition on the North a 
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DOUBLE ENDORSEMENT—Kirk Douglas 

and Yul Brynner will be featured 

in double-endorsement pages 

scheduled by Air France for April. 

Although they are shown in the 

ads, neither movie star is identi- 
fied. 


Truce Reached in 
Air Freight Rate, 
Ad Contretemps 


New York, March 29—The cargo 
rate (and rate advertising) war 
expected to break out April 10 in 
the transatlantic airline field was 
averted this week when the In- 
ternational Air Transport Assn. 
worked out an agreement extend- 
ing the current price structure to 
June 30. 


= Up to now the carriers have been 
unable to agree on a new rate 
schedule. The U. S. carriers, partic- 
ularly Seaboard & Western Air- 
lines, have been demanding lower 
rates. 

Further IATA conferences are 
now planned to see if differences 
can be resolved and a common 
price schedule established. (See 


atlantic hops “probably sometime 
after this year.” Olympic is cur- 
(Continued on Page 78) 


PALM SPRINGS, CAL., March 29— 
Despite a drop off of about 9% in 
profits for the first two months, 
members of National Business 
Publications expect to end 1961 
only 1% or 2% below 1960 in 
pages, and up perhaps 40% in rev- 
enue. 

Morris Goldman of J. K. Lasser 
& Co. brought this cheerful news 
to members of NBP at the organ- 
ization’s meeting here this week, 
following a survey of members. 

Business publications show about 
a six-month lag in following the 
economy either up or down, Mr. 
Goldman said, and the assumption 
is that the decline in advertising 
volume shown during the last 
quarter of last year and the first 
quarter of this year will shortly 
reverse itself as the economy moves 
upward. Publishers generally ex- 
pect business to be good later this 
year, Mr. Goldman said. 


s Marshall Haywood Jr., Haywood 
Publishing Co., Chicago, was elect- 
ed chairman of the organization’s 
board, succeeding Louis J. Perrot- 
‘tet, Conover-Mast Publishing Co., 
New York. Vice-chairmen elected 
were: C. Laury Botthof, Standard 
Rate & Data Service (operations) ; 


| 


Leonard Eiserer, American Avia- 


eee see 


transatlantic airline advertising 
story beginning in adjoining col- 
umn.) # 


Despite Profit Drop, Business Papers’ 
‘bl Revenue Will Rise, NBP Told 


tion Publications (finance); Milton 
B. Kihlstrum, Miller Publishing Co. 
(membership) ; Mr. Perrottet (leg- 
islation) ; David R. Watson, Watson 
Publishing Co. (public relations). 
Dana Chase, Dana Chase Publica- 
tions, and Leslie A. Watt, Watt 
Publishing Co., were elected direc- 
tors. 


= In his annual message, retiring 
chairman Perrottet emphasized his 
belief that the days of hostility be- 
tween buyers and sellers of adver- 
tising are ending, and that an era 
of mutual cooperation is develop- 
ing. “I believe,” he said, “that we 
are poised on the edge of an era 
in which quality will prevail.” 
While the past has been full of ac- 
complishment, he emphasized, it is 
clear that “the greatest publication 
hasn’t yet been published,” and 
that business publishing will go on 
to new heights. He also voiced the 
hope that the “divided business 
paper house” will cease being di- 
vided. 


es A new award—the Silver Gui- 
(Continued on Page 72) 


Barber & Drullard Moves 

Barber & Drullard Advertising 
Agency, Buffalo, has moved to 633 
Delaware Ave. 
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7,500 Requests 
Testify to Appeal 
of Shirtkerchief 


Eagle Shirtmakers 
Picks Agency by Coupon, 
Scores with Ad Offer 


QUAKERTOWN, Pa., March 28— 
How many people hanker after a 
“shirtkerchief”—a fairly useless 
piece of shirt material ornamented 
with a buttonhole and a pocket? 

When Eagle Shirtmakers offered 
such a creation in the March 11 
New Yorker, it optimistically 
hoped it might perk up the curi- 
osity of maybe 3,000 readers. But 
by March 28, 7,512 readers had re- 
sponded to the ad. And the an- 


swers are still coming in at a rate | 
of 200 a day, so the tally may hit! 


9,000 or 10,000 before things quiet 
down. 

The ad was the second in a 
series of four offbeat insertions 
slated for The New Yorker this 
spring. The first ad pointed out 
that Eagle shirts-are sold “every- 
where by fine men’s stores,” but 
that in many stores the shirts are 
sold under the store label rather 
than the Eagle label. To remedy 
this shortage of Eagle labels, the 
ad offered to send readers Eagle 
labels of their very own—and 
more than 200 people wrote in. 


= The point of the campaign is 
that Eagle would like to enveigle 
more stores into using the Eagle 
label, either alone or in combina- 
tion with the store label. The 
campaign is having precisely this 
effect, S. Miller Harris, exec vp, 
told ApverTisinc AcE. After the 
first ad ran, four stores switched 
to the combination label. More 
followed suit after the second ad, 
with “lots of stores” offering to 
buy shirtkerchiefs, to run tie-in 


newspaper ads, and to display ad 
blowups, Mr. Harris said. 

The third ad in the series is set 
for April 29—but no write-in of- 
fer this time. “We’ve got to have 
a breather,” Mr. Harris said. In- 
stead the ad will promote a “gen- 
uine formal button-down shirt” 
which is “genuine even without 
the Eagle label.” 

By June, the company thinks it 
will be up to another write-in 
offer, so a fourth ad is slated for 
June 3, offering “the world’s first 
shirt I.D. card.” The card will be 
an Eagle label in the form of a 
wallet card, giving the respon- 
dent’s collar and sleeve measure- 


ments, plus space for other cloth- | 


ing sizes. 


Another series of four ads will | 


run this fall. 


s This is the first consumer ad- 
vertising for the company since 
the ’20s, when it ran color pages 
in The Saturday Evening Post, 
featuring well-known illustrators 


IN IOWA-ILLINI 


i ng ts 
te, Mate tn 
~ 
. 


270,058 (1960 U.S. Census) people make 
the rich Quad-Cities the 3rd largest metro- 


politan area in this 2-state marketing 
region. The job: Convert census figures 
into sales dollars. Best way to do it: 
Use the impact and penetrating coverage 
of Quad-City home-town newspapers. 
Your sales story will reach exactly 100% 
of households in the metropolitan area. 


= ROCK ISLAND 
~ MOLINE - E. MOLINE 


at = 


ILLINOIS 


SS : DAVENPORT 


IOWA 


MILLION 


CITIES 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT EVENING TIMES 


DAVENPORT MORNING DEMOCRAT 
Represented by JANN & KELLEY, INC. 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


Represented by ALLEN-KLAPP CO. 


of [over] 


WHAT IS iT?—This ad in the March 
11 New ‘Yorker has bestirred over 
7,000 people to write for their free 


Advertising Age, April 3, 1961 


SEND FOR YOUR FREE 
EAGLE SHIRTKERCHIEF 
(SHIRTKIN?) (NAPCHIEF?) 


S far as we know this is a brand new invention. Per- 
haps you will be able to figure out how to realize its 

full potential. ~#° It all started when we tried to devise 
something to send you—short of an actual shirt—to illus- 
trate a few of the fine points of fine shirt making. A sample 
to take with you when you go shirt shopping. }z So first 
we hemmed a piece of fine shirting; 20 stitches to the 
inch, just like in our shirts. At this point you could still 
call it a handkerchief. \& But it did seem a shame not 
to show one of our threadchecked buttonholes, so we 
did. It makes a pretty good shirt protector: just whip it out 
of your breast pocket and button it on the second from 
the top to avoid gravy spots. Good. And tuck your tie in 
behind it. .#° But then somebody in Pockets said, “Look, if 
you let us sew a pocket on it, it will show how we make 
the pattern match right across, no matter what.” y& So 
if anyone knows what you can use a pocket in a handker- 
chief/napkin for we will be glad to hear. We will give a 
half-dozen shirts for the best answer. Make it a dozen. 


Eagle Shurtmakers, Quakertown, Pa 
Gentlemen 
Please send me whatever it is (Signed) 


Address Cay 


Eagle Shirtkerchief and to suggest how to use the pocket. It will be 
some time before the winner is announced however, what with some 
answers running four and five pages in length, often illustrated. 


such as James Montgomery Flagg. 


Last summer, when the company |°¢ts assignment with National 


decided to resume advertising, 
Mr. Harris thought the best ap- 
proach would be the zany coupons 
perfected by Weiner & Gossage, 
San Francisco. He sounded out the 
agency via a coupon letter to 
Howard Gossage, saying if the 
agency was interested in the ven- 
ture to “fill out and send in the 
coupon.” 

Mr. Gossage did, and in return 
got the account. # 


Walworth Moves to WNBC 
Theodore H. Walworth Jr. has 


“zy ,.,,)been named general manager of 
|WNBC and WNBC-TV, New York, 


replacing William M. Davidson, 
who has been given a special proj- 


Broadcasting Co. Mr. Walworth 
will move to New York from Phil- 
adelphia, where he was station 
manager and director of sales of 
NBC’s WRCV-TV. This title at 
WRCV-TV is not expected to be 
filled. A swap of the NBC-owned 
Philadelphia stations and the RKO 
General Boston stations is pending 
FCC approval. 


Healey to Keller-Crescent 

Peter Healey Brass Foundry, 
Evansville, Ind., manufacturer of a 
wide range of products for plumb- 
ing and industrial applications, has 
appointed Keller-Crescent Co., 
Evansville, to handle its advertis- 
ing. 


es 


Lop 20 1n 


'SOUTH'S MARKETS: 


Total Retail Sales 


Greensboro, fertile with diversified industry, is the market 
with a knack for making sales grow. Of the top 20 markets 
of the NEW South, Greensboro ranks 18th in total retail! 
sales—closely following Richmond, Norfolk-Portsmouth; and 
exceeding Shreveport, Mobile and other prominent markets. 
Exclusively cultivating this lush market for you is the 
Greensboro News & Record—the only medium with dominant 
coverage in the Greensboro Market and selling influence in 


over half of North Carolina. Over 100,000 circulation; over 


400,000 readers. 


-«Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


| Write on company letterhead for “1960 Major U. S. Markets 
| 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA © 


Represented Nationally by Jann & Kelley, Inc. 
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USE THE MOST POWERFUL | 
SELLING FORCE IN PRINT 5 


Is Your Advertising 


Budget Under Fire to 


Produce Profits Faster? 


Read what ~ 


s 
we ies 4 


5 Week can do for you right now— 


to help solve your profit problems! 


1. THIS WEEK has the massive audience—more than 
13,552,496 families week after week. Broad national 
coverage, yet with concentrated impact —beyond that 
of any other medium —in the major metropolitan areas 
where profit opportunity is greatest! 


2. THIS WEEK reaches more homes in 43 “make-or- 
break” markets than the average half-hour “Top Ten” 
network television show. 


ONE 4-COLOR PAGE 


3. THIS WEEK has the overwhelming acceptance of 
top retailers and their “buying committees”—the key 
retail executives whose decisions can make or break 
any product or any promotion today. 


4. THIS WEEK, by far, gives you the lowest cost per 
thousand for both 4-color and black-and-white pages 
of any major weekly magazine—and the greatest cir- 
culation impact of any weekly magazine. 


HOW THIS WEEK CAN PROVIDE GREAT SAVINGS FOR MAJOR PRINT ADVERTISERS 


-14 4-COLOR -— 
PAGES 
Total Circulation; Cost/M Total Cost Total Cost 
LIFE 6,726,796 | $6.99 | $47,050 $619,178 
qcuannenay @rooRo0 | 96el $44,250 $582,330 
Re 13,226,796 | $6.90 | $91,300 $1,201,508 
‘This Week 13,552,496 | $3.92 | $53,150 $635,674 
Cae 
Dollars saved by using 
This Week to reach same total circulation $38,1 50 $565,834 
as Life and S.E.P. combined ae th 


Sources — Circulation 

THIS WEEK — average ended 9/30/60 

Life and S.E.P.— average ended 6/30/60 
or rate base when higher 


Rates: Currently effective 


Sk with television, too! 


Compare 17] Wi 


To reach 13,552,496 homes through television ...what show 
would you have to buy? What price would you have to pay? 
What chance do you really have of securing such a show? 


Teer pe SG A gael Pl Nate. RS ee elaine ect ae ae 


This Week 


MAGAZINE 


6 al Bal wee 
Se OP Se MP eC 


CIRCULATION 13,552 496 
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Billings Gains 


(See table on Page 42.) 

New York, March 28—Publish- | 
ing and media led all other classi- 
fications in percentage increase 
of network television gross time 
billings in 1960, the Television 
Bureau of Advertising reports. 

Billings gains for this category 
went from $26,593 in 1959 to $2,- 
242,022 in 1960, an increase of 8,- 
330.9%, according to the TvB. 

Of the 29 classifications reported 
by the TvB, 23 showed increases, 
six showed decreases. 


# Showing substantial percentage 
gains were: Entertainment and 
amusement, 
bricants and other fuels, 58.5%; 


Publishing, Media 
Lead Network TV 


138.5%; gasoline, lu- | 


f } 
ie dod 
. 


EvE—Unilever, world’s largest advertiser, has made 
advertising history in Britain with a 45-second tele- 
vision commercial featuring a nude French model 
. The nude model, 


bathing with Breeze deodorant soap 
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photographed by an American fashion photographer, 
Henry Clarke, is also in print ads. Colman, Prentis & 
Varley, the Breeze agency, said: “We sought a com- 
pletely different and stunning approach.” 


horticulture, 48.7% ; household fur- 
nishings, 44%; apparel, footwear 
and accessories, 29.1%; beer and 
wine, 21.3%; and insurance, 20.6%. 

Biggest gross time dollar gainers 
by classifications were: Drugs and 
remedies, from $74,950,528 to $84,- 
706,199; toiletries and toilet goods, 
from $102,311,526 to $111,096,951; 


and automotive, automotive acces- | 


sories and equipment, from $46,- | 


709,247 to $55,117,617. 


= The 1960 publishing and media 
billings came from Cowles ($1,- 
188,633) and Field Enterprises for 
World Book Encyclopedia, etc. 
($587,898)—both for Presidential 
convention and election night 
sponsorship—McCall Corp. ($162,- 


165), Reader’s Digest ($133,599) 
and Curtis Publishing ($132,970), 
plus some smaller budgets to round 
out the total of $2,242,022 for the 
year. 


a The 1959 figure came from Time 
Inc. ($5,000) and G. & C. Merriam 
Co. (most of the rest) for a total 
of $26,593. # 


CORPORATE 
ADVERTISING 


HAS MANY 


RACES 5 


ec Modern management knows that today’s corpo- 
rate advertising is a multi-purpose tool, a real 
warns force bearing no resemblance to the ego- 


by Ernest A. Jones, 
President, MacManus, 
John & Adams, Inc. 


massaging 
tising of the past. 


Well-planned, well-executed, well- 
placed corporate advertising has 
many jobs to do—and does them. 


In these days of merger, acquisi- 
tion and wide diversification, good 
corporate advertising provides an 


“institutional” adver- 


umbrella of recognition allowing the consumer 
to make immediate quality identification of new 
products. The advantage to sales organizations 
of this pre-recognition is an important one. 


Corporate financial officers, too, appreciate a 
lesser known result of an effective corporate 
advertising program: that it adds capital value 
to the business by stimulating the interest and 
confidence of the investing public which today 
includes a far greater proportion of the people 


than ever before. @® 


SPONSORED BY BARRON’S (THE NATIONAL BUSINESS AND FINANCIAL WEEKLY BY DOW JONES) 


Advertising Age, April 3, 1961 


Ad Council Girds 
to Aid U.S. in 
Tmo Communist Batile 


New York, March 28—The Ad- 
vertising Council is thinking of 
trying its experienced hand at 
overseas propaganda for America. 

A committee has been set up to 
explore the possibility “of utilizing 
the skill of the American advertis- 
ing industry as a supplement to the 
government’s official propaganda 
through the U.S. Information 
Agency.” Henry M. Schachte, exec 
vp of Lever Bros. Co., is chairman 
of this exploratory committee, 
aided by two co-chairmen, Leo 
Burnett, head of Leo Burnett Co., 
and Theodore S. Repplier, council 
president. 


= It is proposed that the council 
set up volunteer task forces of 
creative people in advertising and 
communications to tackle specific 
propaganda problems. Committee 
members would be from several 
agencies to avoid bracketing a par- 
ticular agency, which might have 
overseas branches, with a particu- 
lar propaganda job. Also serving 
on each task force would be at 
least one specialist on the country 
involved. 

Each task force would concen- 
trate on one assignment. For ex- 
ample, one might develop a prop- 
aganda plan to be used in the 
universities of a foreign country to 
counter a Communist drive to cap- 
ture its student body. Another task 
force might produce a series of 
anti-Communist films to meet a 
particular situation. 


es The exploratory committee, 
which is investigating how to set 
up and finance such a service, has 
12 members: Bromwell Ault, vice- 
chairman of Interchemical Corp.; 
Thomas D’Arcy Brophy, former 
chairman of Kenyon & Eckhardt; 
A. L. Cole, general business man- 
ager of Reader’s Digest; Edwin W. 
Ebel, advertising vp of General 
Foods Corp.; Clifford L. Fitzgerald, 
president of Dancer-Fitzgerald- 
Sample; Leonard H. Goldenson, 
president of American Broadcast- 
ing-Paramount Theaters; John W. 
Hill, chairman of Hill & Knowlton; 
Henry G. Little, chairman of 
Campbell-Ewald Co.; Donald H. 
McGannon, president of Westing- 
house Broadcasting Co.; Stuart 
Peabody, Bell & Peabody; Frank 
K. White, vice-chairman of Mc- 
Cann-Erickson; and James W. 
Young, senior consultant, J. Wal- 
ter Thompson Co. # 


Gillogly Named ABC-TV 


Sales VP in Chicago 


William C. Gillogly has been 
promoted to ABC-TV vp in charge 
of sales, te 


office. He suc- 
w= ceeds James W. 
m= Beach, who has 
» pa from 
the network. 
Mr. Beach, who 
joined ABC in 
1949, said he 
has other busi- 
ness plans 


a! 
which he will 


announce short- 


(oe 

Mr. Gillogly, 
Wm. C. Gillogly who joined ABC 

in 1951, has 

| been director of sales for the cen- 

tral division since June, 1957. 


_Bingham’s to Ladd, Southward 

Sam’l Bingham’s Son Mfg. Co., 
Chicago, manufacturer of printing 
and lithographic rollers and indus- 
trial rubber rolls, has appointed 
Ladd, Southward & Bentley, Chi- 
cago, as its agency. The company 
has not had an agency for the past 
year. 
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Now’s the time to 


MAKE BIG PLANS! 


You don’t need a hearing aid to detect a stronger note of confidence in business 


circles these days. A growing number of Chicago firms are rolling up their 


sleeves and going after more business. And they’re getting it. Even the prophets 
of gloom now admit that the picture’s not as bleak as they painted it. 

_ Here at the Chicago Tribune, we’ve never felt otherwise. From our close 
association with thousands of Chicago advertisers, we know many who are 
making big plans and putting them into action. By offering a good value—and 


promoting it—they are getting exceptional response. Here are some typical cases: 


As a direct result of a Feb. 19 ad in the Sunday Tribune, E.I. DuPont 
reports that a leading Chicago retailer sold 50 dozen blouses by noon 
Monday, then reordered another 125 dozen! ¢ A stepped-up campaign 
in the Tribune is paying big dividends for Amana Refrigeration, Inc. 
“Our Feb. 5 ad produced an immediate sales gain of 10% over last 
year.’ Magnavox credits two full page ads in the Sunday Tribune 
with “‘the most successful Magnavox sale ever held in Chicago!”’ e 
Topps Super City in La Cranes had “‘the largest opening in history 
of the company” following its grand opening announcement in the 


March 14 Chicago Tribune! 


These are recent result stories—all recorded in February and March. 
Reports like these reaffirm our conviction that business in 1961 will be as good 
as we make it. 

Here at the Chicago Tribune, we feel that once the ball starts rolling, it’s 
time to give it another kick. That’s why we’re expanding our advertising sales 
force and increasing our advertising budget. 

We're shooting for another record year, and we've got the selling power 
and the marketing know-how to help you do the same. We'd be pleased to have 


you join us. 


Chicago Tribune 


THE WORTD'S GREATEST NEWSPAPER 
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Magazines Blast 


‘Secret’ Hike in 
Canada Postage 


(Continued from Page 3) 
for the July 1 rate increase. “They 
tried to soften the blow they knew 
would come,” he said. 


® Magazine officials also pointed 
to the fact that the convention was 
signed in Canada on Jan. 12 and 
in Washington Jan. 13, and 
“sneaked through the day before 
President Eisenhower left office.” 

Although the probability of a 
rate jump had been disclosed (AA, 
March 6), the news at first slith- 
ered past U.S. magazine men 
without a rustle. The bomb hit 
March 13, when Ralph Nicholson, 
newly appointed Assistant Post- 
master General for finance (AA, 


| Jan. 30), a former adman, sum- 
|moned the following group to 
| Washington to discuss “interna- 
tional postal regulations”: John 
Roemish, general traffic manager 
of Hearst Magazines; Francis R. 
Cawley, vp of Magazine Publish- 
ers Assn.; Raymond Graulich, traf- 
fic manager of Time-Life Interna- 
tional; Harry Thompson, director 
of international editions of News- 
week; Philip Hall, international 
traffic manager of Curtis Publish- 
ing Co.; and “about seven postal 
officials.” 

“We were stunned,” said one of 
those attending. 


s A source at Time-Life Interna- 
tional said today the rate boost 
would cost the company “about 
' $450,000 in additional postage.” 
|Like other publishers, he said, 
| Time Inc. is “stuck with delivering 
;current subscriptions” under its 
present obligations. “What else can 
we do?” he asked, adding that the 
|}industry should force postpone- 


ment of the July 1 deadline until | said, the Canadian government bill 


next Jan. 1. 

He estimated that about $200,000 
of the extra mailing cost would be 
for Time Canada, sole international 
edition mailed by Time Inc. from 
the U.S. to its northern neighbor. 
The remainder would be for “about 
300,000 copies of Life mailed to 
Canada and 78,000 more copies dis- 
tributed from up there; plus 36,000 
copies of Sports Illustrated and 
7,000 of Fortune mailed from here.” 

Time-Life International ap- 
peared to be watchful of Canada’s 
next move before going ahead 
with a printing contract negotiated 
in mid-February to print Time 
Canada in that country. ‘“We’re 
waiting to see what the royal com- 
mission on publications will do,” 
the division said. 


a The royal commission is to pre- 
sent to the Canadian government 
in early April specific recommen- 
dations on the rate rise expected 
for U.S. magazines mailed from 
within Canada. In May, one source 


would publicly disclose the new 
rates. At present, publications is- 
sued weekly or more frequently, 
pay 3¢ per lb., irrespective of ad- 
vertising and editorial content, or 
distance mailed, and 1.75¢ per lb. 
for magazines issued less frequent- 
ly than on a weekly basis. 

Proof that Canada means busi- 
ness came via a quote, in the 
March 16 Toronto Globe & Mail, 
attributed to Postmaster General 
Hamilton: “The increase will be 
followed by an increase in Cana- 
dian postal rates for U.S. maga- 
zines destined for Canadians, and 
which U.S. publishers might pre- 
fer to truck across the border to 
get around the new international 
rates.” He was not sure whether 
Canadian magazines would also be 
affected by the hike. 

Mr. Hamilton said the July 1 
increase amounted to about 30%— 
U.S. estimates ranged from 50% 
to 250%—and would “take the 
cream off U.S. circulation in Can- 
|ada.” 

He said he did not think that 
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The place: Wall Street. 


the World 


The time: after 3:30 P. M. 
The stock tickers: silent. 


But starting to roll minutes later 
a few blocks away are the high- 
speed presses for the Wall Street 
Closing Edition of the New York 
World-Telegram, complete with 
final New York Stock Exchange 
quotations. It’s headed for the 
newsstands within fifteen minutes 
after the last trade is recorded 

on the ticker tape. 


In the next hour and a half, the 
majority of all the day’s copies of 
-Telegram are printed 
—just about as many as the total 
late afternoon press-runs of the 

other two New York evening news- 
papers combined! It takes this speed 
and service to meet the demand of 
home-going businessmen for New 
York’s financial evening newspaper. 


They buy it, read it, are influenced 
by it...and carry it into the 
homes of families who respond to 
the advertising in its pages. 


NEW YORK WORLD-TELEGRAM 


New York's qua/ity evening newspaper 
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U.S. magazines, as a result, would 
raise their subscription rates, nor 
did he believe they would “push 
their product as much, now, in 
Canada, as they did.” 

He predicted that the second 
class boost would be a boon to 
Canadian publishers. 


= U.S. magazine people weren’t as 
positive, however, about holding 
subscription prices down. 


e George J. Hecht, president of 
Parents’ Institute, publisher of 
Parents’ Magazine and three mag- 
azines which carry no advertising 
(“Children’s Digest,” “Humpty 
Dumpty,” and “Calling All Girls’), 
said the July 1 ruling would mean 
“a tremendous increase in cost.” 
He declared that “we may have to 
charge more in Canada.” 

Parents’ Institute now trucks its 
magazines to Canada, then enters 
them under a second class privi- 
lege. 


e Publisher James T. Quirk of TV 
Guide denied a report that a mail- 
ing cost increase would cause the 
magazine to pull its nine editions 
—with a circulation totaling about 
166,000—out of Canada. He specu- 
lated that TV Guide’s postage bill 
would zoom “about 250%” in Can- 
ada, but added that “we haven’t 
quite decided what to do.” 


e A Newsweek official said the 
magazine had subscriptions of up 
to five years in Canada and as- 
sailed the U.S.-Canada convention 
as “unfair.” He said that “about 
60% of Newsweek’s foreign circu- 
lation winds up in Canada.” “In ef- 
fect, from now on, U.S. publishers 
will treat Canada like any other 
foreign country,” he said. 


e McCall Corp. said, “Under the 
circumstances, there’s nothing we 
can do.” 


e A Curtis Publishing Co. source 
said the publisher is “more con- 
cerned about the July 1 date than 
the postal increase.” He suggested 
that any Curtis subscription in- 
creases would depend on “what the 
royal commission’s new recom- 
mendations will be.” 

An official at Hearst Magazines 
labeled the situation “pretty se- 
rious,” adding that it could “cost 
us at least $50,000 a year on sub- 
scriptions now running two and 
three years.” He said that Hearst 
had decided, like most, to “wait 
and see” before considering sub- 
scription boosts. 


e Reader’s Digest countered ru- 
mors aS to how damaging the 
July 1 hike Would be to its inter- 
national editions, which are printed 
for Canadians, in Montreal. Paul 
W. Thompson, vp and general man- 
ager of international editions said, 
“We have no knowledge of Cana- 
dian postal rate increases for mag- 
azines produced in Canada and 
have no plans for raising subscrip- 
tion prices in Canada.” 


# Canadian circulations of some 
U.S. magazines, and the percent- 
age each represents of over-all dis- 
tribution, are as follows, according 
to the Audit Bureau of Circulations 
average figures for the last six 
months of 1960: 


Publisher, 
Magazine Circulation % 
Conde-Nast : 
Gi 52,481 4.25 
House & Garden ........ 18,163 2.03 
WRG pesrcsteintatscessosees 31,174 5.91 
Curtis 
en 26,487 2.95 
Ladies’ Home Journal 238,266 3.87 
Saturday Evening Post 223,099 3.67 
Hearst 
Cosmopolitan ............ 53,011 5.28 
Good Housekeeping .. 188,934 3.85 
House Beautiful ........ 12,414 1.26 
Time-Life Int’l 
ne 14,298 4.22 
SD <i dlthsishioctuiinsiniosptiteelae 283,428 4.14 
Time Canada ............ 222,724 99.88 
Sports Illustrated ...... 40,937 4.26 
Triangle 
WP TEE sasncantscmnns 397,728 5.46 
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These six companies found that, 
in the newsweekly field... 


Newsweek 
reaches 

their customers 
and prospects 
most 
efficiently! 
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EBERHARD FABER PEN & 
PENCIL C0., INC. 


A MAJOR STEEL COMPANY 


NATIONAL CLAY PIPE 
MERS., INC. 


U.S. RUBBER CO. 


(MECHANICAL GOODS DIVISION) 


A MAJOR OIL COMPANY 


(INDUSTRIAL LUBRICANTS) 


Each of these companies, in cooperation with 
Newsweek, conducted its own marketing and 
readership study. Each selected its own sample of 
customers and prospects. Coverage of customers 

and prospects by the newsweeklies, and their 
efficiency of coverage, are shown below. The results 
speak for themselves... and there are :.ore to come. 


A MAJOR CRANE CO. NAT'L CLAY PIPE | U. S. RUBBER COMPOSITE 
STEEL CO. "ic | MERS., ING. C0. OF 6 STUDIES 


(MECH. GOODS DIV.) 
696 818 6,628 
respondents respondents respondents respondents 


U.8. News & | 
World Report) 


* based on current one-time black-and-white page rates For details of these studies, contact your local Newsweek Representative, or 
——— Charles L. Kane, Adv. Director, Newsweek, 444 Madison Avenue, N. Y. 22, N. Y. 


at by industry’s own 
measurements...the most 


efficient newsweekly 
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Wine Marketers 
Vie in Three-Way 
Ad Free-for-All 


this area. The move was rounded 
out with an agreement to distribute 
Taylor wines as of April 1. Gallo 
does not regard Mogen David and 
Taylor as competitive. 

The company claims to be “in 
every package store in metropol- 
itan New York,” and hopes to cash 


(Continued from Page 1) 
trated all its efforts on selling | 
Thunderbird wine. A heavy spot tv 
schedule has been used for several | 
months over several Chicago sta-'| 
tions. It is believed that Gallo has 
used only spot tv. | 


s When Gallo moved in, the com- | 
pany set up an exclusive distrib- 
utorship, which sells only Gallo 
products. This is contrary to gen- 
eral practices in Illinois, where | 
distributors usually handle other 
products besides wine. 

Gallo unleashed its heavy ad) 
push before it had adequate dis-| 
tribution in Chicago, but the gam- | 
ble apparently paid off. A wine 
source told AA that Gallo’s cam- 
paign has been “tremendously suc- | 
cessful” and that it has created 
much interest for wine, apparently | 
with many persons who had not | 
been wine drinkers. Thunderbird | 
has been selling for 98¢ or $1 for al 
fifth and now has excellent distri- | 
bution. 

The same source predicted that if | 


former practices are adhered to, | 
Gallo will bring in its other prod-| 
ucts some time in the future. 
s To counter the Gallo invasion, 


|not effective in New Jersey, where 


|tery out of wine buying and sell- 


in on this for its extra lines. The 
Taylor arrangement, however, is 


the line is distributed by Hiram 
Walker. 

While the top dogs battle it out, 
a third force will enter the lists on | 
April 3 when CVA Co., a Schenley | 


| division, launches its “blockbuster” | 
|ad campaign introducing three new 


table wines. Ken Pearson, CVA ad 
director, said the new wines “just 
plain have unlimited potential,” 
and they are being given massive 
advertising support. 

Introduced about six months ago 
with practically no advertising, the 
product found its own market, Mr. 
Pearson said. The wines are: Roma 
Mellow red wine, specifically de- 
signed to go with spaghetti; Roma 
red dinner wine designed to go 
with roast beef, steaks and other 
red meats; and Roma white dinner 
wine designed to go with chicken 
and fish dishes. 


s Advertising for these wines, 
which will retail at 83¢ a quart, 
will claim that they “take the mys- 


ing.” Each bottle carries a distinc- 
tive label illustrating the kind of 
food for use with which it is suited. 

“The food type is now actually 


Your Name Goes Heve 


Your Name Goes Here 


IMAGE ADS—This series of “symbolistic” ads, introduced last year by 
a New York funeral director, is now being syndicated nationally. 


Packager Offers 
‘Symbolistic’ Ads 
for Funeral Industry 


. 
Harris Agency 
ye uneral industry (Is Tabbed for 

of “image-building” ads which| ™ . 
have prov ful f N M A t 
York funeral director is now being “@2GMLL AXCCOUN 


syndicated nationally. . 
A year ago, Frank E. Camp-|.. .. (Continued from Pagel) 
bell, of the Funeral Church Inc., | licity. Hank Meyer, publicity di- 
launched a “symbolistic” series |Tector of Miami Beach, disquali- 
picturing the sun as a four-pointed fied himself and did not sit in on 
star shimmering above leaves or | ‘the selection. 
Coy ne tn en ans i |&, Participating ax observer-ad 
“evoke an image of the funeral di- | Viewrs sppeinted by We Minmi- 
rector’s reputation—his good taste, | Dade County chamber of commerce 


| en; and Miller Bacon, Avrutis & 


|were James LeGate, promotion 


male . ethical ideals, high business stand- 
Petri, which has an estimated 70% | on Che Maes, ans Ste S Where ow 


: : ere |in the business,’”’ Mr. Pearson said. 
vledistely cut, the prices of its| He added that CVA’s research in- 
products. Petri reduced the prices| ‘dicated that roughly 50% of wine 
of its biggest selling lines of Italian | S@les in wine and package stores 
Swiss Colony products from 93¢ to resulted from impulse buying. The 
85¢ a fifth, and slashed the price of | @bels would be a great aid in su- 
Silver Satin wine from $1 a fifth Permarkets, it was indicated. No 
to 79¢. supermarket sales are permitted in 

While the price cutting probably | New York, but they are permitted 
was popular with wine drinkers, |!" 28 other states. ; : 
Petri apparently made few or no| CVA’s campaign will break in 
new friends among retailers, who| the New York Daily News on Mon- 
reportedly are paying the same day, April 3 with a 600-line ad for 
prices for the products but are re- | the Mellow red. A similar ad will 
ceiving smaller profits. | run Tuesday for the red dinner 

Gallo’s saturation spot tv sched- | Wine, and Wednesday for the white. 
ule in New York emphasizes (1) a; A page ad Thursday will feature 
“Don’t compromise with quality” | all three. The headline will be: 
theme, (2) the number of grapes | “Attention all eaters.” 
in 1 gal. of wine, (3) California’ 
erigin of the product, and (4) the|# The campaign will be supported 
flavor-guard bottle which protects| by a saturation program of 30- 
the wine from harmful light. sheet outdoor ads in Manhattan 

Handled by Batten, Barton, Dur-|and the Bronx featuring all three 
stine & Osborn, San Francisco, Gal- | types together. The whole cam- 
lo had always maintained a con-|paign will continue systemically 
sistent ad schedule, basically in| for the rest of the year. 
spot tv. It also occasionally used! The rest of the Roma brands— 
radio, with some newspapers. | dessert wines, sherries and ports— 

|will be advertised with the com- 
s Second phase of the United on-|pany’s heaviest backing ever. 


ards.” The ads have been running 
ever since in New York newspa- 
pers, buses and local magazines. 
The series is now being offered 
by Chapel Management & Sales 
Corp. to funeral directors across 


in each city. An advertising kit in- 
cludes art for bus or surface trans- 


the country, on an exclusive basis | ; : 
j}advisory committee. 


|director of the Miami News; Les 
| Barnhill, national advertising man- 
‘ager of the Miami Herald; Ed 
|Keys, Miami-Dade County cham- 


|ber of commerce; and Charles 


Goldberg, chairman of the Miami 
Beach publicity and advertising 
While the 


Miami metropol- 


portation cards, outdoor posters |itan board of commissioners still 


literature, etc.; six 8x10” glossy 
prints of each star picture for 
newspaper ads; and four newspa- 
per mats. 


The corporation was formed ear- | 


|choice to the committee. 


lier this year as a funeral manage- 
ment consultant service. 


@ The original ads were conceived | commissioner during any of this. 
by Rockmore Co., which handled| here are definitely no political | 


the campaign until recently, when 
Campbell moved its account to 
Moss Associates. Despite the agen- 


must take a formal vote on the 
recommendation April 4, the choice 


|of Harris is considered a closed P : 
|matter, because it was this board |court Sept. 16, which resulted in 


which assigned responsibility of 


| According to Mr. Goldberg, “We 
| weren’t approached by one county | 


| implications,” he said. 
“Lew Price and I,” Mr. Welch 
|explained, “as voting members are 


cy switch, the advertising has con- | in positive agreement that Harris 


tinued unchanged. + 


Goodrich Names McCormick 
Tire A.M.; Boosts Shailer 
Harold J. McCormick, formerly 
vp and manager of the Frigidaire 
appliance account with Dancer- 


been named 


slaught was a drastic price cutting. | Starting April 10, Roma di Califor- | Fit™8erald-Sample, New York. has | 
As of March 1, the Italian Swiss| nia red and white table wine will | a , ‘ 


& Co. offered the most effective, 
{most productive, most economical 
/approach to our problem. Harris, 
in fact, offered a program we could 
|/put to work next week,” Mr. 
Welch said. 


|# Another important factor, Mr. 
Price said, was the suggestion by 
the Harris agency for a color bro- 


Colony division returned to the 
“natural selling price” level aban- 
doned about November, 1956. The 
division reduced all nine categories 
in the dessert or sweet wine list to 
97¢ a quart in the New York mar- 
ket. This category makes up about 
75% of volume of all wine sales. 
The wines affected are port, sher- 
ry, pale dry, cream sherry, white 
port, muscatel, tawny port, tokay 
and half and half. 

An Italian Swiss Colony spokes- 
man described the cuts as “sub- 
stantial.” Quarts are down from 


$1.07 to 97¢. Pints are down from | 


53¢ to 48¢; half gallons from $2.04 
to $1.84; and gallons from $3.88 to 
$3.45. 

The cuts will take effect April 1 
in New Jersey, but the price struc- 
ture will be different, because 
there is no sales tax. Prices will be 
“round figures,” such as $1, $1.85 
and $3.50. The net result is that the 
Italian Swiss line is now directly 
competitive with Gallo. 


be featured in 600-line ads in the} 
Italian newspaper I Progresso. The | 
schedule calls for a couple a month. | 
In addition, 30 and 60-second spots | 
in the Italian language will run on | 
radio stations WADO (April 17) | 
and WHOM (April 24). A total of | 
|about 25 spots a week are called | 
for. 

Further radio spots aimed at the | 
Negro market will be placed on 
stations WWRL (beginning April | 


manager of ad- 
vertising and 
promotion of 
B. F. Goodrich 
Tire Co., Akron. 
He succeeds 
Glenn Martin, 
who has joined 
Kelly - Spring- 
field Tire Co., 
Cumberland, 
Md. 
Lawrence L. 


chure. “The artwork was excel- 


pressed that this much more elab- 


In his memorandum to the Mi- 
wrote: “We feel that we cannot 
let it go without mention to say 
that this entire program of pres- 


Greater Miami can be proud of 


(17) and WNJR (April 24). The | shailer ster othe Harold J. McCormick’ | the fact that it is the headquar- 


schedule calls for 30 and 60-second 

| spots, making a total of 36 a week. 
| This will be the first time that | 
|Roma di California will be adver- 
|tised as an entire brand and not 
\item by item. Doyle Dane Bern- 
bach Inc. is the agency. + 


“As official judges, Lew Price 
‘Kastor, Hilton Boosts King isales development manager for a 


Richard King, who has worked 


|}in casting and production in the | 


|radio-tv department of Kastor, 
| Hilton, Chesley, Clifford & Ather- 


ters for so many big league ad- 
promoted to manager of trade ad-| vertising agencies. 


vertising and sales promotion of | “Following the presentations, the 
'B. F. Goodrich Chemical Co.,| on i ; 


>| advisor roup met and selected 
| Cleveland, succeeding George A.| so A 


|Mentzer, who has been advanced | best presentations.” The other two 


jto a managerial post in the B. F.| agencies were Bishopric/Green/ 
Goodrich corporate ad group in| Fielden and Tally-Embry. 
|Akron. Mr. Shailer formerly was 


and I then selected Harris & Co. 


as having proposed the most re- 


le » lalistic and effective program for 
Evening Sentinel’ Names Rep | the Greater Miami area, and we, 


The Evening Sentinel, Carlisle,| therefore, recommend this selec- 


| textile chemicals. 


lent,” he said, “and we were im- | 


orate piece than we’ve used in the | 
§ past will cost us less to-produce.” | 


ami-Metro Commission, Mr. Welch | 


entations was a_ revelation, and | 


-| three agencies as having made the | 


| ton, New York, has been appointed | Pa., has become the 34th member | tion to the board.” 


® Gallo has countered by consoli-| director of that department. He | of the Penn group of papers repre- | 
dating its distribution alignment.| replaces Jules Bundgus, who re- | sented by Bottinelli-Kimball Inc. 
A month ago, its distributing sub-| signed as vp and director of radio- | The paper formerly was represent- 
sidiary, Specialty Wines, began| tv. Mr. Bundgus has not announced |ed by Howland & Howland, New 
handling Mogen David wines in| his future plans yet. | York. 


Of the 85 agencies in the area 
those screened and qualified to 
compete were McCann-Marschalk; 
Grant Advertising; Agey Adver- 
tising; William M. Spire; Tally- 
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Embry; Harrison Co.; Keyes, Mad- 
den & Jones; E. J. Scheaffer & 
Associates; Bishopric/Green /Field- 


Simons. 


Miami and the metropolitan 


|board have contributed $100,000 


each to the budget. Miami Beach 
is expected to add around $50,000 
to the kitty. 


® A similar choice of advertising 
| agencies for the Florida State tour- 
j}ism and industrial accounts was 
;announced last week, but a dif- 
| ferent approach was adopted. The 
|Florida Development Commission 
|simply chose Louis Benito & As- 
sociates, Tampa, to handle tourism, 
and Alfred L. Lino & Associates, 
|St. Petersburg, to handle indus- 
\trial, without request for competi- 
|tive presentations. 

Losing the business were two 
other Florida agencies, George E. 
Evans, of Fort Lauderdale, and 
Henry Quednau, of Tampa and 
Miami. Seven Florida agencies 
sought the state business. No de- 
cision was announced on plans 
for an agricultural ad program. 

Doherty, Clifford, Steers & 
Shenfield, New York, was hired by 
the state development commission 
in February to handle a _ public 
relations program. A connection 
|with Hal Leyshon & Associates, 
New York, which had handled the 
program for several years, had 
been terminated in January. 


s Erwin Harris, president of the 
|Harris agency, attracted interna- 
|tional attention last summer and 
fall with his “little man” fight in 
|the courts to recover from the 
| Cuban government the $285,000 
|the agency reported it had spent 
|to advertise Cuban tourist attrac- 
|tions before canceling the cam- 
|paign in February, 1960 (AA, 
|July 11, Oct. 3, 60). 

| When a suit and appeals via 
|newspaper ads were unproduc- 
tive, Harris obtained a writ of at- 


|tachment in New York supreme 


| seizure of a Cubana Airlines plane. 
| The writ was vacated shortly 
|thereafter by a federal court, but 
|the airline continues in receiver- 
|ship. The:action also brought on a 
$3,000,000 countersuit by Cubana, 
later thrown out by the court. 

_ Mr. Harris suffered another set- 
|back in July when a Florida cir- 
|cuit court judge ruled that foreign 
governments have “sovereign im- 
|/munity” and threw out the Harris 
|suit. This decision was reversed 
unanimously by an appellate court 
|March 3, which held that a gov- 
|ernment cannot exercise sovereign 
immunity in commercial activities, 
‘and ordered the lower court to 
\try the case. 

| Cuba appealed this decision, but 
|the motion was denied by the ap- 
|pellate court March 27. Mr. Harris 
told ADVERTISING AGE the agency is 
now proceeding for final summary 
judgment and liquidation of at- 
\tached Cuban assets, valued at 
$700,000, to satisfy its claim. + 


Atkinson Leaves Ruppert: 
‘Vernon Named to A.M. Post 


Maurice Atkinson, advertising 
manager of the Jacob Ruppert 
| Brewery, New York, since October, 
1958, left the post March 31. Mr. 
Atkinson, who moved to Ruppert 
from Pabst Brewing, where he was 
merchandising manager, did not 
take a salary cut last month, when 
the rest of the management agreed 
to slices amounting to at least 10%. 
| Ruppert, whose 1960 losses 
amounted to about $2,500,000, 
hoped to edge back into the black 
by the second quarter of ’61 by 
various economy measures. It said 
Mr. Atkinson would be succeeded 
by George Ruppert Vernon, vp and 
son of the board chairman, Murray 
Vernon. George Vernon’s respon- 
sibilities previously have been on 
the production side. Mr. Atkinson 
said he will announce his plans 
shortly. 
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THE LADIES' HOME JOURNAL J 


announces a new rate base, effective with 
the October 1961 issue. What we promise for 
October, we have already delivered in March* 


1960 was the Journal's 20th straight year in first place among all women's magazines, and the 15th straight year of newsstand leadership. 
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Day Tells of 
Biggest Postal 
Rate Hike Ever 


Little Chance for Bill, 
Congressman Says; Hits. 
‘Subsidizing’ of Business 


WASHINGTON, March 30—Post- 
master General J. Edward Day 
told the Senate todav that the ad- 
ministration hopes to get $423,- 
000,000 of extra postal revenue 
from first class mail and airmail, 
and another $318,000,000 from 
publishers and direct mail adver- 
tisers. The plan involves the big- 
gest postal rate hike in history. 

In a letter to Sen. J. Willis 
Robertson (D., Va.), the Postmas- 
ter General said the administra- 
tion will submit a plan to elim- 
inate an $831,000,000 deficiency 
representing the loss on operating 
the Post Office, after a $63,000,000 
adjustment to represent the value 
of services which’ it gives away 
as a public service. 

The Postmaster General was 
replying to questions raised by 
Sen. Robertson when departmental 
officials appeared before the Sen- 
ate appropriations committee early 
this month (AA, March 27). The 
Postmaster General said he hoped 
to be able to provide specific facts 
from the President’s submission to 
Congress, but he didn’t want to let 
more time go by. 


s He noted that the administration 
is working within the over-all fis- 
cal plan developed in the budget 
sent to Congress by the preceding 
administration. “The Post Office 
Department previously prepared a 
schedule of rate revisions to pro- 
vide the necessary additional postal 
revenues,” the Postmaster General 
wrote. “The present administra- 
tion of the Post Office Depart- 
ment, because of the general situ- 
ation described, proposes the same 
schedule of rate revisions.” 
Starting with an $831,000,000 de- 
ficiency, after public service al- 
lowance, the Postmaster General 
proposes to raise $90,000,000 
through increases in parcel post 
rates, charges for special services, 
and higher international rates. 
None of. these changes require 
congressional approval. By a l¢ 
increase, he expects to get an 


additional $423,000,000 from first 


class mail and airmail. 
Publisher’s second class and third 


class are to be adjusted to bring | 
an additional $318,000,000. In 1960, | 


these two categories produced a 
total of $514,400,000 in revenue 
for the department. 


8 Operating costs assigned to pub- 
lisher’s second class and to third 
class by the department last year 
exceeded revenue by $508,000,000. 
In the same allocation of operat- 
ing cost, the department estimated 
that first class mail “lost”? $4,000,- 
000, while airmail “made” an $11,- 
000,000 “profit.” 

Meanwhile, the House passed 
the Post Office Department’s 1962 
operating budget this week after 
some torrid debating over the 
quality of post office mechaniza- 
tion, and the responsibility for the 
big deficit. 


The appropriations subcommit- | 


tee handling the department’s 
budget said the Summerfield ad- 
ministration equipment program 
produced nothing modern except 
buildings. It said the highly pub- 
licized “turnkey” 
Providence, R.I., “was merely a 
collection of machines of European 
design—nothing really new.” 


« The flareup over deficits came 
because the appropriations com- 
mittee knocked out any allowance 


post office at | 


for “public service” rendered by 
the Post Office. Rep. J. Vaughn 
Gary (D., Va.), the subcommittee 
chairman, argued, “It is all public 
service, or the government has no 
business doing it.” 

Rep. Robert Corbett (R., Pa.), 
ranking minority member of the 
House post office committee, said 
the $63,000,000 public service al- 
lowance sought by the adminis- 
tration was far less than should 
be allowed. He hinted that the 
|post office committee might not 
|take up a rate bill this year any- 
way. 


# Arguing that mailers were be- 
ing forced te pick up the tab for 
subsidies which Congress passes 
out to favored groups, Rep. Cor- 
bett declared, “I for one don’t be- 
lieve the Congress of the U.S. will 
permit a balancing of a postal 
budget which requires commercial 
mail users to pick up the losses on 
many of these free and low cost 
services enumerated by law.” + 


Liberty Mutual 
Breaks $1,100,000 
Push in Two Media 


Boston, March 28—Liberty Mu- 
tual Insurance Co. is breaking its 
“biggest, most ambitious and 
broadest” advertising campaign to 
date this spring by pointing up the 
consequences of negligent driving 
—and assuring policyholders that 
|the company “helps pick up and 
| Pay for the pieces.” ; 
Liberty is increasing its maga- 


zine lineup of last year from two 


to six, with heavy b&w page 


LIBERTY MUTUAL 


the compeny that stands by you 


Stauffer Consults 
With Agencies on 
Ad Race Re-Entry 


Los ANGELES, March 31—Stauf- 
fer Laboratories, whose national 


ducing system fell from a high 
point of close to $2,000,000 in 1959 
to almost zero last year when its 
advertising claims were challenged 
by the FTC, is currently tooling up 
for re-entry into the national ad- 
vertising race. 

Stauffer’s ad rejuvenation got a 
shot in the arm Thursday when a 
medical expert for FTC testified 
favorably on the “energy consum- 
ing” factors of the “Stauffer unit 
|in the course of a hearing in Min- 
‘neapolis. It is the “energy consum- 
|ing” claim which FTC has been 
iquestioning (AA, April 18, ’60, et 
|seq.). 
| Frederick H. Davis, vp of Stauf- 
|fer Labs, told ADVERTISING AGE it is 
|his “guess” that the company will 
hold off on any substantial ad ex- 
| penditures until the FTC action is 
‘resolved. This will probably be 
|some time this spring, he indicated. 


|@ Meanwhile, Stauffer is moving 
ahead on the choice of an agency, 
and Bernard H. Stauffer, president 
of the company, told AA today that 
he is: 


e “Consulting” with several large 
agencies here in advance of “grad- 
ually rebuilding” the ad budget for 
the Stauffer Home Plan to its for- 
mer level. (Tentative plans call for 
a campaign to break in national 
media “about June or July.’’) 


e Completing a revamp of the 
icompany’s sales organization, 
switching from a former distribu- 


=» tor operation to direct franchised 


Yogt 


hadeit- gail mail of lowe — 


“IF ONLY’—T? is is one in a series of 
b&w ads Liberty Mutual Insurance 
Co. is running in six magazines. 


|schedules set to run “through 
this year” in National Geographic, 
Sports Illustrated, Sunset Maga- 
| zine, Time and regional editions of 
Reader’s Digest and The Saturday 
Evening Post. 

Although the lion’s share of 
Liberty’s $1,100,000 ad budget this 
year will go into the car accident 
ads, the company has set aside a 
hefty figure for its workman’s 
compensation promotion. Inser- 
tions will appear in Business 
Week, Connecticut Industry, Con- 
troller, Engineering News-Record, 
Fortune, Management Methods, 
National Insurance Buyer, News- 
week, Oil & Gas Journal, United 
States Investor, U.S. News & 
World Report and the Wall Street 
Journal. Liberty has scheduled 30 
| half-page insertions in the Journal. 


s Copy for the safety campaign 
is keyed to an “if only” theme, 
with the headline speculating: “If 


only he hadn’t passed on the right” | 


or “If only he hadn’t cut out of 
line,” and a photograph showing 


say the company is thinking about 
promoting the theme—changed to 
“don’t be an ‘if only’ driver’— 
with buttons, stickers and perhaps 


“a deal with a major oil company.” | 


Batten, Barton, Durstine & Os- 
|born is the agency. + 


a crumpled car. Liberty officials | 


dealerships. 


@ On the agency search, Mr. Stauf- | 


\fer said he is seeking a shop with 
West Coast service facilities and 
with “an aptitude for our product.” 
He said he has already invited in 
“four or five’ agencies for discus- 
sions and that he is not open for 


presentations from uninvited shops.| of B.P. advertising was concen- | 


The Stauffer company, which 
rang up gross retail sales of some 
$40,000,000 in 1959. has had fairly 
lean pickings since. 

In the fall of 1959, following a 
sharp decline in sales and an ac- 


- companying drop in ad appropria- 


tions, Foote, Cone & Belding re- 


advertising budget for its home re- | 


Times Magazine. Mervin & Jesse 


Advertising Age, April 3, 1961 


GO TOGETHERS—Mannequin shoes and American Airlines will tie in 
with this color spread in Glamour, Seventeen and the New York 


Levine, Mannequin’s agency, de- 


veloped the campaign. 


British marketing subsidiary will 
shortly concentrate all advertising 
of Shell automotive products in 
one agency—Mather & Crowther 
(AA, March 27). 

This will pave the way for a 
coordinated campaign promoting 
lubricating oils, gasoline, anti- 
freeze and other Shell automotive 


products. 
At present, Shell automotive 
products are split—with other 


Shell business—between Mather & 
Crowther and Colman, Prentis 
& Varley. But it is understood 
arrangements are in hand to pull 
some $700,000 worth of this busi- 
ness out of the Colman shop and 
integrate it with Shell automotive 
advertising now with Mather & 
Crowther. 

This will bring Shell advertising 
in Britain closer into line with the 
| policy adopted some ‘years ago by 

B.P. (British Petroleum), the 
| other “half” of the British mar- 
| keting company, Shell Mex & B.P. 
| Ltd. In that case, the major part 


|trated with S. H. Benson Ltd. 


s No official—or unofficial—an- 
nouncement has yet been made, 
and Shell advertising chiefs are 
meeting all questions at present 
with “no comment—at this stage.” 

But it is understood that among 


British Shell to Concentrate Automotive 
Product Advertising at Mather & Crowther 


Lonpon. March 30—Shell’s| agreement with its British agen- 


cies on the lines of that hammered 
out by Shell and Ogilvy, Benson 
& Mather in the U.S. 

Spokesmen for the agencies 
handling Shell product advertising 
and B.P. product advertising said 
today that no such arrangement 
had even been discussed. 


® There appeared to be no con- 
nection between the recent ap- 
pointment of OBM to handle Shell 
advertising in the U.S. and the 
moves now afoot in London. 

| One sidelight of the moves, 
| however, is that the Ogilvy broth- 
ers now ride high on Shell on both 
sides of the Atlantic. Francis 
Ogilvy, elder brother of David 
| Ogilvy, is managing director of 
|Mather & Crowther, which still 
|retains a minority interest in 
|OBM. # 


Alcoholic Beverage 
Ads in Magazines 


New York, March 28—Alcoholic 
|beverage advertising was down 
|fractionally in three of the top 10 
magazines last year, according to a 
|survey just released by The New 
| Yorker. 
| Life, The New Yorker and Time 


igre in 1960 


signed the account as “inactive.” | the product accounts which will|Shared the loss. All the others 


|N. W. Ayer subsequently indicated 


| be switched from Colman to Math- 


gained, with the largest increase 


/a more than passing interest in the | er are: Shell anti-freeze, Shell oil, | (49 pages, or 33.56%) chalked up 
business, but broke off with the| she} lubricating service, and Shell | by U.S. News & World Report. 


jadvertiser following a disagree- 
|ment over Stauffer’s ad timetable. 


. “Ayer and we more or less 


fer told AA, “but when it turned 
out that we weren’t planning any 


1960, we agreed to disagree.” + 


‘Chicago Trib’ Issues 
Buying Data Study 


Cuicaco, March 30—“Market 
Power: Chicago,” a report on 5,- 
666 adult interviews in 2,956 city 
}and suburban households, 
been published by the Chicago 
Tribune. Although the 56-page 
|book deals chiefly with the com- 
| petitive standing of Chicago dailies, 
|it also contains a tabulation of 
{household responses to the ques- 
tion, “Did anyone in this household 
| buy any of the following [39] items 
|during the past year?” 

This marketing information is 
|broken down by annual income, 


location, tenure and size of the the total billing of all but a few of | Holiday 


households and by occupation, edu- 
cation, age, race and nativity of 
household heads. # 


Bill Cadge Joins NC&K 


agreed on one another,” Mr. Stauf- | 


has 


| Two-Stroke gasolines (these are 
|designed for motorized scooters 
/and bicycles). 

This would leave Colman with 
| Shell & B.P. farm service, Shell & 


|B.P. Prestige, and Shell & BP. 


advertising until the last half of | @viation service. 


| The switched accounts would be 
| joining these Shell products at 
| Mather: Derve heavy duty fuel, 
Shell gasoline, Shell aviation tur- 
bine fuel, industrial and marine 
oils, and Shellspark & Diesolite. 
This new move will not affect 
any of the Shell international ad- 
vertising handled by Colman, it is 
understood. 


® International advertising for 
Shell—Britain’s largest industrial 
| corporation and, on a sales basis, 
fourth largest in the world (behind 
|General Motors, Standard Oil of 
New Jersey, and Ford)—has done 
|much to fuel the growth of Col- 
|man overseas. The agency has 14 
| overseas offices and foreign bill- 
lings of $25,200,000, greater than 


the biggest agencies in Britain. 
Rumors that something was 


afoot in the Shell advertising de- | 


partment have been common cur- 


j}rency in London advertising cir- | 


Life showed the biggest decline 
—74 pages, or 20.27%, down from 
365 pages in 1959 to 291 last year. 
The New Yorker dropped 60 pages 
(7.19%), down from 834 in 1959 to 
774 last year. Time dropped 27 
pages (9.47%) to 258 pages last 
year. 

“All general magazines” dropped 
a mere 16 pages from the 4,394 in 
1959. A total of 3,420 (three more 
than in 1959) was for liquor ad- 
vertising exclusive of wine and 
beer. 


® Following is the page count for 
liquor ads in the top 10 magazines: 


William Cadge, formerly an ert! cles in recent weeks. Some of them | Total All General 


Norman, Craig & Kummel, New 
| York, as senior art director. 


director with McCall’s, has joined | have been highly imaginative. The | 


hottest tip was that Shell was 
| planning to enter into a fee-basis 


Changes 
1960 1959 Pages % 
The New 
ee 774 834 —60 — 7.19 
Sports 
illustrated* .... 323 308 +15 + 4.87 
SIR vsssctihiiestenns 291 365 —74 —20.27 
Newsweek* ...... 269 257 +12 + 4.67 
eee 258 285 —27 — 9.47 
| Gourmet ....ccc.+::- 254 249 + 5 + 2.01 
Gab. airesien 241 240+ 1+ 42 
acini 233. 223 +10 + 4.48 
IN ccctiscecocnstee 226 203 +23 +11.33 
U.S. News & 
World Report 195 146 +49 +33.56 
Total Pages 
for Top 10 ....3,064 3,110 — —_— 
Magazines ....4,378 4,394 —16 — .36 


*Total represents national advertising plus 
| sectional at reduced decimal equivalent. 


les i iit Aiport ee aor io a ’ : “ re 7 ee “3 = ‘ = : ee: : ve am oF en rat - : = + ; br ee = = : ere inher 
koe 
f ‘et : 
; fe 1 Paes te 
ais ty i 
ree: <  umemaal ee 
i 2 12 ee x 
te ; | "a 
ae 
seene | \ aN 
cat oa aD - os Sm . eS oe SS = 
pe nae ; ok ya OS eet a ed » ‘ ir 
a oo 3 tf P ; ee. 7 daei- ; % - ' oo ~ 2 
oie eae : Fe Nee 2 tH . ae 
a eS ene}! x 3 | mn 
Sas oe oa 7 ae a ' ie ie <} ee ised 
é * } ee . ; e one 
ae 3 Pe WY | ~ \ | Si , \\\ | y 
Cae oe = \ a > Ve sis 
oie ; . > ‘ i 
“fester q NU, Ac b ’ oe 
a. ae , a Ae mi a 
See ed ‘ ’ ' Ls 2 . — * jo ¥ bia 
ae eat, ates 4 =n * : sas 
2. o i y sh 2 2 ee : 
pt : “ OT, A ea 7 eee 
aoe pies ““T ee *\ STsemesrwir oreo aloes as 
ee ues ? | \ . 
sauces 7 cae: MANNEQUIN. 
a es ee 
: o NR TN nn nnn nn nn nanan nnn nnn 
peer ee tos Hs 
“_ ae . 
a 
ete . ‘ — . 
hihi er apra shal ; ae 
: 7 : = * ; af 
a ie =. .  _sS 3 
rn Sea "; “ar - : 
, 8 ie ! 
mm i i " 7 ne a 5 
io S&S 
: ieee. Tae ~ 
, ‘ a (Fame i . 
ok 5 cw; The ee 
cts 7 ; 5 
SS eet 
i ote my icine Qing tei 
f =~ sas sapitsiptadiirds tuapeeh poate, “guuiianiaparparcateea ventas eetedione oon 
a - SSS So 
SAE on Ses c. 
ge eas = Levy Restnterepees Samer Cedi — daha tr came bat cde amen tees =9 Cae 


~~ 


_-. 2 2 2 ee ee 


4 


THE NEW 707+AST ROU 


Now offered in regular transcontinental passenger service, American 
Airlines’ new 707 Astrojet brings you a new standard of jet perform- 
ance by the airline that’s first choice of experienced travelers. 


Powered by revolutionary new Jet-Fan engines, the 707 Astrojet 
greatly outperforms all other airliners. It takes off more quickly, 
uses far less runway than the best of standard jets. Aboard it, you 


* 


JET AGE: STAGE IT 


experience a wonderful feeling of confidence as the Astrojet climbs 
swiftly to cruise easily, smoothly, within the transonic range— 
faster than any other jetliner in the world. 


In keeping with its 25-year tradition of leadership, American is 
proud to be first in bringing you this new dimension in jets—this 
historic new era in air travel. 


AMERICAN AIRLINES 


*Service mark of American Airlines, Inc. 


America’s Leading Airline 
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And the audience trend this season is to ABC-TV. 


How did the industry fare, audience-wise, this season as against 
last year? How did the individual nets make out? 

Compare the figures in the current National Nielsen TV Feb. I 
Repert* with the similar Nielsen period a year ago—and you. 
have the answer to both questions. 

Total U.S. television homes are up 1,700,000 — a gain of 4%. But 
only ABC tops this: gain with a healthy 9% boost of its own. The 
other two nets are behind the industry gain. 

In average audience, as the chart charts it, ABC is the only net 
to show a gain. The other two nets are off. 

Trend? What else? 


HOMES AVERAGE 
DELIVERED | AUDIENCE 
(% GAIN OR LOSS | (% GAIN OR LOSS 

OVER 1960) OVER 1960) 


ABC-TV 


+9% 


+5% 


NET Y 


+2% 


-1% 


NET Z 


+3% 


-1% 


ABC Television Network 


*Source: Nielsen National TV Report, 2weeks ending February 19, 1961vs. similar period 


1960 Average Audi 


2 6-11 PM M 


through Sunday. All sponsored programs. 
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The Editorial Viewpoint... 


Advertising and Reserves 


It is interesting that last week ADVERTISING AGE reported a plan of 
the Assn. of Industrial Advertisers to revive a proposal to make re- 
serves for advertising possible under the U. S. tax laws. 

Under this plan—or at least under the plan which was originally 
suggested by Alpheus Beane, then a partner in Merrill Lynch, Pierce, 
Fenner & Beane, to the Assn. of National Advertisers in 1947—com- 
panies would be permitted to set aside reserves for advertising and 
get tax credits for the money thus set aside, even though all of it 
might not actually be spent on advertising in the year in which the 
reserve was set up. 

It is interesting, also, that last week Morris Goldman, of the ac- 
counting firm of J. K. Lasser & Co., which has long specialized in 
publishing accounting, told the National Business Publications meet- 
ing, in reporting on the outlook for business publishers, that adver- 
tising still seems to lag about six months behind the general economy 
in its reactions. That is, the ups and downs of advertising volume 
seem to follow, by about six months, the ups and downs in the gen- 
eral business picture. - 

What this means, of course, is that in a sense advertising invest- 
ments tend to accentuate the swings of the business cycle, and to fol- 
low them, rather than to lead in their correction. If advertising ex- 
penditures lag six months or more behind the general economy, this 
factor tends to prolong business downturns at precisely the time 
when it should be working to end such downturns. Instead of taking a 
leading role in keeping the economy on an even keel, advertising is 
following along behind the ups and downs of the business cycle. 

This is precisely the condition that reserves for advertising are de- 
signed to correct, by providing tax deductions for advertising dollars 
beyond the immediate need which are put aside in good times, so that 
they can be available for expenditure when times are not so good. 

If advertising is the economic accelerator which all of us profess to 
believe it is, then counter-cyclical advertising expenditures will help 
mightily to keep the economy on an even keel. And the recognition by 
the U. S. Treasury of the principle of reserves for advertising will 
serve to put the system to work. 

There are a great many problems to be solved, and some disad- 
vantages to setting up such reserves. But in any case the idea of ad- 
vertising reserves ought to be fully and adequately explored. 

We are pleased, therefore, to see the AIA move in this direction, 
and we hope other associations, organizations and individuals will co- 
operate to discuss the idea thoroughly, and will not take rigid posi- 
tions opposing advertising reserves without complete current explor- 
* ‘tion of all the advantages and disadvantages. 


Those Television Ratings 


A report developed by three members of the American Statistical 
Assn. for the House committee on interstate and foreign commerce 
has indicated that the radio-television rating services are statistically 
sound, but that perhaps advertisers and broadcasters are not making 
the best possible use of them. 


This will, of course, surprise no one in advertising or broadcasting, 


no matter how surprising it may be to some congressmen. 

It is rather strange how much argument and discussion there has 
been in Congress about the statistical validity of the sampling oper- 
ations upon which all rating services—and all opinion polls—are 
based. The idea that a small sample can measure with reasonable 
accuracy the opinions or the actions of a large group of people seems 
completely unacceptable to many people, and especially to many con- 
gressmen. Yet “feeling the pulse” of the people, or “getting a cross- 
section of opinion” is a form of sampling which has been common 
since the mind of man runneth not to the contrary. The only differ- 
ence is that the sampling and the questioning now are—thanks in 
large part to experts in the Bureau of the Census—much more reli- 
able statistically than they once were. 

The basic radio-tv problem, of course, is that congressmen and nu- 
merous others simply refuse to believe—or remember—that radio and 
television are the acme of mass media, so to speak, and that the tastes 
and desires and stated beliefs of this or that minority group have lit- 
tle relation to reality. 

They also refuse to believe that advertisers and agencies, in par- 
ticular, are not engaged in a deep-dyed, deliberate plot to downgrade 
the listening and viewing habits of the American people. We keep 
telling them that if there are more westerns on the air than warblers 
of operatic arias, and more ghastly trash than Greek tragedies, it is 
not because advertisers have any inherent interest in one or the oth- 
er, but only because the public watches or listens to one in prefer- 
ence to the other, and the advertisers are interested in reaching the 
largest possible segment of people. 

This seems simple enough, and it is simple enough. But if the rating 
services show this, then a substantial number of congressmen, plus 
substantial numbers of other people, refuse to believe that such serv- 
ices can be either honest or reliable. Perhaps this latest report will 
help, but we’ll be surprised if it stops the attacks on the reliability of 
rating services. 


Gladys the beautiful receptionist 


D. M. Rosenthal, Packaging Corp. of America, Chicago. 
“I think that Coldene ad would have more realism if it ended— 
‘Get up yourself, you’re not crippled.’ ” 


What They're Saying... 


No Thinking Man‘s Market 

Are you puzzled by modern eco- 
nomics? Does the stock market baf- 
fle you? If so, you probably belong 
to the older generation which, even 
when emerging from the caves, had 


simple (and we use the word ad- 
visedly) rules. First off, don’t let 
anyone confuse you with statistics 
—or logic. Both are obsolete. Eco- 
nomics is one field where the less 
you know the better. A little 
trouble adjusting to new conditions | Knowledge is dangerous, as the 
and new “frontiers.” A fellow-|Poet said, but a lot of knowledge 
wanderef recently posed this ques- |™ay be downright disastrous. Just 
tion: “How come the stock market | Play it by ear. This is not a think- 
goes up when business is bad, | ing man’s market. 

earnings are declining and divi-|  ["fhe'vailey National Bank, Phoenix. 
dends are being cut?’ This is the 

kind of reactionary, unimaginative 
thinking that retards progress, 
bursts bubbles and sometimes even 
restores sanity. 

However, if you are beset by | 
similar doubts, maybe we can help | 
explain this paradox. You, too, can 
get into orbit by following a few 


Ah Progress! 

“Boy, they’re really piling it on 
us,” says a father of nine. “The 
next question we’re hit with will 
be, ‘Pa, can I have a buck to watch 
pay television’?” 


—From an editorial in the Spring- 
field, Mass., Union. 
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Rough Proofs 


A Post writer, reviewing Minne- 
sota’s past, present and future, was 
guilty of a glaring omission—its 
1961 entries in the big leagues of 
baseball and football. 


The same author closed his piece 
about Minnesota with a reference 
to the land of sky-blue waters, in- 
dicating once more how advertisers 
contribute to the enrichment of 
song and story. 


| Midwestern readers of a news- 
| paper air transport ad understood 
| perfectly what was meant by the 
| apparently impossible proposal in 
|the headline, “Fly Northwest to 
| Florida.” 


The FTC, in moving against 
makers of Anacin, Bufferin and 
two brands of aspirin, has given 
these successful pain relievers 
their own private headaches. 


Automobile manufacturers have 
finally got the word. They are let- 
ting the customers know they can 
climb in and out of the new cars 
without knocking their hats off. 


The NAB’s proposed toy tv ad- 
vertising code would avoid sug- 
gesting that if a child has a toy, he 
“betters his peers,” or, lacking it, 
invites their contempt or ridicule. 

The status seekers are starting 
early. 


The life of an advertiser is get- 
ting more and more complicated. 
Liggett & Myers dropped “The Un- 
touchables” because the longshore- 
men’s union threatened to quit 
handling the products if it re- 
mained a sponsor. 


A radio station group says it is 
“the media that reaches and sells” 
the consumers in its market. 

The group may be plural, but its. 
grammar can be described only as 
singular. 


Postal rate problems faced by 
the new Postmaster General are 
connected with the fact that every 
rate increase is immediately ab- 
sorbed by a wage increase. He 
can’t win. 


“Published author available for 
booklets, speeches, feature stories, 
articles,” says a classified ad. 

Naturally his speeches aren’t 
| published under his own name. 


A newspaper looking for a pro- 
motion man offers “good salary, 
| private office, generous benefits.” 

Can he pick his own secretary? 

Copy Cus. 
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63 PERCENT 


OF DELAWARE VALLEYS 
FOOD SALES 


ARE MADE 
IN THE SUBURBS 


& euaiinaron 
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counrr \counTy 


ATLANTIC 


CumBERi AND 
counrr 


7 | The Philadelphia Mnguirer delivers your advertising to 27% more 
suburban women readers than does any other Philadelphia newspaper. 


Sources: 1960 Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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WHY DID Purchasing Week 


OF ANY BUSINESS PAPER IN THE 


~ ING CONDITIONS YOU MUST GET YOUR : es 
BEST SALES STORY ACROSS ‘TO THE | 


carina iaiiensen dey 


‘inntgerent” said in a recent article, “the 
industrial companies that make a goods show- ue 


get your best story across to purchasing 


* Source: Advertising Volume in Business Papers, Industrial Marketing, March 1961 issue 
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The Color Process Engraver who is qualified by experience and a 
record of achievement is expected to come up with a “faithful 


. reproduction. Often he is assisted by suggestions from production 


and art department personnel in the advertising agency. 


It would be a great help, however, if there was a wider 
understanding of the several limitations which control the 


engraved result. 


To be realistic, it is impossible to match all the continuous tones 
in color prints, transparencies and original paintings by screen 
or dot distribution of four specified inks printed wet, one over 
another, on publication stock. 


HUTCHINGS & MELVILLE, Inc. 


custom photoengraving , 
4043 N. Ravenswood Avenue, Chicago 13 


Advertising Age, April 3, 1961 


Information for Advertisers 


KCBD-TV, Lubbock, Tex., has 
published a market data folder giv- 
ing counties, population, house- 
holds, estimated: buying income, 
sales figures for total retail, food, 
automotive, apparel, gas stations, 
drugs and general merchandise, 
plus total farm income and num- 
ber of farms, im its coverage area. 


e The 1961 edition of the “Work- 
ing Press of the Nation” has been 
published by the National Re- 


| search Bureau. Offered on a 10-day 


free inspection, the directory in- 
cludes names of key executives, ed- 
itors and their assistants. Person- 
nel are listed under more than -100 
different news classifications for 


newspapers, magazines, radio and | 
television stations. Priced at $49.50 | 


for the three volume set, or $25 


Expert pre-correction in correlation with powderless etching of copper originals per volume, the directory is avail- 


Sabignac 


The Bulletin is Philadelphia—familiar as the Liberty From Independence Hall to the Main Line, from 
Bell or the New Year’s Day Mummers’ Parade. Bucks County to Atlantie City—in the Greater 
ae Whether it’s reviewing the world-famous Phila- 


delphia Orchestra’s performance of a Chopin con- 
certo, or reporting on the dramatic redevelopment 
of historic Society Hill, Philadelphians trust The 


Evening and Sunday Bulletin for accurate news of 


their neighbors, accurate news of the world. 


THE PHILADELPHIA BULLETIN 


Philadelphia market—trust has helped make The 
Bulletin Philadelphia’s leading newspaper. When you 
buy The Bulletin you buy more than top-rated 
circulation and readership... 


You buy belief when you buy The Bulletin! 


A member of MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


|able from the National Research 
| Bureau, 415 N. Dearborn St., Chi- 
cago 10. 

| 

e Copies of the 11th annual beer 
and ale survey of beverage dis- 
tributors and retail licensees are 
available from the Research De- 
partment, Philadelphia Inquirer. 


e “The Boom at the Top,” a 12- 
page report on the institutions 
| market which explores the insti- 
tutional feeding industry and 
|charts the diversification taking 
|place in this field, reprinted from 
|its January issue, is available from 
| Institutions, 1901 S. Prairie Ave., 
Chicago 16. 


|e The “North Suburban Street Ad- 
|dress Directory,” listing more than 
'197,000 families and businesses in 
,Chicago’s northern suburbs, has 
_ been published by Reuben H. Don- 
/nelley Corp. The directory lists 
names and telephone numbers in 
order of street addresses. Each of 
the 30 sections of the directory is 
introduced by a map and street 
guide of the area covered in the 
section. Additional information 
{may be obtained from Reuben H. 
‘Donnelley Corp., Street Address 
| Directory Division, 407 E. 25th St.. 
|'Chicago 16. 


-e “Redbook Magazine’s 1961 Ap- 
| pliance Survey,” which includes an 
extensive breakdown on makes of 
appliances now owned and to be 
purchased, has been published by 
Redbook, 230 Park Ave., New 
York 17. 


e Population, spendable income, 
retail sales, food store sales, auto- 
motive sales, drug store sales and 
liquore store sales of the Texas 
Group, comprised of the Beaumont 
| Enterprise & Journal, Dallas Times 
|Herald, Ft. Worth Star-Telegram, 
'Houston Chronicle, San Antonio 
|Express & News, Corpus Christi 
Caller-Times and El Paso Times & 
| Herald Post, are included in a mar- 
‘ket data brochure, available from 
the Branham Co., 99 Park Ave., 
New York. + 


DX Farm to Air Interviews 
With Agriculture Secretaries 

DX Farm Information Center, 
Chicago, will broadcast exclusive 
|interviews with all five living ex- 
secretaries of agriculture, climaxed 
by an interview with the present 
Secretary, Orville Freeman. The 
interviews, to be broadcast April 
10-21. on the DX Farm Network 
|stations, will deal primarily with 
the current farm surplus problem 
and each guest will be asked how 
he personally feels about farm sur- 
pluses, and how the problem can 
best be solved. The program is 
sponsored by DX Sunray Oil Co., 
Tulsa. 


New Repro Report Out 

The joint committee on maga- 
zine advertising reproduction set 
up by the American Assn. of Ad- 
vertising Agencies and the Maga- 
zine Publishers Assn. has issued 
a report with revised ad prepara- 
tion standards for quality magazine 
reproduction. “Report No. 4,” 
which deals with letterpress wet 
printing, replaces the committee’s 
recommended standards issued in 
1951. Copies may be obtained with- 
out charge from the Four A’s, 420 
Lexington Ave., New York. 


Kohler, Pickering Affiliate 

Albert A. Kohler Co., Old Green- 
wich, Conn., arid Pickering Adver- 
tising, Oakland, Cal., have entered 
into an east-west affiliation for cli- 
ents to have agency services avail- 
able on opposite coasts. 
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Why de HOUSE BEAUTIFUL advertisers “come in bunches”? 


“measurable results... 


unbeatable coupon 
—returns...enthusiashe 


— dealer and distributor 


. say Charles H. Albin, Managing Director 


and Jule R. von Sternberg, A.1.A., 
Publishing Director of SHOW-HOUSE 


che ae 
Bruce PiyWelsh 


Brace-Ply Weiyh Wali Panchng 
makes thr 1oom lovely and Irv 
able. Made of selected. genuine = 
hardwoods, PlyWeish Panel» 
heave a factoty-applred femmh 
that's baked in for beauty, and 
won't soratch, chip, peel or weer 
away Your chotwe of 3 varie 
ues of hardwoods with pre 
femeshed moldings to match 
Here, we show & Blond Ash 
arcade and Watout feature wall 
and parapet. Below, beavtw!ul 


Blond Ash and American 
Cherry, For a free bit, use our 
Coupon 


lh 
raeger 
Gb Vhlbemal 
are 
the persoma\ towches 
of every room ore 
Myted Dy Maeger 
Lamps, vases, trays, pitchers, 
bowls artwares — the personal 
touches you we in all four of 


add just the nght acceat to every 
room ... formal decor ot in 
formal .. very Contemporary 
fer Baw or Early American 
Feast rou eyes on all of these 


roe ite RAMS tine 


They new Waring Guardasre ast 
sanitizer keeps the an in every 
room ever sweet, Cxders, smoke 
amd au domme dust and prea 
are magucaily removed by tiple 
guard barriers Germicidal 
lamps belie away uther mpur 
ites, What @ Bene at parties 
cohen smoke gets ton heavy 
whee cowking any meal Guard- 
\ awe & 2 virtual aceuty io 
faving room, bedrooms bitchen 
No targer than a Lable radio. it's 
easy tocarry from room teroom. 
The screntifrc ssory bebind 
Geardaire ts yours for the aak- 
img. check coupon Guardeire 
is made by the makers of the 


Some people love Sestions 
Clocks se much that they buy 
them i@ bunches! Our Clock 


teme-telhng talking point ia 
our levine Foam. der 
or kitchen Decorating wih 


A Word about SHOW-HOUSE...A unique organization, a unique format—both descriptions fit SHOW-HOUSE. During the past 
decade, this company’s sole function has been to coordinate nearly 100 home product promotions! .This reproduction of the current 
SHOW-HOUSE ad shows how four advertisers are featured in every room setting in a full-color spread, yet each advertiser retains 
complete individual identity. 


Why is Show-House exclusive in House Beautiful in the quality 
home field? Hear what Mr. Albin and Mr. von Sternberg say: 
“We have scrutinized the results and reached this conclusion: 
House Beautiful and stellar performance are synonymous! 

“This is why we are currently embarking upon our fourth 
year in House Beautiful...our Show-House #94 will appear in 
your April issue... and additional multi-page 4-color ads in 
this series will follow. 

“As a company that specializes in coordinating multi-spon- 
sored advertisements in magazines, Show-House must be certain 
that the most productive magazines are used. In serving over 
400 advertisers and agencies we must be able to report measur- 


able results... and this is what House Beautiful helps us deliver! 

“On behalf of the ‘bunches’ of advertisers and agencies who 
use our Show-House program—Magnavox (McCann-Marschalk), 
E. L. Bruce (Greenhaw & Rush), Haeger (Western Advertising), 
Bridgeport Brass (Doyle, Dane, Bernbach), Sessions (Hicks & 
Greist), Waring (Graceman Advertising), Masland (Aitken- 
Kynett), Gulistan (Foote, Cone & Belding), and many others — 
we salute House Beautiful!” 

Is there any more to say to any advertiser who wants “measur- 
able results”? If you are that advertiser, let us show you how it 
is done... and why House Beautiful is, as always, first in its field 


in every way. 
capone 


/louse Beauliful’ 


A Hearst Selective Market Magazine + 572 Madison Avenue, New York 


i * a 
. t 7 9 A iv: aa a 
. : 
as 
ak 
+ 7 ae : Se 
a 3 
ae “ t 
pics 
a 
ain 
Me 
r . — em 
Bg 24 
2 os 
pata 7 
Cm 
Laur : i 
goto 
(hoe / 
asi a 
ae - eS 
ate | "i yon 
7 se , si nh Res 
j Rere’se Me ae Bes ee ee ee ae ; ed ia ; 5 : Guardaire i Piacmea 
: Lanaete tive by = SESE eaters ee Mm” .aaree ., | as 
i ee i . R ag z % Sewest necessity } Heeb te 
ears . | a j 4 . for every home ha Eee ge: 
Pe =. a. a ies ia TS | | a i a7% } . ta 
a] / ce en ee 4 F nen 
ets a Bt ee 4 23. on : 4 
oo 2 aN ee } i a 
eee as 7 4 f aa, SMCs ae ; “4 a) ° ei 
eee a FA : es eo eee \ - pot i pe a eed 
Bae , aes ee by re re. a aa 
ee. Ps! 4 > a = Sasa i : : , SS eenae 
| ey en 7% « a s ve " : oo. AN ee 
ain Fa ‘bes eS #868 | % | ) ae 
‘ ers ce & + oe ee * “a ~- a ieee 
’ “-e. 5 . id i ae % aa > (ie cae, 
es 4 a , , - La : “T \ an ees 
Bree at Mountain Birch. Top of next oo, i hs a - i i oe 5 - | a ae 
: ee page, Mons Pine. tn our Clock Tw * Came. ew a j ; 
my Room, s handeome dust of Nil Piya et ‘ p i 
ie : > eS pio co St Ee ee: : ,4 j 
eeares ; : Carer Ee : 4 
7 reas Sages i ——_ i ; 
Eee eo oe Tw oe : ste : 
Pie pF rt: ar sp as ee : } { ' 
errs — wo arate Mi f mee ited aan 4 y oy ores: mows Waring Blendor®. See : 
erie ae ert fi Nua cover, ts - a an 
; eae ae aati the rom below. : 
; Be aa ge ~ a Petes) ‘. , oo aamme | te 
ye eta a he - ae — in Beis ns ¥ ee See = 7 
: ee pene © Seat gees CASES OM come Bcd = ee oe — Se ee it on 
3 a a o% - ® ee co ag fo 7 eg ee = | -. 
oe te a io, . : fee. a Pacerrese> a 
: Soar : ee re —_ Sor ae Sor aes ean 4 ; 
ap oe a ects NEE _ a 5 oe telat 
| eg re ee eee a = | E a ° 
ee * AT = ‘4 eee ee 
Tees ed iin ae 2 hw ; ss - | ee 4 
ass oe ~ age: ‘s <; Bae | vee " nee i Sei come inte ovr Check Reere i 
fers 4 é _— © a. . { ; - oe. and wee our H F a 
——- + i} had é ee! tmety coltnction .... ets 
1 - , a Me ne aoe 
= = = 1 4 : penn 
: gees = a ‘i — ee sh Bae = | pees 
; een our featured room every ae = ’ ‘ Z Mi, ) “iia mis 2A- ee 
Pre 138 desigs. carries the proud same, ties js & = . % ay cae Renenes, (8 Religued se leis 
| : Senge. Or ovonng vers 4 Es sy _& ; ey et ae | 
a say the gee collection of Haeger “" — es es —— ‘ <a 4 5 - are , + : ch that will be the Q@ecuwrerr i é 
Lamps and accessories i the q “ee Ae ah >, mi y 7 ~ Y H = ‘cmpitiaell 
| most exciting, moxt attractive, ae oe eee be j , wi Taree ‘ ib aa 
MOLL original to meet their eyes > ie SNe ot ee ‘ e ) — Se) ae e ren 
: an many 8 moun! See bow they ‘be - . ney CE: ee pa ea ey ! te bt 4 P * ‘ ; Sevmums Clocks ail around the Re 
tr hy: ae : i ri. & , 1 hy ms, house ts the fashion wend, we } : 
rr ke in oe es e oe , * . al? Be can report. Pick the jos-righer® 1 
ow ~ 12 aye ‘ fe al a * ~ Fag seo modes for your Rome - 
; bee NS at Vy ml : r.) HR Teen, vn your Sevsms deter 
eee ee ee 7 aa oo ; ‘ ts > j : 
————————— ieee + pgp dea i dvd . 7h bs q he's as dependable os the ij 
Haeger ceramics now #{ you a eae a aes wikia A > -_ : oe Tr | m3 BAB (mous Sessoms same: Mart i : 
favorve department store, ht (i ney oh, poe eae ae = : i} our coupon raday for » “Clock ; 
‘So ov shop. furnitere of lemp deaics es a 7 Se Ce J ~ i i Si — i 2 gy Decorating” puede . 
aes pelican Sore |e eae ee ae ; Gigs ee ee wt 
tea ey 7 ae Sena, alae Sea eD : Acuna y a | . : - 
Aan So = men 2 fo ee eee 3 e er a 7 og Sates | : 
} Seka tan . iene eee a: : ie | ee Sree cn spe a Cost Om 2 { 
ba) a o peers . i Fiees i} 
Spey ~ : 2 ‘ ’ : Tl i ; 
oe Fi 0 : ‘ gee ye 8 ii] 
, cope . ee rer Pe eae ease eceeeeere4 th ul 
ae es ecla - -— me Decause shone oom CLIP THIS HELPFUL COUPON... il lager" 
Cone e | j ay an cache oy HOE 1 nO HONE fe 15M Ge Conte Seaton ew Yor L/W Penge ee aw te me WW wats. 
‘ pera ty. gi ew ao © 1 esse Poyttotah eyo er i} ae 
ee edd ve —" - Beatie: wood ws ore r yen pat ier ee 
‘ jee 904 B: - romani tamys uot sem, HO ; i BMS ro oO aE | ii ee 
‘ wae . 5 Reeetnan-non Guides: ty BANU a oe a wear te mates | Tae 
Le In @ series of advertisements by SHOWA ’ oe oe mov SOO LS eee os 
ae es eee Ave. Nowe" ele ee | Be 
he ss i; . , } aa ae 
eo : ee ae Pa 
secret Aeta see! > - - ae ae 
| phase ia 
ert pee eae 
4 CY 
y A i ae 
eee ae ae 
aoe - ae 
| . ca tea 
; 7 ee. 
aa — “ae 
oe: 
: lata 
i mae” 
ie. | 
‘ om 
~ 
’ 
. F 
ey 
ica 
"Ses : 
} Cae 
: cies - 
] ee a 
atta ie 
Se a 
ae cee 
. ae 9 
; <7 
pe 
| 
: | 
AAG s fe 
ve \ Fi 
tome . iy é . 
Poe ag Mee ek 
' te Te eee 
——o se %. eater i 
fies PO owt - <h | ais 
re : ae 
heer = alle 
ee. es eee 
tay Sire! ae 
er) eee , cay 
wigs. rynets et 
Se eT ue ee Pat,» sae S a A es - ve Be Awe 
em meat Rat oa! Weeden Sana 4 2 eee a 5 i gait ‘ ‘ eerie a ca Sae , ae 
Soh lal ae ee a aE eo OIE Ae a Pa a eam hres og eae, are ee. ager ot 2 Uti eae i Sent Si >a ee 
Ee Gee aE SY Or oe Fata ge eee Wee Mareen Ue, ole ere A patie cal Gea cial i ae ae eee pape or es si eis ? E Wate oye : . JS AN 
es cee ae eS ae ee) ee Re ee ee ee ee fe ae 
a RE Es Oe oe 3 5 pee os mi ena. re oe ee ae rr ae Shes 2 ye ch Se eee eee ee te sour ees MSreayee cc gees gare ae amen eee pa es eer ae ; er 
Se ee i eee SN aie Sree DAG Dara eg at ar eee a al siiteoepe tent eT 2 eR a AN he aS Sas ee Grate aera eae Per oon igi lpr etre pa Be cp i acca ae at ee at 
Nap Sg tent Neier Bee A ie ue ewe) Ian Mia tl Beer aa ee es ee ee ae Pe: sae 2 ae et yelper fo ee eee 
kr ea Soule eS a ace tae: | pees Wat gh oe Sl ae Bonner sie Cheater, ace a Sag Agee ore 


DYNAMIC, INSPIRATIONAL, INFORMED, SUCCESSFUL... 


That’s Brig. Gen. Robert G. MacDonnell, Division 
Engineer, U. S. Army Engineer-Division, South Pacific, in 
charge of design and construction of missile-test installa- 
tion at Edwards Air Force Base, California. 


The strange new shape blossoming in the desert behind 
him will soon be a landmark in the race for space. It’s the 
U. S.’s biggest rocket-test stand, capable of withstanding 
the 3,000,000-Ib. thrust of two huge Saturn rocket engines 
—part of the cluster of eight designed to land men on the 
moon. It’s a project that calls for bold new design and 


construction ideas—and men able to turn them into reality. 

Gen. MacDonnell, West Point ’34, and holder of a 
Master of Science degree from the University of California, 
is an old hand at bringing new ideas to life—and in im- 
parting them to others. Today he heads a construction 
agency of 18 officers and more than 3,000 civilian employees 
responsible for 54 Army and Air Force installations and 39 
civil works projects in a program running to more than 
$150,000,000 a year. As Division Engineer, he directs pro- 
gramming, budgeting, financial and general management 
of all phases of these gigantic activities. He wears the 
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Legion of Merit, the Bronze Star Medal as well as the 
Army Commendation Ribbon. - 

Men like Gen. MacDonnell—the men under the hard 
hats who are everywhere building the future America— 
have to keep abreast of new developments in all phases of 
construction. These are the men who turn each week—as 
part of their jobs—to Engineering News-Record for the 
latest news on the equipment, materials, machinery, 
money and manpower they need in their work. These are 
the men you reach when you advertise in Engineering 
News-Record. 


nd 


FREE WORLD’S BIGGEST ROCKET TEST STAND 
at Edwards Air Force Base is designed for 
static tests of rocket engines ultimately de- 
veloping up to 6,000,000 pounds thrust. 

Base structure of 12,000 cubic yards of con- 
crete has an overall height of about 125 feet. 
A 780-ft. tunnel connects the stand to a 
control center and carries cables with some 
600 circuits for electronic measurements. 


The test complex also contains two water 
systems, one with initial capacity of 75,000 
gallons per minute for cooling the tremen- 
dous heat generated by the rocket engines. 
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\Ford Launches Drive 
tor New 6000 Farm Tractor 


The tractor and implement divi- 
= oo an ae ae a ae a an aa 9:0N Of Ford Motor Co., Detroit, is 


Major projects naw under way sneludle: using national magazine, radio, tv 


troduce its new 6000 farm tractor. 

ATP . +s The five-plow tractor, first six- 

$80 million Titan Missile Complex cytinine senha ta Tend Makews. to 
is the largest and heaviest ever built 

$6 million El Con Shopping Center by the company. Four-color 


spreads are scheduled for the 


gressive Farming and Successful 

ves Farming. Tennessee Ernie Ford 

$3 million 49er Country Club will promote the 6000 on both ra- 
dio and tv spots, with 580 radio 


1; ili ¥ stations carrying the spots through- 
$142 million 9-story Redondo Tower Apts. aor an can ae ee 
site ' ' Fewsmith is th ney. 
$1% million Wilmot Medical Center peer ree 
LL ILE LED OLE L ELLE LILOLELEELE SEALE A SOLE ALIA | Speco Names Lloyd 


Speco Inc., Schiller Park, IIL, 
has named M. W. Lloyd Adver- 


+ . 2 : 242% If you want to cover Arizona | tising, Chicago, its agency, suc- 
Ghe Arizona Daily Star Tucson Duilp Citizen | w Siar seg citizenare amest | |ceeding Mandabach & Simms, 
Morning and Sunday Evening 


A 


2 Indep 


Chicago. Speco designs and makes 
equipment for meat processors and 
packers. 


papers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. 


SCIENTIFIC - 
AMERICAN 


ANNOUNCES 


A SAN FRANCISCO AREA SALES OFFICE 


‘ 701 WELCH ROAD 


PALO ALTO, CALIFORNIA 


GERALD T. OMARA, MANAGER 


DAVENPORT.-1-7945 


SCIENTIFIC AMERICAN, INC. 415 MADISON AVENUE, NEW YORK 17, N.Y. 
CHICAGO °333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
CLEVELAND 850 EUCLID AVENUE, CLEVELAND 14, OHIO 

WEST COAST 
SOUTHEAST p. 0. BOX 171, 8T. PETERSBURG 31, FLORIDA 
LONDON REGENCY HOUSE, 1 


493 SOUTH ROBERTSON BOULEVARD, BEVERLY HILLS, CALIFORNIA 


WAKWICK STREET, LONDON WoL, ENGLAND 


and direct mail advertising to in-' 


$4 million 11-story Phoenix Title Bldg. April issue of Farm Journal, Pro-| 


Advertising Age, April 3, 1961 


Coming 
Conventions 


*Indicates first listing in this column. 

April 6-7. Advertising Federation of 
America, lst District Convention, Provi- 
dence, R. I. 

April 7-8. Southwest Assn. of Advertis- 
ing Agencies, annual convention, Marriott 
Motor Hotel, Dallas. a 

April 10-15. National Assn. of Trans- 
portation Advertising, 19th annual con- 
vention, Gasparilla Inn, Boca Grande, Fla. 

April 11. Premium Advertising Assn. of 
America conference, in conjunction with 
the National Premium Buyers Exposition, 
Navy Pier, Chicago. 

April 13-15.-Advertising Federation of 
America, 4th District convention, Dupont” 
Plaza Hotel, Miami, Fla. 

April 16-19. Association of National Ad- 
vertisers, spring meeting, Hotel Sheraton 
Park, Washington, a. Cc. 

April 17. National Society of Art. Di- 
rectors, annual meeting, Sheraton Towers 
Hotel, Chicago. 

April 17-20. International Advertising 
Assn., Waldorf-Astoria Hotel, New York. 

April 20-22. American Assn. of Advertis- 
ing Agencies, annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 
«April 21-22. Advertising Federation of 
America, 9th District convention, Savery 
Hotel, Des Moines, Ia. 

April 24-27. American Newspaper Pub- 
lishers Assn., Waldorf-Astoria Hotel, New 
York. 

April 25-27. Sales Promotion Executives 
Assn., fourth annual conference, Benjamin 
Franklin Hotel, Philadelphia. 

April 28-30. Alpha Delta Sigma, profes- 
sional advertising fraternity, national con- 
vention, University of Minnesota, Min- 
neapolis-St. Paul 

May 1-3. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 4-6. Western States Advertising 
| Agencies Assn., llth annual conference, 
Shelter Inn, San Diego, Cal. 
| May 4-6. Associated Business Publica- 
|tions, spring meeting, The Homestead, 
| Hot Springs, Va. 

May 7-9. Magazine Publishers Assn., 
42nd annual spring conference, The 
Greenbrier, White Sulphur Springs, W. Va. 

May 7-10. National Assn. of Broadcast- 
ers, annual convention, Sheraton Park 
| and Shoreham Hotels, Washington, D. C. 
| May 8-9. Direct Mail Advertising Assn., 
| West Coast conference, Statler Hotel, Los 
| Angeles. 

May 11. Assn. of National Advertisers, 
| workshop on International Advertising, 
| Hotel Plaza, New York. 
| May 14-17. National Sales Executives, 
annual convention, San Francisco. 

May 21-24. National Newspaper Promo- 
tion Assn., annual convention, Waldorf- 
| Astoria Hotel, New York. 

May 25-28. Federation of Canadian Ad- 
vertising and Sales Clubs, 14th annual 
conference, Ottawa, Ont. 

May 27-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C. : 

June 11-14. Assn. of Industrial Advertis- 
ers, annual conference and _ exposition, 
Statler Hilton, Boston. 

June 12-14. Poster Advertising Assn. 
of Canada, Chantecler Hotel, Ste. Adele, 
P.Q., Canada. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
tel, Los Angeles. 

June 21-24. Trans-America Advertising 
Agency Network, annual meeting, Shera- 
ton-Plaza Hotel, Boston. 

June 25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 25-29. National Advertising Agen- 
cy Network, annual management confer- 
ence, Broadmoor Hotel, Colorado Springs. 

June 25-29. American Academy of Ad- 
vertising, annual meeting, University of 
Washington, Seattle. 

July 9-12. Newspaper Advertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit. 

Aug. 18-19. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 

Sept. 8-10. Iowa Daily Press Assn., an- 
nual meeting, Hotel Savery, Des Moines. 

*Sept. 20-22. International Advertising 
Assn., European Conference, Madrid. 

Sept. 21-23. Advertising Federation of 
America, 10th distrigt convention, Hotel 
Mayo, Tulsa. 

Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 
Hilton Hotel, New York City. 

Oct. 16-17. Agricultural Publishers Assn., 
annual meeting. Chicago Athletic Assn. 

Oct. 22-27. Outdoor Advertising Assn 
of America, Diplomat Hotel, Hollywood- 
By-The-Sea, Fla. 

Nov. 2-4. Assn. of National Advertisers, 
annual national meeting, The Homestead, 
Hot Springs, Va. 

Nov. 6-8. Broadcasters’ Promotion Assn.. 
annual convention, Waldorf-Astoria Hotel, 
New York. 

Nov. 7-9. Point-of-Purchase Advertising 
Institute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago. 

Nov. 15-17. Television Bureau of Ad- 
vertising, annual meeting, Statler-Hilton, 
Detroit. 


Purex Boosts Warden 


Purex Corp., South Gate, Cal., 
has appointed L. K. (Bud) Warden 
manager of brand plans, a new 
| post. Mr. Warden, formerly brand 
|manager, joined Purex in 1956. 
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1am delighted to have a chance 

to appear with you today, Eddie. 

You represent a very able and 
responsible union and that union of 
yours has a long and distinguished 
history—and I say that after having 
been in the Labor Committees of the 
House and Senate for 14 years. 


JOHN F. KENNEDY 


(November 2, 1960, in a television program, “ECONOMIC GROWTH”, with Edward 
Swayduck, President, Local 1, Amalgamated Lithographers of America.) 


A TRADITION OF FRATERNITY AND CRAFTSMANSHIP SINCE 1882 
Founded in 1882, the Amalgamated Lithographers of America adheres to the prin- 
ciple of service to its membership and the Lithographic Industry at large. 


All officers must be skilled craftsmen themselves. They are elected by sealed ballot 
referendum of the local rank and file membership. 


Local 1, founded in 1882, carries forward this tradition of union democracy in the 
metropolitan area of New York. Here more than 8,000 ALA members serve the 
varied and exacting needs of the world’s largest concentration of publishing, com- 
munications, and graphic arts enterprises. 


AMALGAMATED LITHOGRAPHERS OF AMERICA 
Local 1 + Edward Swayduck, President «+ 113 University Place, New York 3, N.Y. 


Design: Robert Hallock Photography: Robert Emmett Smaliman Lithography: Parish Press by members of Local 1, ALA“ 
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PROGRESSIVE PROOF: for eight decades, from the “stone age” to the latest 
high-speed, electronically controlled, multicolor web-fed lithographic 
presses, the Amalgamated Lithographers of America has built a rich 
heritage and a tradition of craftsmanship. 

Keystone to the ALA philosophy is its unwavering belief that a good 
craftsman is good economy. In more than 3,000 ALA shops throughout 
North America and Hawaii, the ALA is continuing and enlarging its 


long standing program of in-plant training and technological education 
for its members. 


PROGRESSIVE PROOF: lithography is the fastest growing method of repro- 
duction in the graphic arts. 

Typical is the new web offset installation (right) going into Parish 
Press in New York, a Local 1, ALA shop. The makeready is a matter of 
hours vs. days by other methods. 

Superior quality work is on its way to the customer while other repro- 


duction methods are still in makeready. There are no disappointed 
customers. 


PROGRESSIVE PROOF: the Amalgamated Lithographers and the industry 
have worked together honing the skills and nurturing their knowledge 
of technology and automation. The continuing result: higher quality 
greater production, lower costs. Whatever your needs—packaging or pub 
lishing—specify progressive lithography. 
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Along the Media Path 


WPOP, Hartford, is helping |nities, commercial dispersion, 
solve the unemployment prob- |rates and big bonus incentives. 
lem through special public serv- 
ice spots describing specific!e WXEX-TV, Richmond, has 
job vacancies. The series fea-|launched a new merchandising 
tures 25 one-minute spots each | plan with 108 member stores of 
week, plus two five-minute|the Richmond Pharmaceutical 
programs. 'Assn. in connection with its cur- 

rent institutional advertising cam- 
e Effective with its February- | paign for the association. Member 
March issue, Handling & Ship- | stores have agreed to display prod- 
zy f ping will carry official articles | ucts of WXEX-TV advertisers in 
of the National Assn. of Ship-|specially designed racks placed 
per-Motor Carrier Conferences. | adjacent to each store’s cash regis- 
ter 


One easy buy puts you next to the pin on Geor- 

on e green gia’s great $2 billion sales green. . . the 
Augusta, Columbus, Macon and Savannah trad- 

° ing areas. And green it is, with retail sales 
in one with greater than ever. What’s the big buy? The 
Georgia Group newspapers . . . reaching 4 

‘s times as many homes as any other paper in the 

the Georgia Group market! And it’s yours . . . with one order, one 
bill, one check, and savings of 13% on 10,000 

lines or more. Call your local Branham man 
for full information. No obligation, of course. 


Oeorgia Oroup 


AUGUSTA Chronicle and Herald MACON Telegraph and News 
COLUMBUS Ledger and Enquirer SAVANNAH News and Press 


Represented nationally by THE BRANHAM COMPANY 


e WORL, Boston, and Irish In- 
ternational Airlines recently | e Department of New Laurels: 
combined efforts to bring | Argosy carried 28,126 lines of 
WORL listeners shamrocks| advertising in the first quarter of 
from Ireland. Fresh shamrocks | 1961, a 14.1% gain over the 25,245 
were flown to Boston by the|lines carried in the same period 
Irish airline and sent to listen-|in 1960. # 
ers who had sent in self-ad-| 
dressed envelopes. 
| 
e “Your Best Days & Nights | 


® ® 
for Grocery & Drug Spots on 
TV, Third Edition,” a study ot 
evaluating the most advanta- 
geous mid-week day and even- 


ing spot tv buys in important 
markets throughout the country, 
is available from Avery-Knodel, 
720 Fifth Ave., New York 19. 


e The 1961 National Headlin- 
ers Club award for journalistic 
achievement “for consisteritly 


outstanding coverage of local 
news events on radio,” has been 
presented to KMOX, Dallas. 


e On March 17, Reeves Bros., * J 
New York, ran a four-color in- 
sert featuring Curon foam in the 
New York Daily News Record, 
PEI RNID: ERIE NTE BIE St PELE PLETE IIE DTS, 


VV ABA 
PAsann.._ 


men’s apparel publication. The 
ad featured a swatch of the 
foam laminated to a worsted 
jersey, marking the first news- 
paper ad swatched with fabric. 


e Top winners of the 1961 Best ; 
Metalworking Catalogs com- & 
petition, sponsored by Metal- 


working, were National Acme 
Co., Air Reduction Co., Shef- 
field Corp., Aluminum Co. of 
America and A. H. Nilson Ma- 


ee e 
cig‘ Aars ern Feature merchandising services offered 
tools, metalworking equipment; 
tools and gauges; parts, materi- 


e e e 
St Se in high-traffic food stores! 


e Garcia Corp., New York, will 


run a 16-page, four-color ac- , o 2% : ; ; iti 
cattion Giteiht tm the Aaet WH 0) ° Radio s Feature Merchandising Services products get maximum facings, better shelf positions, 
issue of Outdoor Life. provide unmatched in-store attention for 50 one-week displays of suitable products, and 24- 
© Cue has published its “1961 the products of qualifying advertisers. days of Bargain Bar participation. 
Cue Restaurant Guide,” which : : : : “ ‘ 
eonttine 4 Meting of tase then These outstanding services are performed in high- 50,000-watt WHO reaches 865,350 homes in 96 of 
1,000 restaurants and hotels in volume chain and independent supermarkets in every lowa’s 99 counties p/us a number of counties in neigh- 
and around -the New York : d f ‘ ‘ f bori Onl h . in A : ff 
metropolitan area. Additional s city and town of over 5,000 population, in 28 Oo ring states. Only 13 other stations in America offer 
ntiemanes — be obtained Iowa's most heavily-populated counties. These coun- you more audience or more buying power than WHO! 
rom er liverman, promo- ° e ‘ 
., New Yor ‘ , 1 cs ‘ : nor % 
Experienced staff members make a minimum of advertising with professional, “big market” program- 
pBacmnige = Rad toma re- 480 store calls for your products over any 13-week ming. Talk to your PGW Colonel soon about WHO 
8) ort sour- P . e 9 P 
dough French bread to more period. They work with grocers to assure that your Radio and America’s 14th Largest Radio Market! 
than 700 time buyers, media di- 


rectors and agency account ex- 
ecutives in New York to pro- 
mote the point that KABL is 
as much a part of the Bay| 
Area as sourdough French} 


| Sources: NCS No. 2 and Pulse, March, 1960. 


bread. 

e The Miami News has been) 

awarded a “Blue Ribbon for for lowa PLUS! 

Performance,” for its effort in | Des Moines . .. 50,000 Watts 

publicizing the Dade County 

1961 Youth Fair from the Youth NBC Affiliate _ 

Fair Board of Directors. WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport 
> l , Presid 

e ABC-TV, New York, has pub- ee ag a By 


P. A. Loyet, Resident Manager 
lished a brochure containing ry Robert H. Harter, Sales Manager 
. data on its daytime a Peters, Griffin, Woodward, Inc., Representatives 
ming, merchandising opportu- 
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Type can whisper; Type can shout— 
Bundscho knows what Type’s about 


CG) VY, 


Here Type Can iB; SERVE You 
Cay 


J. M. BUNDSCHO INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Peoples Gas Launches Drive 

Peoples Gas Light & Coke Co., 
Chicago, launched its first gas 
space heating sales campaign in 
Chicago in 20 years March 23 with 
ads in the Chicago Tribune, Chi- 
cago Daily News and the Wall 
Street Journal. Ads will also ap- 
pear in the Chicago Sun-Times and 
Chicago’s American. Neighborhood 
newspapers, trade publications, 
outdoor advertising and spot radio 
also will be used. 


OAI Appoints Two 


William F. Moore, formerly on 
the sales staff of Hearst Advertis- 


ing Service, Detroit, has been 
named an account executive of 
Outdoor Advertising Inc., New 
York. Lynn Fairweather, formerly 
an account executive with Batten. 
Barton, Durstine & Osborn, San 
Francisco, has joined OAI as an 
account executive in the San 
Francisco office, succeeding James 
F. Cox Jr., who has resigned to 
reenter the publishing field. 


Fitzsimmons Agency Moves 
Donald F. Fitzsimmons Inc., New 
York, ethical drug advertising 
agency, will move May 1 to larger 
quarters at 122 E. 42nd St. 


> AeAS that sel at the point of sale 


Your pay-off advertising at the point of sale can be made more effective through CSP’s 
complete service. We do the whole job...create, design, produce...a single dis- 
play or a year-round program. We produce displays of every kind, plastic, cardboard, 
metal, cloth or you name it, including complete dealer kits. Whatever your product 
or market, we can do the whole job—from idea to distribution—better! 
brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, Ill. 


For new 


ackage hou 


he 


. 
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Advertising Age, April 3, 1961 


‘SUPERKEN TONE 


The ghwes « 


SELF-EXPRESSION—A series of color 
pages in magazines and junior 
spreads in supplements for Super 
Kem-Tone and Kem-Glo paints 
will be angled at “the feminine de- 
sire for creative self-expression.” 
Griswold-Eshleman is the agency. 


Fabian Economist 
Urges Tax on Ads 


Lonpon, March 28—A Fabian 
Society pamphlet published here 
argues that advertising should be 
subjected to a special tax. 

The pamphlet, the work of Max 
Corden, senior lecturer in econom- 
ics at the University of Melbourne 
and formerly a research economist 
in London, also suggests there is 
plenty of scope for an inquiry into 
advertising on the lines recently 
suggested by Laborite legislator 
Francis Noel-Baker. 

The pamphlet, “A Tax on Adver- 
tising,” says it can be argued that 
| by treating advertising as a 
| current cost rather than as an in- 
| vestment, the Chancellor of the 
| Exchequer is providing an interest- 
free loan to advertisers. 


| @ It suggests that it would be pos- 

| sible to levy a tax on advertising 
expenditure, though certain tech- 
nical problems would first have to 
be overcome. 

“There is a strong case for some 

kind of tax on advertising, even if 
only 10% or 20%—or limited to 
| certain kinds, such as television— 
to finance a National Consumers’ 
Council or Consumers’ Protection 
Fund,” Mr. Corden wrote. 

He goes on to suggest that “about 
half of all advertising is of doubt- 
ful economic value and even if the 
economic effects of this half are 
not necessarily adverse, it is un- 
likely to be worth the cost.” 


# But Mr. Corden concedes that 
an advertising tax would create 
unemployment, saying: 

“If the advertising tax is at all 
successful it will reduce employ- 
ment in the various industries con- 
nected with advertising—the pa- 
permakers, the advertising agents, 
and printers... 

“It may also create unemploy- 
ment in those industries whose 
sales are heavily dependent on ad- 
vertising .. .” 

But he contends the government, 
by spending the revenue collected 
by the tax, could create employ- 
ment to offset this. + 


De la Fuente to Harwood 

Charles de la Fuente has joined 
Harwood Advertising Agency, 
Tucson, as creative director. Mr. 
Fuente was formerly director of re- 
cording of Walt Disney Music Co. 
and its commercial department, a 
division of the Buena Vista Film 
Distribution Co. 


S-F-D Moves to Hoefer 

S-F-D Laboratories, Union, N. J., 
electronics subsidiary of Varian 
Associates, Palo Alto, has ap- 


pointed Hoefer, Dieterich & Brown, 
San Francisco, to handle its ad- 
vertising. 
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IN 1960 
THE HOUSTON POST- 
LED ALL HOUSTON 
| | 
NEWSPAPERS IN7~ 
| FULL RUN (DAILY & SUNDAY) 
: eae GROCERY LINAGE 


\ | 9,625,370 0 


_ CHRONICLE 2.614.264 LINES 
| PRESS 1,119,672 LINES le: 


SOURCE: MEDIA RECORDS, 1960 
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. CIRCULATION: 
DAILY 218,013 
THE HOUSTON POST ivi: 
Houston's Largest Newspaper, Daily and Sunday 
Represented Nationally by Moloney, Regan and Schmitt 
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Topps Launches Drive Topps is backing up its tv push | 

Topps Chewing Gum, Brooklyn, with an all-out sales promotion | 
has launched the most extensive | Program aimed at the retailer and 
television advertising campaign in| Wholesaler in the greater New | 
its history for Bazooka bubble | Y°rk area. Wexton Co., New York, | 
gum. A saturation spot campaign | !S handling the campaign. 
is being run on children’s shows a | 
on New York stations WNEW-TV, 3 Name Cole, Fischer & Rogow 
WOR-TV and WPIX. The sched-| Santa’s Village, Arcadia, Cal., | 
ule calls for an average of 20 spots | operator of three recreation parks, 
weekly through the end of June. has appointed Cole, Fischer & Ro- 
gow Inc., Beverly Hills, to handle 
its advertising. At the same time, | 
Webb & Knapp has appointed the | 
agency’s New York office to han- | 


Advertising Age, April 3, 1961 


British Adman Seeks 


to Abolish Ban on 
‘Knocking Copy’ 


LonpDon, March 28—The banning 
| by the Independent Television 
Authority of detergent commer- 
| cials which appear to compare the 
| product advertised with one or 
|more of its rivals (AA, March 13) 
| has stirred agitation for abolition 
of the rule against “knocking copy.” 


dle advertising for University 
Apartments, Chicago, and Town 
Center Plaza, Washington. The 
New York office has also been 
named to handle advertising for 
Westchester Town House, Yonkers, 
N.Y., luxury motel. 


Circulation rising steadily 
in number and value 


but rates remain the same 


JUNE ISSUE CLOSES APRIL 20 
Orders and sample copy requests to 

ANGELA M. CRAWLEY & STAFF Ingersoll Names Headen 
National Advertising Representative 


28 E. Jackson Blvd. Chicago 4 Ingersoll Products division, ‘of 
Telephone HArrison 7-7176 Borg-Warner Corp., Chicago, has 


appointed Headen, Horrell & Went- 
NATIONAL CATHOLIC FAMILY MAGAZINE 


for its new motorized hospital bed. 


| 


sel, Chicago, to handle advertising Continental Sets Drive 


| 


MOTHER’S DAY—A gilt-edged photograph album forms the background 
for Martex towels in this Mother’s Day ad running at the end of 
April in House Beautiful, The New Yorker, New York Times Maga- 
zine and three Sunday supplements. Ellington & Co. is the agency. 


go, will launch promotional drives 


Continental Casualty Co., Chica- |i" 21 major metropolitan markets 
f to enroll persons 65 and over in a 


nacre cepaaen re cy eaeee pence: hospital-surgical protection plan | 


April 5. Media used will include 


mail. Target cities include New 
York, Newark, Chicago, Los Ange- 


adelphia, Detroit, San Francisco, 
Oakland, Boston, Cleveland, Mi- 
ami, Houston, Portland, Ore., Cin- 


newspapers, radio, tv and direct | 


les, Long Beach, Minneapolis, St. | 
Paul, Washington, Pittsburgh, Phil- | 


| The most prominent voice raised 
against the rule was that of Sin- 
clair Wood, president of the Insti- 
tute of Practitioners in Advertis- 
ing. In a letter to The Times, he 
| said: 

| “If motor car A achieves a 
higher mileage to the gallon than 
|motor car B, it seems reasonable 
and desirable that its maker should 
be allowed to point out the fact in 
his advertisements. But he may not 
do so. 

“It would be helpful if owners 
of the means of mass communica- 
tion, printed and screened, could 
meet with advertisers and their 
| advisers, and consider this question 
in the light of the part that adver- 
tising now plays in the nation’s 
economic and social life. 

“The public would benefit if 
they came to the conclusion that 
new days call for more liberal and 
| realistic regulations—not an exten- 
sion of out-dated ones.” 


Atta gee 


ee ee ee 


27 te 


- Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of more people 

than any other station 


ee 


: WSIS television 


Winston-Salem / Greensboro 


RB CHANNEL 12 
= Gy) GS 


Sf 


cinnati, Tampa and St. Petersburg. | 

Under a newly adopted Continental »# This letter drew a reply from 
policy, persons not now 65 may | J. P. M. Fowle, secretary of the Ad- 
apply for the program at any time | vertising Inquiry Council, an un- 
within 30 days after reaching their | official body set up by a group of 
65th birthday. George H. Hartman | members of Parliament, including 
Co. is the agency. many critics of advertising. 


| | Mr. Fowle wrote: “The ban on 
SI’ Names Norwood ‘‘knocking copy’ was adopted to 


International Ad Director | protect one advertiser against an- 
John Norwood, formerly associ- | other, but does nothing to help the 


| ate European advertising sales | consumer in‘his effort to compare 


manager of|the relative merits of the goods 
Sports Illustrat- | themselves. si 
ed, New York, “If advertisers were able to 
has been ap-| state clearly-in what ways their 
pointed interna- | own brand is superior to those of 
tional ad direc- their competitors they would have 
tor of the mag-/|an incentive to state simple and 
azine, a new| objective facts where now they are 
position. tempted to rely on innuendo, on 
; Mr. Norwood, | ‘hanging comparatives’ and on ir- 
who will work | relevant emotional appeal.” + 
out of the mag- 
azine’s maw Carus Appoints Stral 
John Norwood York office,| Carus Chemical Co., La Salle, 
joined Time Inc. | Ill., has appointed Stral Advertis- 
\in 1946, and was with Life’s sales | ing Co., Chicago, to handle its ad- 
staff from 1948 to 1954. vertising. 


_ The man from Cunningham & Walsh 


How are pharmacies boosting cosmetic sales? Which lines 
move best in drug stores? Just ask copy supervisor Bill Gale. 
By working in-store, C&W men develop a retail-mindedness 
that’s easy to spot in our advertising—and hard to top. It’s 
why we believe the “Man from Cunningham & Walsh” pro- 
gram benefits our clients. Cunningham & Walsh Inc. Offices 
| in: New York, Chicago, Houston, Los Angeles, San Francisco. 


+ a 
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... this ad told 
the story of 1960— 


for 1961 the story 


is one of 


st = 
THe HOUSTON, POS” 


CONTINUING. 
SUPERIORITY! 


A couple of pages back you Saw the ad above in full page size. 
It tells the dramatic story of the booming Houston Post and its 
retail grocery linage for 1960. 

But today ... right now... there’s a more important and timely 
story to be told. 

It’s the story of continuing superiority in the food field. 
During the first two months of 1961, THE HOUSTON POST, 
Houston’s largest newspaper, daily and Sunday, led both other 
Houston newspapers in TOTAL RETAIL, TOTAL GENERAL 
AND TOTAL FOOD LINAGE. 


MEDIA RECORDS GROCERY AND FOOD LINAGE, DAILY AND SUNDAY 
JANUARY AND FEBRUARY, 1961 


oo eS des 


HOUSTON PRESS HOUSTON CHRONICLE HOUSTON POST 
RETAIL _ 129,052 368,327 396,132 
GENERAL 8,852 115,012 129,818 
TOTAL 137,904 483,339 525,950 


Media Records, January, February, 1961. 


THE HOUSTON POST _ *s 


CIRCULATION: 
DAILY 218,013 


‘Houston's Largest Newspaper, Daily and Sunday SUNDAY 235,855 
Represented Nationally by Moloney, Regan and Schmitt 
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= = Chilton’s Pewee 
S HO 

ONE COMPANY 
} UNCOVERED 
158 PROSPECTS 
AND 13 


NEW CUSTOMERS 
IN ONE STATE 


in action... 


Strong Steel Foundry Co., in Buffalo, 
N.Y., had an idea there were many 
prospects for steel castings in its area 
which salesmen had not uncovered. 


The company sought the help of 
Chilton’s Marketing Assistance Pro- 
gram (M-A-P. The Iron Age Master 
List of Metalworking Plants pin- 
pointed 280 prospect companies in 
the SIC groups where 85% of the 
company’s sales were concentrated, 
within just one of its eight sales 
territories. 


Out of 280 cold calls on these com- 
panies, 158 live prospects were dis- 
covered. Within one year, 36 sent in 
inquiries and 13 new accounts were 
opened. 


To uncover the same number of live 
prospects without the help of M-A-P, 
Strong Steel Foundry Co. estimates 
it would have had to make about 
600 cold calls. M-A-P clearly saved 
the company several thousand dollars 
and a lot of time and trouble. 


Have you investigated what M-A-P 
can do for your company or client? 
Contact the Chilton publication cov- 
ering your market. 


Chilton 


COMPANY 
Chestnut and 56th Streets + Philadelphia 39, Pa. 


NipIP 


Department Store Economist « The Iron Age « Hardware Age 
The Spectator « Motor Age « Automotive Industries « Boot 
and Shoe Recorder « Commercial Car Journal e Distribution 
Age «+  Butane-Propane News « Electronic Industries 
Aircraft & Missiles »* Hardware World e¢ Optical Journal 
Jewelers’ Circular-Keystone « Food Engineering « Marine 
Products « Gas e Product Design & Development ¢ Business, 
Technical and Educational Books « Chilton Research Services 
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WAVE-TV viewers have 
28.8% more TIRED FACES 


—and they buy 28.8% more cosmetics, 


toiletries and beauty aids in general! ie 


pe re 


“ 


That’s because WAVE-TV has 28.8% more barge a Tara a 

viewers, from sign-on to sign-off, in any theyers uniieen tease Wright 
‘in average week. Source: N.S.1., Dec., 1960. Claggett Chititiinians heteee 
be | BIG WHEELS—Chicago agency executives who were dent, Needham, 


CHANNEL 3 @ MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 


guests of the Broadcast Advertising Club meeting 
March 14, at which Charles E. Claggett, board 
chairman and president, Gardner Advertising, St. 
Louis, spoke, were H. E. Christiansen, president, 
| Christiansen Advertising; Paul C. Harper Jr., presi- 


A Aa se or 


_- 
ial 


Nathanson 


Da 


Gunn 
Louis & Brorby; Buckingham W. 


Gunn, vp, Clinton E. Frank; David E. Guerrant, exec 
vp, John W. Shaw Advertising; T. A. Wright Jr., vp, 
Leo Burnett Co.; 
dent, North Advertising. A. W. Bagge is the ciub’s 
president, and H. B. Meyers is program chairman. 


and Donald P. Nathanson, presi- 


Westinghouse Names 
Bockover to New Ad Post 

Westinghouse Electric Corp., 
Pittsburgh, has appointed Daniel E. 
Bockover to the 
new position of 
residential ad- 
vertising man- 
ager. 

Mr. Bock- 
| over’s new du- 
| ties will include 
coordination of 
advertising ac- 
tivities within 
Westinghouse 
divisions con- 
cerned with the 
residential mar- 


—s 


| ‘THE NAME THAT PUTS 


PFLUEGE EXTRA INCENTIVE IN 


ae YOUR SALES RESULTS 
Look at these examples. . 


: ; ae COMPANY / DULUTH 2, MINNESOTA 


Daniel E. Bockover 


We enjoyed using Pflueger Fishing Tackle as incentive prizes in 
our recent sales contest. During this promotion, our sales 
rose 27.4% over any similar period in our company's entire 44 year 
history. Pflueger proved to be an equally attractive consumer 
prize. The cooperation we received throughout these promotions 
from your entire staff was excellent, as were the results! 


TOM MILLER 
Sales Promotions 


uct lines as heating and cooling | 
| equipment, wiring devices, appli-| 
ances, television and radio, lamps, | 
Micarta counter tops and wall pan- 
eling. Mr. Bockover formerly was 
advertising manager of the compa- 
ny’s Total Electric Home program 
which last fall was expanded into | 
| the residential marketing depart- | 
| ment. 


MANUFACTURING COMPANY 


We have found Pflueger Fishing Tackle to be an excellent 
premium and sales incentive for salesmen. The results 
of our sales contest exceeded our expectations. 


We used Pflueger Fishing Tackle as an incentive to our 
salesmen for getting new customers. We used it at a 
time when salesmen are generally concerned with 

repeat business and generally do not devote enough 
time in securing new business. Yet, during a period of 
90 days, 191 men started 1586 new accounts. 

The results of the contest speak for themselves. 


Gordon to Sponsor Linkletter 
Series, Sweepstakes Contest 
Gordon Foods, Atlanta, potato 
chip manufacturer, has 
| sponsorship of a newly released 
Art Linkletter tv series and at the 
same time has announced plans 
for a $100,000 consumer sweep- 


off the promotion with a heavy 
schedule of 15-minute “Art Link- | 
letter & the Kids” tv programs in| 


49 markets, a color page ad in 
DeJong 


NEWTON MFG. CO. 


kets, radio advertising in 13 mar- 
Promotion Manager 


rial. Two first prizes of jet trips 
for two to Europe, including a| 
week each in Lisbon, Madrid and 
| Paris, will be awarded. Kirkland, 
| White & Schell, Atlanta, is the) 
| agency. 


EE 
I | THE ENTERPRISE MFG. CO., 
IT’S PRONOUNCED “FLEW-GER” 


> — ah, = 


‘Ski Business’ Set to Bow 
| Ski Business, a Time-size semi- 


~ TO: G. G. SMITH, VICE PRES. 
THE ENTERPRISE MFG. CO. 
110 N. UNION ST. AKRON 9, OHIO 
I am interested in putting Pflueger Premiums to work 
for us. 
(0 Send latest catalog () Have your Salesman contact us. 
We are particularly interested in: 
(] A. Dealer Loader Program 


cording to Universal Publishing & 
Distributing Corp. The one-time 
b&w page rate is $425; bleed and 
special positions are extra. Circu- 
lation will be controlled. A sister 
monthly, Ski Life, is published for 
consumers from October through 


ee 


— B. Sales Incentive Program March. 
(1) C. Self Liquidator Program 
Dentsu Moves in New York 
Name Dentsu Advertising, New York, 
Firm has moved to larger quarters in 
Address. the Time-Life Bldg., Rockefeller 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
4 


| Center. 


ket and will encompass such prod- | 


signed | 


stakes contest. Gordon will kick | 


Look, newspaper ads in 21 mar-| 


kets and point of purchase mate-| 


annual for ski retailers and area | 
operators, will debut April 1, ac-| 


‘FITC Hits Swift for 
Restraint of Trade 


in Frozen Foods 


WASHINGTON, March 28—The 
Federal Trade Commission charged 
last week that Swift & Co. engages 
in a number of practices which il- 
legally restrain competition in fro- 
zen food products. 

The complaint said Swift is one 
of 10 nationwide distributors of 
frozen products, and that as a 
group these companies now have 
55% to 60% of the frozen food 
market, compared with 40% to 

|45% in 1947. 

| FTC claims part of Swift’s prog- 

|ress stemmed from inducements 
o dealers, including loans, ice 

|cream cabinets, servicing of equip- 

|ment, gifts, discriminatory prices 

‘and sales below cost. 


# Swift issued the following state- 
ment about the FTC action: “The 
FTC complaint just issued is 
|largely the refiling of charges 
| made several years ago under the 
| Packers & Stockyards Act. Those 
|charges were dismissed in 1958 
| when jurisdiction was transferred 
to the FTC. 

“The new complaint, which is 
limited to trade practices in the 
| ice cream and frozen dessert field, 
is for the most part similar to 
|pending complaints against a 
|number of other ice cream com- 
| panies. After extensive hearings 
|on those complaints, an FTC ex- 
|}aminer found the charges without 
foundation and recommended dis- 
missal. His initial decision is now 
| before the commission on appeal. 
“Swift vigorously denies that it 
| has discriminated in price or sold 
below cost or engaged in any oth- 
er illegal.trade practices.” + 


|Gentry Joins Seattle Ad Club 


Kaye K. Gentry, former sales 
| manager of Bergman Luggage Co., 
| Seattle, has been named executive 
| secretary of the Seattle Advertising 
Club. She succeeds Jeane McDon- 
ald, who will remain with the club 
as secretary for the Advertising 
Assn. of the West convention which 
will be held in Seattle June 25-29. 


Remington Rand Shifts Most 

William Pershing Most, formerly 
advertising and sales promotion 
manager of the Remington office 
machines division of Sperry Rand 
Corp., has been named manager 
of advertising and sales promotion 
|of the Remington portable type- 
writer division. 
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COPYRIGHT © 1960, THE NEW YORKER MAGAZINE, INC, 


The New Yorker creates 


“In keeping with everything it does, show that The New Yorker knows 

The New Yorker covers the world of | what~good sports reporting can be.” 

sports with objectivity, clarity and a Z, uf 

style. Columns like The Race Track, et. aui2yp 
Profiles on prominent ‘sports figures, John W. Hanes, Chairman, 

and Letters from special sports events New York Racing Association 
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Greatest Agricultural Show in the East 
FARM 1962 Pennsylvania Farm: Show 


ps Harrisburg — January 8-12, 1962 


SHOW PREVIEW IN THE JANUARY, 1962 ISSUE 


WHICH IS OUT JANUARY 3 
CLOSING DATE DECEMBER 15, 196! 


Home State 
"a Farm Paper Unit 


KANSAS Farman 


TOP-THIRD FARM STATES 
TOP-OF-THE-SOUTH STATES 


The editor who lives and breathes farming in a single 
state knows his reader and his area intimately. He 
reports only the news of greatest significance to your 
farm customers and prospects. 

Let this “friendly neighbor” — PENNSYLVANIA 
FarMER — carry your sales story to rich, diversified, 
rural Pennsylvania . where spendable income 
reaches $1,249,987,000 yearly! Only 13 states equal 
this potential. Income in Pennsylvania is big and 
steady — year around. It’s a top-third farm income 
state. 

Very similar top-third farm income markets are 
served by Indiana Farmer, Ohio Farmer, Michigan 
Farmer, Kansas Farmer and Missouri Ruralist. Ken- 


tucky Farmer and Tennessee Farmer serve the rich 
top-of-the-south market. All are printed in high- 
quality color gravure or offset. One set of repro ma- 
terial (gravure) will serve all 6 roto publications. 
One set of offset material for Kansas Farmer and 


Missouri Ruralist. You gain production economy 
plus FREE bleed. 


Localized editing also sets the stage for STRAIGHT- 
Line ADVERTISING in all publications of the Home 
State Farm Paper Unit—advertising directed straight 
to the farmer “‘where he lives.” You win strong read- 
er IMPACT on the local level for deeper penetra- 
tion and greater results. Send for file folder which 
demonstrates the new look in farm paper advertising. 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 
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Advertising Age, April 3, 1961 


FTC Ruling on Evis 
Water Conditioner 
Ads Is Overturned 


San FRAnNcisco, March 28—The 
U. S. court of appeals here this 
month unanimously dismissed a 
Federal Trade Commission cease 
and desist order against Evis Mfg. 
Co., San Francisco and Chicago. 

The FTC order had barred the 
manufacturer on April 2, 1959, 
from advertising that its Evis water 
conditioner had any beneficial ef- 
fect on water. 

The Evis case, in which FTC 
took its initial action Feb. 5, 1954, 
was one in which the commission 
chose to side with experts over fa- 
vorable consumer testimony. It al- 
so had overruled its own hearing 
examiner in the case (AA, April 
6, ’59). 

The court action was based on an 
appeal by the manufacturer. 

Abner E. Lipscomb, the hearing 
examiner, had held twice for Evis, 
dismissing the complaint for lack 
of proof. He was then scolded by 
the FTC for failing to give full 
weight to scientific testimony and 
accepting the favorable testimony 
of more than 100 users over that of 
scientists. 


# In dismissing the FTC order, the 
court held, among other findings, 
that the commission had “erred in 
giving conclusive effect to the tes- 
timony of the commission’s experts, 
in giving no effect to the uncontra- 
dicted testimony of successful per- 
formance of the Evis unit in actual 
operation, and in holding that re- 
liable, substantial and probative 
evidence supports the charges that 
the Evis water conditioner will not 
perform as claimed.” # 


Weston Appoints Biddle 

Weston Laboratories, Ottawa, 
Ill., formerly called Fertility Test- 
or Co., has appointed Biddle Co., 
Chicago, to handle its advertising. 
Weston manufactures the Fertility 
Testor, a home test for ovulation, 
which predicts periods of fertility 
and infertility in the human fe- 
male. 


| 


Rowland Glover 


Harrison Fescenmeyer 


ADVERTISING STORY—The Advertising Club of Fort Worth and Tex- 
as Christian University co-sponsored an advertising field day “to 
tell the advertising story,” which attracted almost 250 area high 
school seniors and students from five colleges. Looking over the pro- 
gram at TCU are Dr. D. Wayne Rowland, TCU journalism depart- 
ment head; Kay Glover, TCU junior and advertising major; Corky 
Harrison, Arlington Heights high school senior in Fort Worth, and 
Bill Fescenmeyer, president of the adclub. 


Time Inc. Offers 
Subscriptions in 
Theater Lobbies 


New York, March 28—Time 
Inc., which has utilized some newer 
is 
now using a $1.97 subscription deal 
display featured in 200 first-run 


distribution methods of late, 


theater lobbies across the U. S. 


Involved are promotions of 21- 
week Life subscriptions, 27 weeks 
on Time, and 23 weeks on Sports 
Illustrated. Under the plan, each 
theater gets a commission—its only 
income via the promotion—deter- 


last summer, including some of the 
Loew’s chain, was part of a cur- 
rent “circulation sales develop- 
ment” program. It said further ex- 
pansion was contemplated. + 


‘RD’ Hikes South African Rate 

Effective with the August issue, 
the Reader’s Digest’s South Afri- 
can edition will increase its b&w 
page rate from $365 to $420. This 
is the first rate increase for the 
edition in four years andthe new 
schedule puts the b&w rate on a 
par with the two-color rate, which 
remains unchanged. Also un- 
changed is the four-color rate— 
at $520. 


mined by how many subscriptions 
its display sells. This features rack 
folders, in color, for each magazine. 
Perforated coupons on the folders 
are keyed, via consecutive-number 


KOOL Names Burnam 
KOOL, Phoenix, has appointed 


imprints, to determine theater 


source. 


Time said the drive, which be- 


Earl Burnam manager of the radio 
| station. Prior to joining KOOL, Mr. 
|Burnam was general manager of 
KSYD, Wichita Falls, and man- 


gan in 12 metropolitan theaters | ager of KBOX, Dallas. 


_ THE 


Ss. E. P. 
SHORT 
COURSE 


Send Right Out! (The client thinks it went out yesterday!) 


- 


oe 


Ad Page Exposure — the first and only media measure that counts the box office 
for your own ever-lovin’ advertising page. Tells who sees it and how often. Puts 
the spotlight where it should be . . . not on the issue, but on your ad page. 


Call The Saturday Evening Post for the APX facts. We'll Shoot Report Over. 


_ 


| Pittsburgh Adclub Names 
Shea ‘Adwoman of Year’ 


Josephine M. Shea, advertising 
| manager of the Crucible Steel Co. 
|of America, Pittsburgh, has been 
|/named “Advertising Woman of 
the Year” by the Pittsburgh Ad- 
_vertising Club. Mrs. Shea joined 
| Crucible in 1946 as its first woman 
claim adjuster and was appointed 
assistant advertising manager in 
| 1953. Last June, Mrs. Shea was 
| appointed ad manager, making her 
| the first woman ever to have such 
| a position in the history of the steel 
| industry. 


Lesa Appoints Bill Gold 

Lesa of America Inc., subsidiary 
of the Italian electronics compa- 
| ny, Lesa Construzioni Elettromec- | 
| caniche, has appointed Bill Gold | 
Advertising, New York, to handle | 
its advertising. 


‘Spivak Opens Own Office 
Max Spivak, formerly director 
of merchandising of the New York | 
Herald-Tribune, has resigned to) 


41 


open his own merchandising con- 
sultant office. The newspaper does 
not plan to replace Mr. Spivak. 


wa 
IT’S 
BACON'S 
for 
COMPLETE 
COVERAGE 


@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON’S is 
the specialist in 
Magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for clipping accu- 
racy. BACON'S is 
a must! 
Ask for Bulletin 58 


of OUR READING LIST 
Published as 
MAGAZINES! Seater 


publicity 


directory. 

BACON'S . 
BACON'S PUBLICITY 
CLIPPING CHECKER 


—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 
your copy today! 


BUREAU 
14 E. Jackson Bivd 
Chicago 4, Illinois 

WAbash 2-8419 


_ Why Split HAIRS Over 
| Who BUYS for Public Schools? 


| 


== 


wy 


varies from district to 


intendents, business 


school administrator 


objectives. 


date, detailed reports 
struction projects .. . 
and buying. 


AMERICAN SCHOOL BOARD JOURNAL 


400 North Broadway * 


School board members, superintendents, busi- 
ness managers and architects form the ‘‘buy- 
ing image” of the public school market. Precise 
measurement of individual buying influences 


Because this statement is true, your advertising 
message must reach board members, super- 


architects when construction plans are known. 
American School Board Journal is the only 


school construction and maintenance . . . docu- 
menting new, proven ideas in the school plant 
... relating these ideas to current educational 


With a circulation in excess of 32,000, Amer- 
can School Board Journal guarantees coverage 
of all school districts where construction is in 
progress or under consideration. And, fo assist 
in mapping effective sales strategy, advertis- 
ers are provided, at nominal cost, with up-to- 


Send Today for Full De- 
tails About American 
| School Board Journal's 
Positive Sales Building 
Package. 


district. 


managers and school 


publication keyed to 


on specific school con-: 
where they’re building 


Milwaukee 1, Wisconsin 
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” Estimated Gross Time Expenditures 


(gh 


Mail this ELGIN idea coupon now! jum 


_ of Network Television Adverti 
: FOR PROVEN WAYS TO SPARK SALES, - Of Nerwor elevision vertisers 
# 
1 SPUR INTEREST IN YOUR PRODUCTS OR SERVICES Pp xe : 
: by Product Classification 
‘ Send informati bout Elgin watches for use as: 
: Ge heaton chew Tie eee Source: TvB/LNA-BAR 
: TC] Sales Incentives CT] Service Recognition CT] Dealer Loader og — - Cent 

i ange 
H C] Contest Award C] Other (please ribe) Agriculture & Farming ............cccccsceeees $ 1,957,972 $ 1,809,137 + 8.2 
H Apparel, Footwear & Accessories ............ 9,322,623 7,221,250 + 29.1 
‘ CT] Jobber Incentive ie yews ee Accessories ciao oi 
4 ag . : : By vipment ........ 398, 46,709,247 + 18.0 
; FREE: New book, “Service Recognition,” tells in de- Ro i Se ce Beer, Wine at 8,147,196 6,715,256 + 213 
. tail how to operate a successful employee recogni- ae haha acpi —: Rae tae. Building Materials, Equipment & Fixtures 2,192,297 3,380,407 aie 
i tion program. Most complete book of its kind. (Check caprolan Confectionery & Soft Drinks .................. 14,901,505 12,982,938 + 148 
‘4 Service Recognition, above.) ty bey Consumer Services : 3,863,817 3,441,788 + 123 
e Ce ee ee ee ee ~ - 

. . Drugs & ‘ 84,706,199 74,950,528 + 13.0 

cs — ’ ’ 
1 MAIL TO: Elgin Premium Department P-1, Elgin National Watch Company, woes mined ssi ge ‘ vib [Entertainment & Amusement cco: 914,103 383,278 9 + 138.5 
° Elgin, Illinois. Phone: SHerwood 2-3300 SOK, WS USING CUTLOON CNATECTETS | noog & food Preduete .cerssssccsssesssnnsnees 114,745,780 113,099,511 + (15 
' 
‘ in a new campaign for Textured | Freight, lnducttel & 
H Veus thane Caprolan nylon carpet. Benton &| Agricultural Development 403,740 404807 — 3 
€ Bowles is the agency. Gasoline, Lubricants & Other Fuels ........ 15,584,878 9,830,669 + 58.5 
. Horticulture _ ........ ‘ 371,250 249,608 + 48.7 
a Company A Household Equipment & Supplies .......... 30,742,512 30,112,185 oe ey ras 
; Jones Appoints Two; Household Furnishings .......ccccccese0n 5,796,304 4,025,729 + 44.0 6 
. Abt Adds Pease Woodwork Industrial Materials ...........sssssssssssssesssessee 22,889,140 20,980,307 + «(9.1 
: Relies BH. Jones .Co., Cincinmat, | (eerenee ..sccccsescsssssscscscsssseseseseossccssosesesess 12,381,622 10,270,755 + 2046 
; City has appointed Miss Rosemary Vor- | Jewelry, Optical Goods and Camera .... 13,904,040 13,966,553 — +A 
‘ denberg director of market and | Office Equipment, Stationery and 
. Se Stat media analysis and has named Ts GEROEEE Kicisicricciniccnnn. 3,917,436 4,615,765 op 982 
i - Maurice Oshry director of the Con- | Political ............ccsscessseseeneneeneeeeneneseneenes 2,501,857 — inf. 
. tract and print media department. | Publishing & Media .............:.:secseeee 2,242,022 26,593 +8,330.9 
+ Miss Vordenberg was formerly | Radio, TV Sets, Phonographs, Musical 
; with Stockton, West, Burkhart,| Instruments, Accessories ...................+ 5,340,214 5,373,926 — 6 
1‘ Cincinnati. Retail or Direct by Mail ....,......cccccseeee 124,126 ———. inf 
VFTTiTitririritttt ttt 


At the same time, Pease Wood- | Smoking Materials 


lie iitatebeleaiaarsimmiscised kieuan nines 76,902,164 75,009,215 + 25 : 
work Co., Hamilton, O., has ap- | Soaps, Cleansers & Polishes .................... 69,493,945 67,140,302 + 3.5 
See Elgin at pointed the Jones agency to han- | Sporting Goods & Toys ..........:sceseeseeees 3,208,980 2,999,564 + 7.0 
National Premium dle advertising for its Pease homes | Toiletries & Toilet Goods 111,096,951 102,311,526 + 86 
Buyers Exposition and complete line of Pease build- | Travel, Hotels & Resorts 765,173 1,125,861 — 32 
Chicago, ing materials. Baer, Kemble & | Miscell ae 8 8,835,606 8,174,825 + 8.1 
booth A! oe Spicer, Cincinnati, resigned the AC- | TOTAL o.........sssssssssessssssssssseseeesnnseenseess $682,371,069  $627,311,530 + 88 
count last month. 
A ; Pict Sets Drive National Ad Boosts Two Collins, Norris to Fulton 
—— _ ” mpcuatesals " National Advertising Co., Bed-| Edward J. Collins, formerly an 
American International Pictures, 


ford Park, IIll., subsidiary of Min-| account executive with Keyes, 
rong Sng dia prs eget nesota Mining & Mfg. Co., St. Paul, | Madden & Jones and before that vp 
to promote 12 pictures to be re- has appointed Clayne Shepherd, M4 oe = = res ee nay 
leased on a one-a-month basis |formerly area manager, district Sarre toy Chi nage — 
starting in April. The agency, |manager of the western district, pom ta Wells Norris: Saeendich 
Goodman Organization, Los An- |headquartering in South San Fran-| +4) Gnain Store Age yom wed 
geles, said ads will run in 50 ma-|cisco. At the same time, Ken Hyde | , a meq director of publications and 
jor markets, and the media break-|has been promoted from office|,; Mr. Norris succeeds Everett 
down will be 50% newspapers,|manager to manager of the San|— [Leedom, who has resigned. 
35% tv and 15% radio. Carlos, Cal., branch. 


Wondsel, Carlisle Renamed 
Wondsel, Carlisle & Dunphy, 
-| New York, tv commercial produc- 
ler, has changed its name to WCD 
| Inc. Robert W. Carlisle, formerly 
| vp in charge of production, has 
| Beem named president, replacing 

ina Wondsel, who resigned. 


Ad Clinic #19 


(a transparent device to get 
you to read this Sheraton ad) 


Doug Harris, formerly assistant 
| promotion director of WLOS-TV, 
Asheville, N.C., has joined WRDW- 


by Madison F. TV, Augusta, Ga., as promotion di- 
(Foray) Jungle | rector. 


Don’t overdo the word “FREE” 


Fr SHERATON GIVES 


| Harris Joins WRDW-TV 
| 


Ser aceon Keyed Coupon 


FREE RADIO —FREE | 
AIR CONDITIONING | R e t u r n $ 
FREE BATH SCALE 

FREE ETC., ETC. 


Here is a headline Many food advertisers are taking 
that’s asking for a new hard look at their newspa- 
trouble. Even Sheraton Dar ER. Ae Ee Te 

couldn't give all that Keyed coupon returns in case after 
away free! case show that the Mirror's returns 


SHERATON HOTELS 


we 


are far ahead of any one of the 
three evening papers. Often they 
are better than two combined. 


. premium progra 


v 


But, sir — it’s true. Sheraton guests enjoy the Sheraton 
Extra Values listed in the disputed headline and more — at 


aes ba er ae | no extra cost. Why don’t you try us — even if you can’t 
‘ and se rvice. — | on night a enley po with ee wee TV, free Make 
‘5 i radio, free air conditioner, free bathroom scale, free etc., etc. 
+ And, as a memento of this ad (and to help us check its pull) The Mirror 
why not send for 104-page Sheraton booklet? It’s free, too. 


Write: Sheraton Corp., Ad Age Ad #19, 470 Atlantic Ave., a MUSTI 
Boston, Massachusetts. 
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TIME is the shape of the new-car market 


Circulation concentration in the top 100 counties j 
tor NEW-CAR REGISTRATIONS In the 100 counties that account for more 


TIME, The Weekly Newsmagazine 59.7% 


sail than half of all new-car registrations, TIME 
—$—$—__— : concentrates more cf its circulation than 
Life 55.8% . 


U.S. News & World Report 51.8% ; 


does any other magazine of over half a 


million. TIME families are among the most 
automobile-oriented in America. 93% own 


Cars. 34% OWN. TAF a ee 


Saturday Evening Post 44.2% 


bought their principal cars new. 
Percentages based on R. L. Polk & Co. 1959 new-car registration data and latest available pub- 
lishers’ reports: TIME (3/23/59) + Holiday (March 1957) « Life (10/26/59) + Sports Illustrated 
(3/2/59) + U.S. News & World Report (3/28/58) - Newsweek (3/23/59) + Reader's Digest (April 


1959) » Look(3/18/58) + Better Homes & Gardens (April 1959) « Saturday Evening Post(3/14/59) TIME ...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 
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Each dollar you invest in the Digest lets you 


double your chances-to-sell 
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compacts and other low-priced cars 


Automotive marketers use Reader's Digest 
to reach their best prospects millions of extra times 


Every time an advertisement is looked at, 
it has a chance-to-sell. And there are huge 
differences in the numbers of chances-to-sell 
that an advertisement gets in leading maga- 
zines, according to nationwide research by 
Alfred Politz. For example, note the typical 
two-to-one spread in chances-to-sell to people 
in families whose latest car is a low-price make 
purchased new: 


In the Digest. ........... 17,710,000 
eS RS oe 8,019,000 
MME os 2s 425 Pa ee eowawd 8,334,000 
Ror ee stile betty 6,966,000 


The number of chances-to-sell to these prospects 


that you get per dollar with a 4-color page is 
illustrated at the left. 


And Digest readers are top-quality automotive 
prospects 


A typical Digest issue is read by: 


e Nearly 40% of the people in the upper-income 
third of the country. 


e@ Nearly 40% of the people in families that bought 
a new car within a recent 12-month period. 


e Almost half of all college graduates— people who, 
on the average, earn twice as much as grade school 
graduates. 


Whatever product you market, be sure you know 
your chances-to-sell to your own best prospects. 


What about TV? Because TV audiences have not 
been measured accurately for proven prospects for 
specific kinds of products, comparisons must be 
based on chances-to-sell to the entire audience. On 


this basis, a 4-color Digest page gives you 60,947,000 - 


chances-to-sell, or 1401 per dollar. TV provides 
only 17,419,000, or 613 per dollar (with a com- 
mercial minute on the average nighttime network 
TV program). 


“Double your 
chances-to-sell’’ 


State Farm Mutual 
knows how the Digest works with car owners! 


“‘We got a tremendous increase in reader recognition,”’ 
says this famous automobile insurance company. And it 


reports that its first Digest campaign sparked a 29% 
sales increase! 
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IRE remembers the MAN 


.. . for a breakthrough 
in radio-electronic devices 


Another electronic problem solved: hybrid travelling- 
wave tubes, for high-power pulsed amplification, can now 
have the gain variation adjusted with frequency to suit 
the designer. Dr. E. J. Nalos’ paper describing how this 
is done has won him the 1960 W.R.G. Baker Award, for 
the best paper to- appear in IRE’s Transactions of the 
Professional Groups. IRE is proud to honor Dr. Nalos. 
and to salute all who, in this challenging. decade, work 
for the advancement of electronics and apply it to the 
betterment of our lives. 


Your company, too, has to meet the challenge of the ‘60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 


Present your company’s facts in Proceedings—and watch the > 7 
ont Te reaction! E. J. N alos 
+ 


;| A Hi For a share in the present, and a stake in the future, make your product NEWS in 
z 


Proceedings of the IRE e The Institute of Radio Engineers 
Adv. Dept, 72 West 45th St., New York 36, N. Y. © WMUrroy Hill 2-6606 BOSTON * CHICAGO © MINNEAPOLIS * SAN FRANCISCO * 105 ANGELES 


Programming that piques 
the taste of Portlanders has 
put KOiN-TV in a position 
of particular prominence 

as a promoter of purchasing. 
KOIN-TV pursues its 
persuasive ways in Portland, 
Oregon and 33 surrounding 
counties noted for 
ptusperity. Your product 

or service will profit 

from partnership with 
KOIN-TV. We invite your 
perusal of the latest 

Nielsen for proof.* 


RAGTF TV 
PERSUADES 
PEOPLE 

IN 

PORTLAND 


% Highest ratings and widest coverage . . . 
7 of every 10 homes in Portland and 33 
surrounding counties. 


KOIN-TV * Channel 6, Portland, Oregon 
One of America's great influence stations 
Rep ted Nationally by CBS-TV Spot Sales 
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Advertising Age, April 3, 1961 


Getting Personal 


Bill Battista, space salesman for Family Circle, moves to Greece 
April 11 to open “the best supper club in Athens.” This won’t be his 
first venture in Greek foods: As a parttime venture he’s marketed 
Athena Brand Grecian red olives in New York. It all started eight 
years ago when he married Katherine Katsoris, who is of Greek de- 
scent... ‘ 

Paul Andrews, a copy group head and account exec at Carpenter, 
Matthews & Stewart, Newark, will marry Doris Kleinert June 24. 
They met three years ago when Paul was emcee of the nightly “Let’s 
Travel” show (WOR and WABC). He invited his listeners to ac- 
company him on a world tour, and Doris was one of the 25 who 
joined him... 

It’s a fifth child, fourth girl, Janet Lynn, for Leo Anderson, man- 
aging editor of Industrial Marketing, and his wife Phyllis. E. M. 
“Luke” Whitney, on the ad staff of Outdoor Life, New York, became 
a grandfather 
for the second 
time when his 
daughter Starr 
welcomed Paul 
Bakker Jr. ... 

In a surprise 
ceremony at the 
Gravure Tech- 
nical Assn. con- 
vention in Chi- 
cago recently, 
Erwin A. Miess- 
ler, vp and di- 
rector of pro- 
duction of 
Needham, Louis 
& Brorby, was 
presenteda 
wristwatch “in 
appreciation for 
his contribu- 
tions to the in- 
dustry.” And in 
honor of his 30 
GADFLY AWARD—Norman Dine, head of the Norman __syyears with Van- 
Dine Sleep Center, New York, presents his Sant, Dugdale & 
Socrates-Gadfly award to Bernice Fitz-Gibbon, C0. Baltimore, 
advertising consultant, for her monthly articles in Charles M. Bu- 
Profit Parade. The award is made annually to a chanan, vp and 


home furnishings expert Roane Supes- 
9 stiiaies visor, was given 


a silver tray en- 
graved with the names of fellow members of the board of direc- 
WEE .:. 

John Forney, exec vp of Robert Luckie & Co., Birmingham adver- 
tising and pr firm, who does the color for the University of Alabama 
football network, was named Alabama’s outstanding sportscaster for 
1960. He’ll receive the award at an April 4 dinner sponsored by the 
National Sportscasters and Sportswriters Awards Committee .. . 

Bob Kenyon, head of Magazine Publishers Assn., is recovering 
from a bout with hepatitis and expects to be back at work April3... 

J. Walter Thompson brass entertained at a cocktail party March 
24 to celebrate the 40th anniversary of Kenneth Hinks with the 
agency. A similar affair was held March 17 in Chicago to observe 
Jay Mark Hale’s 45th year with JWT ...A quartet at Kudner 
Agency became members of its Quarter Century Club at a luncheon 
March 24. The 25-year celebrants: William MacDonald, head of out- 
door; William O’Connor in the media department; Mary Colgan, a 
secretary; and Harold Ringold, an accountant... 

Kathy Gibbons, who works on the New York production desk of 
Industrial Marketing, married Alvin J. Babkow, business manager 
of Chemical Week, in a Yonkers ceremony March 25... Tru A. 
Vosburg, film director of KCOP, Los Angeles, and Richard G. 
Cruise, account executive for Edward Petry & Co., Los Angeles, 
were married March 18... 

Ruth Karp, vp of J. Walter Thompson, New York, is pictured in 
the April Cosmopolitan as an example of the “right girl in the right 
; ae 

Margaret Moyer, a sen'>: at Connecticut College, will be married 
July 15 to Duncan Bennett, with Curtis Publishing Co., in Boston. 
He is the son of Victor A. Bennett, head of the New York agency 
bearing his name . . . On May 27 Elizabeth Ames Bogert will marry 
Lawrence Hotchkiss, a copywriter with Needham, Louis & Brorby, 
New York ... Margaret Mary Beurket, in the market research de- 
partment of Procter & Gamble, will be married in July to Capt. 
Robert Lewis Schroeder . . . Another engagement: Harriet Ann 
Grandlin and Philip Kampf, with the New York sales office of R. R. 
Donnelley & Sons... 

Robert Todd was welcomed March 18 to the family of Mark 
Greenberg, newsstand promotion manager of. Hearst magazines... 

Pete Schruth, ad director of The Saturday Evening Post, has been 
named chairman of the publishing, paper products and graphic arts 
group of the 1961 Greater New York Red Cross campaign... 

The Omaha adclub tabbed Edward Whelan, vp of Allen & Rey- 
nolds, their advertising man of the year, and Marge West, advertis- 
ing manager of Philips department store, advertising woman of the 
year at a recent awards luncheon. And Lucrezia Kemper with Albert 
Frank-Guenther Law was named adwoman of the year by the San 
Francisco adclub. Their adman award went to Art Arlett, of Hoefer, 
Dieterich & Brown... 


Politico: Robert O. Lewis, senior tv producer for D’Arcy Advertis- 
ing, Chicago, is the democratic candidate for assistant supervisor of 
Downers Grove township. . . 

Edna K. Hanna, sales promotion manager for KOMO and KOMO- 
TV, Seattle, and John T. Strosnider were married March 11. It will 
be a June wedding for Jerry Harris, sales vp of John H. Beck and 
Associates, Chicago advertising art studio, and Fran Harkavy.. . 
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PRODUCTS ARE EVALUATED... 
SPECIFIED...APPROVED... 
REQUISITIONED . .. as a result 
of buyers’ use of manufacturers’ 
catalogs in Sweet's Files. 
26,000 buyers’ responses to 
more than 80 studies clearly 
document the significant 

role of catalogs in increasing 
selling opportunities for 
manufacturers who employ 
Sweet’s system. Your Sweet’s 
Representative will gladly 

review the results of these 
studies with you. Call him or 
write to Sweet’s Catalog 
Service, Div. of F W. Dodge 
Corp., 119 W. 40th St., 

New York 18. 


Se et eae ee eer EOS NGC AE eC Aka ee. Yee ag So a Lie Se BN eee May ea A eae We laos ee at Uta Sh ait her eomni lene Van Ava as Bre Tae eg IE Re oe Site ac NE eta oi TR tia. SMR ci de Re ed fo Na oe eee nin, a et ee aS eae: (cae ee 
ae eee ERE Ue nes Gel Ne ee i: eet ob nee = cages a a a Raye ees ; ee : era ta es a a oa ee, oe eae en s 
- eee, eee s eh, . : * . ed px eg = iti hagee Set pie ee my ; 
BS Res : ee fe, 
ei ; SS 
ale, are 
‘ ® “ | ui . 
ae / ee 
pes : a : i 
Lee ays eee. Arse so 1 i 
cnet : * ; 
ee ip 
Sebi : jes 
mat = 
ie io t 
eee. -_ 
pee" 7 
ae be Le 
oe ane 
Fae — pe 
ee i ole rs an = % . a. i aes 
Ug ao A a eet ae EMR vib : 2 tai ae 
: : mn Bie price ge. ole. fn aleee i . ts ita 
Seabed de eer Toe ts seta Sapo ee 1 ets ae ae . . pee 
Ct 2 ee ae Oo a + nat Gt pe ‘ mae 
ae Bie 1a) Pie, ga wale fa 3, Y i ae 
oP pi ee ee i oh ae i 
Be: , s a : ? ; we ps BS iy +e a ee a 
: Mar D ” sa ; wot * ies am m 
; oot eS a > ° ‘ 
— ‘% ‘ ee % *! ae et. 
egal ey : oa . ¥ a, ‘ 
¢ Re " sg le ie ; 
; 2 " ~~ » * Pad 4 = a 
4 ‘i —F +i ” + ’ S 
; : ; ; ; i es * : 
: 5 ' ¥ ‘ 
Fh a ree Z ae 4 . ; "3 
aoe. iy op EAE sg ee ele ny eases Sr ee fc al ae ioe a vai ig oe “ . . ; 
os i ee ee ea i. es “Nets 
. na : ee La oe ee seg Pee ee ee ‘ rey ‘ ' : ‘ * 
: zz * sie pm salt ae Boras cee cs ‘i pat Pod a : ar ty pe i gets ! . a 
. . me ena. ele cade ss 0 ‘ Ad na \ : | a 
: hear ; ‘ a 4 ‘ <2 2 ae : g 
: oo Dee M ee ‘s > ; 
4 ol be 8. : ee — 
eee + AS ee ee ‘ : 
e ] val w > . ? - ad 4 we & “3 i 
a a , 14) “WS ae 3 . 
% 3 ee.” erty’, - ‘ ; 
A ae KES” ; 
a ‘Voge | a | 
: : i = A as 3 4 , : 
: s 7 ra Te ie \ 4 | 
a i . e > J a 
a A, . 7 
Sa se 4 > 
: 3 mae Mee OR ee Fo ie a OE ae ‘ ’ eek aay Mat ~ mn) i 
i e : 5 "hae 4 a. * a | 
mR? aoe -.... # 
af ie bisa! 2 ii hs | 
: ae: * ‘ ; : 
ie ie ‘| a ‘ “i } 
: ; : : ee : ; a Pal 
4 : ae ‘ : 5 : ae , py et, 
eg é : . ; aaeere satay ore Bee ai at TT ae ee aie : ¥ ma sé . : 
A fi : ss er os : a — hs <i a ee } 
aes - Pe epee as Niet Sh tee ae iiss, Pia ROO Be les a een ee —_— 
~ ie me is 1 2 
; é ‘ : Jat { 
- Rea — rene 2 { : 
: ; RES a nt at. a. a oy , a 
3 : * ¥ . Bs: om Bec { 
‘ : a 2 F ° ny ee 
7 ee re i arte t a "= E s a iad as < | x ‘ a a ‘ § ag 
" : oe : : oe c : é mer Oem i eB me A 4 j ; iB ’ . | r 
te aes ee ay ae, : : = ‘ie | i j f a : e . : 
i 2 ;  ‘*. % ee Ps hh ‘ ae M K, 
ae : Basins 419 — 
r 4 pat es whe ; * ; 4 : 
ae ; HY “% ¥ i 
‘: ‘ i : se 4 oe ea On 2 pe ee a 4 ‘ : a 
3 y ? . by ms Le EY + ¥ | cS * 
; : Pea? be a 
: ; : tg, 
Sis IS ; Dt F " 
< : k Be GFT) Mi & ao a 4 
) ? F ty ae a . 
a Seta ee hie eal : —o "eh, a Bt a 
aa : . el cig kat = : eee: See CRT 5 ais a és ae <i ae j 
- » jie URS ae AN re UR ag Sie Tas ee “aes. dig ey ; ay er ete ed ee sy SL ane ae ) 
; ; te veer 3 a4 oa a srg +, = ‘ 
; : bs e a i = , w : 
C = 4, se /q * . * ° 
ee, ; z , cei = te ae Pete, ee aa : d rie _ - 
: ‘ aoe ee . se 49 ms Pak =: ; 
A . : Ree ; ‘ d f Pt “ ‘ 
: oe i Taner : es £2) : ‘oe ; P oe rt av oe No ’ 
| : : se . ee oy BP avy | *> | “* 
3 gee i ail ae. + i Bal J i ah >. 
3 Ps - na fe . - y ‘ 
Se ‘ Sa ty 
gt: 3 yi . ICT? Bede ty 
: ¢ sail ¥ ee : , *, : Ss Y P a 
| | oad “ ge Tee x 
rs t i i + ws 
; . Ka - i“ wail - “ Av? a 
ie rn fe Si a ee PO 0 YS : 
» j ee ; Mey a. os le a Tio as - Py ae tS vie? ; 
s f —s . : ON a a ree rd | 4, rg ow) Le, | 2 
é pi { mr SAR sy, 2 3 
os as és ' bi: oy 
Pik ‘A : 
: : ’ ‘i At Jf | “A 
‘4 Z by f < 
: : * &e a .*) 8 
‘ r 4 eee ™ ont ing 
i a De . is foraen : f ’ pair “a 
ie a : : ye aaa 
ss ee oe ‘ oS fe 
. - i a at inact J me Sous = : Shh ey = 
f i ho Fv é : ps : ” : 
4 ." oe _ ; oe ae é . Ng 
" < et ae ¥ _ 
- . 3 : : 5 
¢ ’ . eat aa ‘hs 
; ; | ae ey . : 
x “st ™ © a 
: - he x 
=| i: 4 ’ ‘ 
.. ei 
ty \ & i * 
. z % 
2 e 4 . ‘ \ are ore aes ~ ae. Sena = 7 Us iS . ~<a 
ge sae a ea SS ee, ve 
sn Pret Tye hr Ranh Pe dat ae ar Rel oe eee = 
i a - i yank . os i = ae pi ae " 
6am bation : = a : : rE a ne gh ees EE a Me ec a oe ee 4 


Our purpose in publishing these 
articles is to further interest all 
sections of the textile industry in 
more research developments. 


The Reporter gives you concen- 
trated coverage of the manage- 
ment group. Because of this 
choice readership the place to 
advertise is in the Reporter. 


ADVERTISING AND PRODUCTION OFFICES: 
286 Congress St., Boston 10, Mass. 
WEW YORK 17, 60 E. 42nd St. 
GREENVILLE, S. C.—S. C. Nat. Bank Bidg. 
CHICAGO I, ILLINOIS, 360 N. Michigan Ave. 


Spot Radio Up 1.3% in ‘60, 
| Says Price Waterhouse 


Spot radio gross time sales for 
| 1960 have been estimated by Price 
/ Waterhouse Co. at $190,667,000 in 
figures released by the Stations 
| Representatives Assn., New York. 
This represents an increase of 1.3% 
over the FCC official figure of 
$188,143,000 for 1959. 

All 1960 quarters were up except 
the third quarter. Fourth quarter, 
1960, sales were estimated at $50,- 
190,000, compared with $48,727,000 
for the last quarter of 1959. 


\Ayds Buys ABC, NBC Shows 


| Campana Corp., New York, be- 
|gan a 10-week schedule in mid- 
|March on six ABC-TV daytime 


shows and two NBC-TV daytim- | 


lers for Ayds, vitamin and min- 
eral reducing plan candy. A total 
of about 10 commercials per week 
will be run on the two networks. 
Erwin Wasey, Ruthrauff & Ryan 
is the agency for Ayds. 


B CORTTVELS «voce orssins 


sales in the nation’s 44th market* 


The imagination of the artist, together with 
his technique and skill, combine to create 
artistic beauty ... In the Industrial Pied- 
mont, the popularity and proven dominance 
of WF MY-TV have combined to create sales 
for over eleven years. 


To 


successfully 


sell the nation’s 


44th 


market*, include WFMY-TV in your plans. 


9) 9 


a.) 


WFMY-TV delivers 
who annually spend $ 


million customers 
3.2 billion dollars... 


call your H-R-P Representative today. 
*Source: Television Magazine, 1960 Data Book 
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TRICOLOR—This is the new packag- 

ing National Distillers will use for 

U. S. marketing of the newly ac- 

quired Prefontaines addition to its 
wine line. 


National Distillers 
Names Fertig Agency 


for Prefontaines Wine 


New York, March 28—National 
Distillers Products Co. -plans to 
move into the wine market in a big 
way soon. 

The company has acquired ex- 
clusive U.S. rights to distribute 
Prefontaines, a French wine brand. 
Advertising will be handled by 
Lawrence Fertig & Co., and the 
first ads will break when distribu- 
tion has been achieved. 

Distribution is already under 
way in Connecticut, New Jersey, 
Washington, D. C., Rhode Island 
and other markets. In New York 
the official sales introduction will 
be April 28. 

National has big plans for Pre- 
fontaines. Allan MacDougall, vp 
in charge of the international divi- 
sion, said, “National Distillers in- 
tends to make Prefontaines the 
No. 1 French brand in the U.S.” 

The company hopes to stake the 
big name which the brand enjoys 
in France against the mixed field 
of French wines in the U.S. This 
category, according to Mr. Mac- 
Dougall, has always been loaded 
with a multiplicity of chateau and 
regional bottlings of many districts, 
and “cheap off-brands and close- 
outs.” 


s Prefontaines says it does more 
than 20% of the wine business in 
Paris, where 65,000 cases of the 
brand are sold every day. It also 
says it has 8% of all wine sales in 
France. 

National will concentrate on one 
size, the fifth. There will be one 
label with two varieties, red and 
white, selling in most markets for 
$1.50 per bottle or less. A special 
wrap and back labels have been 
designed for the U.S. market. 

The addition of Prefontaines 
rounds out National’s line of im- 
port wines. The others are Jouvet 
and Chapoutier, both handled by 
Fertig. Copy is likely to be built 
around the theme: “Prefontaines 
—remember the name—always the 
same.” 

In the past five years, sales of 
French table wines in the US. 
have risen from 500,000 cases to 
over 1,100,000, or one-fifth of 1960 
total sales of imported distilled 


| Spirits, said Mr. MacDougall. + 


| 


Pet Milk Testing Sego 

Sego liquid diet food, new prod- 
uct of Pet Milk Co., St. Louis, is 
being tested in six markets: At- 
lanta, Columbus, O., Madison-Mil- 
waukee, Providence, Sacramento- 
Stockton and Syracuse-Utica- 
Rome. Sego, newest of the dietary 
products (AA, Dec. 5, et. seq.) is 
sold through grocery outlets, and 
is advertised through color news- 
paper ads, tv spots and direct mail 
couponing. Gardner Advertising 
Co., St. Louis, is the agency. 
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“Sometimes I get the feeling there are 
more names on one of these things than 
in the whole phone book back home. 
Your boy must be doing OK. He’s got 


his own personal listing.” 


SAS VAS 


New York is headquarters. Almost 
one-third of the nation’s 500 big- 
gest industrial companies are head- 
quartered here. Sell New York and 
your message gets to the rest of the 
country, too. Advertisers know this, 
do this in The New York Times. It sells 
New Yorkers with the most advertis- - 


ing. It serves them with the most news. 
New York is The New York Times. 
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| You bet! Useful information? Of course! But that's nothing unusual for American Home. 
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Merchandising Ideas 


e Despite the 
Bank Gives weatherman’s va- 
Easter Bonnets garies, the main 

banking floor of 
Northwestern National Bank, Min- 
neapolis, took on the look of a 
flower garden in spring bloom as 
part of Minneapolis’ Downtown 
Spring Fashion Week, March 5-11. 
Against a colorful floral backdrop, 
the bank held two free fashion 
shows and gave away 25 women’s 
hats. Women were urged to visit 
downtown during the week and 


ing home interiors and exteriors 
and a section devoted to special 
products to speed up surface prep- 
aration and painting. A _ special 
spread illustrates how the same 
room may be either stained or 
enameled. Copies are available 
without charge from Glidden paint 
dealers. 


e Consumer 
Reynolds Uses products sales- 
Henry Stamp men of Reynolds 
Metals Co., Rich- 


| mond, are using first-day-of-issue 


may we help you 


WIN YOUR EASTER BONNET 


fabulous hats “heen aver to celebrate DOWNTOWN SPRING PASHION WEEK 
come in to admare them all.and register to win! 


PRIZE BONNET—To celebrate Minne- | 
apolis’ Downtown Spring Fashion | 
eek, Northwestern National Bank | 
an this newspaper page. Camp- | 
bell-Mithun prepared the ad. | 


register with the bank’s women’s | 
consultant to win one of the Easter | 
bonnets. A, newspaper ad publi- | 
cized the hats and other bank ac- | 
tivities during the week. 

As another part in the Minneap- | 
olis Downtown Council’s promo- | 
tion, the bank arranged to have | 
radio broadcasts originate from its 
main floor lobby for two days dur- 
ing the week. 


e Glidden Co.,, 
Cleveland, has 
created “Your 
Home Beautiful,” 
a home decorating idea book, to 
provide consumers with recom- 
mendations for use of color in the 
home. In addition to 60 interior 
color schemes, the 44-page book | 
includes “how-to” tips for paint- 


Glidden Book 
Shows Colors 


cancelations of the new Patrick 
Henry postage stamp as a sales 
promotion tool. Special first day 
cover envelopes were prepared by 
Reynolds and canceled at the Rich- 
mond post office Jan. 11, the issue 
date of the Patrick Henry stamp, 
which bears his “Give me liberty 
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or give me death” statement. The 
envelopes, intended for philatelists, 
were prepared for the presentation 
by the company’s consumer prod- 
ucts salesmen along with a printed 
copy of the Patrick Henry speech. 


- oo. 


e Matt Slap 
Chevy Dealer Chevrolet, Phila- 
Puts on Show  delphia, is offer- 

ing a unique 
public relations program, “You & 
Your Car,” for presentation at club 
and organization meetings. The 
presentation is broken into three 
parts: “Tricks of Driving,” which 
deals with how to get maximum 
life from tires and motors and | 
best possible gas mileage; “What | 
Makes Your Car Tick,” a discus- | 
sion of automobile parts and their | 
function; and “Tips for Emergen- | 
cies,” rules for tire changing and 
what to check on a stalled car. 
Pete Boyle, Philadelphia tv per- 
sonality and cartoonist, has been 
delivering the program with his 
drawing board, slides and car 
props. The program can be booked 


a a ee ee ee) ee ee a ee 


YOU & YOUR CAR—Pete Boyle, Philadelphia tv performer, delivers a 
presentation on automobile tips to a local women’s club, courtesy of 
Matt Slap Chevrolet. 


by any organization through La- | which handles 
venson Bureau of Advertising, | 


public relations 
and promotion for the Chevrolet 
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A PROFESSIONAL © 
DESK TOP SALESMAN 


.-lN A13 LB. PACKAGE 


Hee m the lid, 
tin and the | 
PE rP- TOP”’ pre- 
PE a ey Ml 
sage the way you 
with sight and sound. 
See and hear how the 
“FLIP-TOP” will 
tell your story at 
your desk. Write to: 


DuKane 


CORPORATION 
Dept. AA-41 . ST. CHARLES, ILL. 


want it, complete | 


| 


| 
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WEST VIRGINIA 


HAMPTON 
NEWPORT NEWS 

Fae aed 
~., 


PE NORFOLK 
§ 


Philip Salisbury, Editor & Publisher & 
Sales Management UEOwe | 
SOUTH CAROLINA fe ee + 
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dealer and prepared the presenta- 
tion. 

When “You & Your Car” came 
to the attention of the Philadelphia 
chapter of the Automobile Assn. 
of America, it. made arrangements 
to tie in, making AAA booklets on 
safe driving and driver education 
available for distribution at the 
meetings. Matt Slap uses a soft 
sell during the presentation, with 
just one mention by Mr. Boyle, 
plus distribution of Matt Slap 
matches at the close of the meeting. 


e Interior de- 
Viking Visits signers and ar- 


Desk Buyers 


chitects in various | DIFFERENT DANE—Harrison Houston, 


sections of New |vp, William Pahlman Associates, 
York were startled by a recent|receives a “difference in Danish’’| the eyes of a correspondent illus- 


Scandix Design Series 5 catalog 
and price list, with a note attached 
saying “There’s a difference in 
Danish.” Reaction around town 
ranged from amazement to one of- 
fice where an executive insisted 
the Viking visit all departments 
to “give the staff a lift.” 


e Curtis Adver- 
Letter Series _tising Specialty 
on Civil War Co. Century 
Bldg., Pittsburgh, 
is offering an usual direct mail 
series to advertisers based on the 


Civil War centennial theme. The 


| series features monthly mailings 
of letters of Thaddeus W. Johnson, 
who views the Civil War through 


visit from a huge bearded Viking, | package from Viking Frank Echols.| trator. The letters are postmarked 


fully costumed in a suit of mail | 
and wearing a horned helmet. It} 
all was part of a one-day promo- | 
tion staged by Scandix Designs 


from scenes of famous events 100 


piece of Danish pastry and a card | years ago. Robert Seltzer, Curtis 


which read: 
custom—but the sentiment is as 


“It’s an old Danish | president, suggests that an adver- 


|tiser can include his own promo- 


Inc. to introduce its new Series 5| modern as tomorrow. Please be tional envelope stuffers with the 
desks. The Viking presented each| our guest at your next coffee | letters such as ad reprints, product 


person he visited with a small | 
white cardboard box tied with a | 


red ribbon. In the box was a small | Frank Eckols, also left the new | 


break.” 
The Viking, who really was actor 


| literature or research and develop- 
| ment announcements. 
| The series begins April 14 


with a report from Fort Sumter, 
Charleston, S.C. The cost averages 
35¢ to 50¢ per letter, plus postage. 
A gift reminiscent of the era can 
also be included at the advertiser’s 
option. For example, a quill pen, 
similar to that used by President 
Lincoln, for an additional 30¢. 


e The First Na- 
Bank Employes tional Bank in St. 
Get Report Louis sent each 

of its 1,005 em- 
ployes a copy of “Progress ’60,” 
}an annual report prepared espe- 
| cially for the bank staff. The book- 
| let which graphically presents the 
financial statement figures with 
winged car and 
armoured truck 
illustra- 
tions, details 
how the money 
came in, went 


|out, and what was left. Another | 


|section, illustrated with photo- 


graphs, details the year as to per- | 


sonnel, promotions, new services 
,and bank employe programs. In 
|a joint statement, the bank presi- 


NEW 
JERSEY sf 


all-time high! 


mouth Cordage, 


just begun! 


civilians. 


WAVY-TV 


CHANNEL 10 


DID YOU KNOW: 


wg That Tidewater, Va., while classified as one of the 


nation’s 16 ‘“‘boom”’ areas, and growing at 24 times 
the national rate, was, in the latest FCC report 
(for 1959), the only one of the top 40 TV markets 
that did not show a gain in national spot billings. 
But in the same year, local TV billings rose to an 


@ Most of Virginia’s recent industrial growth has 
been in this area; Dow Chemical, Union Carbide, 
Amoco, Esso, C&O, Lone Star Cement, Cargill 
Grain, Union Bag-Camp, Hercules Powder, Ply- 
Lipton’s Tea, 
Petroleum, Coats & Clark, Century Industries, 
Tidewater Oil, and others have built new plants or 
major additions in past 10 years. $128 million has 
been invested in new electric generating plants alone! 
w Here is the world’s largest and finest natural 
harbor— America’s largest port in foreign commerce 
tonnage; it would take 665 average size industrial 
plants to equal it in jobs and payroll. Moreover, a 
new $75 million port development program has 


@ The shipbuilding industry here employs 30,000 
@ Approximately half of the huge military and 


federal payroll here is civilian payroll. And the 
military half conceals a hidden plus of over $200 
million in effective buying income never seen in 
standard marketing statistics! P 

@ Here is the greatest concentration of people in the 
entire Southeast—more than 817,000 people in half 
the area of metro Atlanta or Miami! _ : 

@ Here you can draw a circle of 20-mile radius and 
completely encompass three of Virginia’s four 
largest cities. Plus No. 7, and two others! 

@ Though it is the most compact, most densely 
populated metro area in the Southeast, by federal 
definition it is divided into two Standard Metro 
Statistical Areas—which is largely responsible for 
widespread misconceptions and underrating of the 
market. ‘ i 

@ With some $300 million in construction projects 
currently under way, Tidewater is on the threshold 
of even greater growth. Newsweek recently reported: 
“Once the Chanmmtabe Bay (bridge-tunnel) crossing 
is completed, Greater Norfolk, the experts say, 
will burst into millions and become the South’s 
leading market!”’ 


WHAT A PLACE TO PUT A TV DOLLAR! 


FOR MORE INFORMATION WRITE TO ANY ONE OF THESE STATIONS AT NORFOLK, VIRGINIA 


WTAR-TV 


CHANNEL 3 


WVEC-TV 


CHANNEL 13 
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dent and chairman thanked the 
employes for their part in the 
bank’s record earnings in 1960. 


e White Sewing 
White Sends Machine Corp., 
Offbeat Card Cleveland, which 

like many other 
companies has been diversifying 
to maintain a satisfactory profit 
picture, recently added a consumer 
products division to merchandise 
sewing machine parts, accessories 
and notions. First the company 
put out carded items designed for 
rack merchandising through su- 
permarket, drug and variety 
chains. The sewing notions rack 
was followed by a disposable 
vacuum cleaner bag merchandiser. 


s To announce the vacuum clean- 
er bags to the trade, White sent 
| out an offbeat card with a humor- 
|ous sketch on the cover, with the 
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COOL CARD—White Sewing Machine 

Corp. sent this announcement card 

(front and back shown) to tell 

about its new consumer products 
division. 


headline, “Competition is getting 
rough.” Inside, copy described the 
new bags, and on the back, copy 
told of the success of new sewing 
notions and accessories. The card 
concluded: “They have been after 
us to come out with other lines— 
and we have—vacuum cleaner 
disposable bags—hurrah for men 
of courage everywhere!” Copy, 
layout and art were prepared by 
American Packaging Corp., Cleve- 
land, and Bob Chelton, of White’s 
consumer products division. + 


It’s The 
TRUTH 


That Covers 


| ELKHART 
COUNTY 


127% Greater Coverage 
Than Next Best Paper 
ABC CIRC.: 23,441 

A Quality Market— 
CITY CSI $7,793 

A Growing Market-—— 
COUNTY POP. 106,800 

| A Sound Market— 

OVER 200 INDUSTRIES 


The 
ELKHART TRUTH 
62% Daily Coverage 
of Elkhart County 


Represented by 
Johnson, Kent, Gavin & Sinding 
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Seattle Port Officials 
|Debate Haydon’s Ad Bill 

Seattle Port Commissioner Tom 
McManus has threatened to file 
suit against Commissioner John 
Haydon, seeking return of $863 
paid for advertising for the Port 
Commission late last year in Mr. 
Haydon’s Marine Digest. Mr. Mc- 
Manus said the payment was il- 
legal, but Mr. Haydon said the ads 
ran before he took office. Mr. Hay- 
don said the commission’s ads will 
be run free of charge in the Ma- 
rine Digest during his six-year 


|term (AA, Jan. 30). 
was formerly with Grey Advertis- 
CMA Names Edelstein ing Agency; Erwin Wasey, Ruth- 
“ay Grayslake, Illinois Irvin L. Edelstein Associates, /rauff & Ryan; and assistant to the 
BAldwin 3-4821 Los Angeles, has been named to| advertising director of the Crosley 
=o ee ee & handle advertising and public re-| division of Avco Mfg. Corp. 


lations for Consumers Mart of 
America, which opens its new $5,- 
000,000 shopping city in Torrance, 
Cal., on April 20. CMA plans to 
invest $100,000 in advertising to 
promote the opening and plans to 
use 14 newspapers, six radio sta- 
tions and some tv stations in south- 
ern California. The department 
store also has another unit in Ana- 
heim, Cal., and two in Chicago. 


NEW— FROM BVI! 
Premium Planning Service 


© ‘Package Planning’’ for top 
premium and stamp plan results 

© Complete merchandising program > 

© Profit from BVI leadership in ‘‘most 


wanted"’ premiums — Electric Can _ 


Sherman Joins Quednau 
Frederick Sherman has joined 

Henry Quednau Inc., Tampa, as 

creative director. Mr. Sherman 


FOR YOU 


Phone, wire or write — today! 
a> Manager, Premium Sales 


VIBROCRAFTERS, INC. 


New ‘Music’ Magazine Bows 

The first issue of Music, the 
Magazine of Musical Enjoyment, 
a new bi-monthly hard-cover mag- 
azine, will be mailed to charter 
subscribers this month. Vincent L. 
McKernin is publisher of the mag- 
azine, which will cover the entire 
spectrum of musical expression 
from marching bands to the latest 
jazz, to symphonies or opera. Of- 
fices are the Times Tower Bldg., 
New York. 


NL&B Promotes Stephens 

Needham, Louis & Brorby, Chi- 
cago, has appointed Norval B. 
|Stephens Jr. an account execu- 
| tive. Mr. Stephens was formerly a 
|marketing supervisor in the mar- 
| keting department. 
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buys are likely to be 


the magazines that reach the right 
families for your particular product. 


And if you’re using tv too, you’ll need 
to know your combined magazine/tv 
audience... how many families you 
are reaching ... where they are... and, 
whether they are the type of people 
or homes who buy your product. 


Nielsen Media Service now provides 
these needed marketing facts for the 
first time . . . on a continuing basis .. . 
using industry-accepted techniques 
...for agencies, advertisers, and 


FACTS 
. . OR WRITE TODAY 


575 Lexington Ave., MUrray Hill 8-1020 
CHICAGO 45, ILLINOIS 

2101 Howard St., HOllycourt 5-4400 
MENLO PARK, CALIFORNIA 

70 Willow Road, DAvenport 1-7700 


Nielsen Med 


providing actionable facts on magazine/tv audiences for 


A. C. Nielsen Company + 2101 Howard Street, Chicago 45, Iilinois . 


ia Service 


marketing decisions 
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Advertising Age, April 3, 1961 
4 More Agencies 
Supply Billings Data 


New York, March 29—A num- 
ber of agencies have filed billings 
reports with ADVERTISING AGE too 
late for the annual billings issue, 
which appeared Feb. 27. These 
agencies range in size from $85,000 
in billing to more than $2,000,000. 
They are here reported alphabet- 
ically: 

Joseph F. Cavanaugh Ltd., Mil- 
waukee, billed $85,634 in 1960, of 
which $49,628 represented capital- 
ized fees. The agency started in 
business in mid-1960. Media break- 
down: Newspapers 17.9%, maga- 
zines 1.4%, television 12.9%, 
business papers 66.5% and farm 
publications 1.3%. It has five em- 
ployes and estimates 1961 billings 
will be up 80%. 


Paul A. Fergus Co., South Bend, 
billed $362,195 in 1960, of which 
$111,252 represented capitalized 
fees; in 1959, comparable figures 
were $329,351 and $109,201. It add- 
ed the Polart division of Lock Joint 
Tube Co.; Thomas L. Hickey Inc.; 
Geo. Way Drums; and the South 
Bend-Mishawaka Assn. of Insur- 
ance Agents. It reported no account 
losses. Media breakdown: News- 
papers 11%, magazines 5%, radio 
19%, television 12%, business pa- 
pers 45%, transit 8%. It has six 
employes and estimates 1961 bill- 
ings will be up 25%. 


Grubb Advertising, Champaign, 
Tll., uses a fiscal year which ends 
in June. In the fiscal year ended 
June 30, 1960, it billed $2,038,988, 
of which $393,526 represented capi- 
talized fees. It was the agency’s 
first year as an incorporated busi- 
ness, and it expects that this year’s 
billings will be higher. It added 
Meridian Mutual Insurance Co.; 
Life Time Gate Corp.; Creative 
Buildings; Hurletron-Electric Eye 
equipment division; and Inland 
Wire. It lost Faultless Milling and 
Crownline Mfg. Co. Media break- 
down: Newspapers 8%, magazines 
4%, radio 5%, television 45%, out- 
door 1.5%, business papers 25%, 
farm publications 0.5%, point of 
sale 8%, and “other” 3%. It has 
23 fulltime employes in three of- 
fices. 


Mokr & Ejicoff, headquarters 
New York, billed $2,940,000 in 
1960, of which $300,000 represented 
capitalized fees. Comparable fig- 
ures for 1959 were $2,325,000 and 
$215,000. It added Woodridge 
Builders; Park Terrace Builders; 
Hollywood Builders; Winston 
Chemical Co.; and Water Special- 
ties Co.; it reported no account 
losses. Media breakdown: News- 
papers 20%, magazines 3%, radio 
6%, television 41%, outdoor 3%, 
business papers 15%, farm pub- 
lications 5%, and point of sale 
7%. It has 22 employes in two of- 
fices, and estimates 1961 billings 
will be up 20%. 

Charles E. Vautrain Associates, 
Holyoke, Mass., billed $643,842 in 
1960, of which $505,618 repre- 
sented capitalized fees, and $667 
was billed outside the U.S. In 
1959, comparable figures were 
$658,480, including capitalized fees 
of $532,849 and billing outside the 
U.S. of $2,050. It added F&D Tool 
Co.; Production Tool & Die Co.; 
L. D. Van Valkenburg Co.; Eastern 
Plastics and Hardening Industries. 
It lost Hurlburt Paper Co. and 
Hale Co. Media breakdown: News- 
papers 1%, magazines 1%, radio 
1%, television 1%, outdoor 1%, 
business papers 94%, farm publi- 
cations 1%. It has five employes 
” estimates 1961 volume will be 


up 10%. # 


‘Honig Renames Friend-Reiss 


Jack L. Honig Inc., New York, 
| children’s dress manufacturer, has 
returned its account to Friend- 
Reiss Advertising, New York, af- 
ter an 1ll-year absence. Robert E. 
|Rolnik Associates, New York, has 
| been handling the account. 
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oa ae - Chicago Community 
3 Newspapers Form Group 
Four Chicago community news- 


paper publishers have joined to 

Eventually, why not now? offer combined rates. The Chicago 
S Accredited Newspapers consists of 

: the Southtown Economist Group, 


Sooner or later, Chicago admen discover Garfieldian Publications, Peacock 

e diff in the: ch ter of Northwest Publications and Lern- 
there is a difference in © character 0 er’s Chicago North Side Newspa- 
the service they should expect. That’s why pers. William Stophlet Advertis- 
more and more are coming to insist on ing is the national representative. 


The new group open rate for 
the 36 mid-week home delivered 
newspapers is $1.80 a line, com- 
pared to $4.01 for all of them pur- 


chased individually. Total circula- 
You can be certain with tion is 486,000. 


C E NTURY Pinkley Buys Orange Daily 


Virgil Pinkley, California news- 
ELECTROTYPE COMPANY, INC. paper publisher and editor, has 


Electrotypes + Travis R.O.P. Glass Mats purchased the Orange Daily News, 
78-year-old California daily, from 

Plastic Plates - B &W and Color Proofing Charles O. Voigt. The Pinkley or- 
Duplicate Photoengravings ganization now publishes five dai- 

160 East Illinois St., Chicago 11 » DElaware 7-1541 lies, two weekly newspapers and 
one Sunday newspaper in three 

ee. pee mars southern California counties. 


nothing less than the services of Century ! 
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Manufacturers and agency executives who plan and 
supervise test programs stress these four points: 
e The market should be isolated e Population makeup should 


be typical e Distribution facilities should be adequate e A single 
advertising medium should cover the area 


Grand Rapids Measures Up! 


@® ISOLATED MARKET: Grand Rapids is 146 @ MARKETING FACILITIES: Grand Rapids is 
miles from Detroit, 169 miles from Chicago, the wholesale and retail distribution center 
164 miles from Toledo. No city over 200,000 _ for the entire 23-county West Michigan area. 
population is nearer. 


> ONE-MEDIUM COVERAGE:The Grand Rapids 
@ TYPICAL POPULATION. 363,187 (metropoli- Press offers coverage in 9 out of 10 homes in 
tan area)—92.5% native born, 7.5% foreign city zone. Daily net paid circulation now 
born. over 125,000. 


It’s no wonder that SALES MANAGEMENT MAGAZINE reports Grand Rapids 
as one of the four most frequently used test markets in the nation! 


SPLIT RUN COPY ACCEPTED © ROP COLOR 


. THE GRAND RAPIDS PRESS 


EVENING e SUNDAY 


NATIONAL REPRESENTATIVES: A. H. Kuch, 1 10 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
i. New OT Cuscata 11, Dieade 74400 Stee tate TAS Market %. 


Newman, 435 N. Michigan Ave., Chicago 
San Francisco 3, SUtter 1-3401 © William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


A Booth Michigan Newspaper 


Advertising Age, April 3, 1961 


TV Code Office 
Issues Guides for 
Weight Reducer Ads 


NEw York, March ‘29—Taking 
note of the current rage for weight 
reduction formulas in calorie con- 
scious America, the New York tv 
code office of the National Assn. 
of Broadcasters has put together 
a group of commercial guidelines 
for this growing advertising cate- 
gory. 

NAB emphasized that the cate- 
gory is not one of television’s 
problem areas. The guides, pub- 
lished in the March tv code bulle- 
tin, are intended to answer ques- 
tions in advance for stations and 
advertisers. 

The code office suggested that 
these points be watched carefully 
when considering commercial copy 
for liquid and bulk weight reducer 
products: 


e “Any implication of a specific 
weight loss over a given period of 
time for all users. 

e “Unqualified references to sat- 
isfying the appetite and to weight 
reduction in a manner that is 
quick and easy. 


e “The implication that consum- 
ers can or should use any prod- 
uct for the total diet without 
proper medical guidance. 

e “Encouragement of self-diagno- 
sis by inadequate attention to the 
fact that, generally speaking, 
weight reducing, to be both safe 
and effective, should be subject to 
a plan of low caloric intake under 
proper medical supervision, par- 
ticularly in cases of excessively 
overweight persons or those with 
a history of illness or some ab- 
normal disorder.” 

e The code office didn’t say so in 
sO many words, but the implica- 
tion was that all the above ap- 
proaches should be avoided. + 


Harris D. McKinney and 
Creative Services Merge 

Harris D. McKinney Inc., Phil- 
adelphia, has merged with Crea- 
tive Services, Cleveland, which 
will become a branch office of the 
McKinney agency. The merger 
will result in a 25% increase in 
McKinney’s billings, which cur- 
rently exceed $2,000,000, the agen- 
cy reports. George G. Thompson, 
former account executive of D’Ar- 
cy Advertising Co., will be vp and 
manager of the Cleveland opera- 
tion. James C. Toedtman and 
Samuel A. Jaeger, fcnders of 
Creative Services, will be vps. . 


Sawyer’s Projector Ads Set 
Sawyer’s Inc., Portland, will in- 
troduce its new slide projector, 
with electric eye sensitivity to 
automatically adjust to light and 
dark slides, via a magazine cam- 
paign. Page ads are scheduled for 
Modern Photography, Popular 
Photography and U. S. Camera. 
Half pages and one-third-page 
units will run in Esquire, Holi- 
day, National Geographic Maga- 
zine, Newsweek, The New Yorker, 
Playboy, The Saturday Evening 
Post, Saturday Review, Sports IIl- 


lustrated, Sunset Magazine, Time, 
True and photo trade publications. 
|H. A. Bohm & Co., Chicago, is 
marketing agent. Gourfain-Loeff, 
Chicago, is the agency. 


Ayres, Swanson Adds Six 

| Ayres, Swanson & Associates, 
| Lincoln, Neb., marked its 15th an- 
niversary with six new appoint- 
ments: Roderick Morse, formerly 
of Meredith Publishing Co., art di- 
|rector; Morgan Beste, formerly 
with Potlatch Forests, Pomona, 
|Cal., and Audrey Smock, from Sci- 
ence Research Associates, Chicago, 
| artists; W. D. Fryers, from KARD- 
|TV, Wichita, and Ronald Byrd, 
| Montgomery Ward & Co., Chica- 
| go, copywriters; and Richard Lori- 
mer, from Bozell & Jacobs, pro- 
' duction manager. 
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Out there to the east—a Castro tank! 


U.S. Marines plot the position, sound the alert. 
This time a false alarm, 


but the attack could come any moment. 

For the fence around our base at Guantanamo 
has become an “Iron Curtain Next Door.” 

Cut off from friends, menaced by a potential foe, 
6,300 Americans—servicemen, wives, children— 


wait...and watch...and wonder. a > kk 


Know them in their anxiety and 
you gain a better understanding 


of this mounting crisis on our doorstep... | 
in the current LOOK, the exciting story of people. 


From IRON CURTAIN NEXT DOOR, In the Aprit 11, 1961, LOOK 
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Put 
your 


Emphasis 
on 


...and do a DOUBLE-DUTY 
selling job! 


Memphis newspapers do more than 
just sell the 620,100 residents of the 
Memphis Metro Area. Memphis news- 
papers dominate a TOTAL MARKET of 
76 counties where 2,533,000 people live 
and earn $3,088,268,000 annually. 


Any way you look at it, mister, that 
is a market of tremendous purchasing 
power! 


To help you appreciate the sales 
potential of this important market, we'll 


be glad to forward you complete market 
data. 


Buy MEMPHIS! 
Buy MEMPHIS NEWSPAPERS! 


THE 
COMMERCIAL 
APPEAL «.. 


MEMPHIS 
PRESS-SCIMITAR 


MEMPHIS, TENN., SCRIPPS-HOWARD NEWSPAPERS 


MEMPHIS © 


Nielsen Network TV 
Two Weeks Ending March 5, 1961 


Care by A. C. Nielsen Co. 


Ht i 


LL 


Nielsen Total MiMence’ 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .._ 18,479 
2 25 Years of Life (Life Magazine, NBC) ............cccccsceesseeeesenseees 17,916 | 
3 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ...........ccsesee 17,822 | 
4 Rawhide (Participating sponsors, CBS) .........cccccccsscseesseesserseeeeeees 15,993 
5 Andy Griffith Show (General Foods, CBS) ...........:ccscesesesceseesees 15,712 | 
6 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................. 15,665 | 
7 Candid Camera (Lever Bros., Bristol-Myers, CBS) .........:.ccccccceeees 15,289 | 
8 77 Sunset Strip (Several sponsors, ABC) ........:cccccccesseeeseeeeeeees 15,196 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 15,102 
10 Walt Disney Presents dhentabe Sebteers, FBS) sisincicncsscnnm 14,680 
UC i UALR LE i HEMT LLL CLL } 
PER CENT OF TV HOMES REACHED{ 
Homes 
Rank Program (%) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 39.4 
2 25 Years of Life (Life Magazine, NBC)... cccecceesseseeeeeeeenee 38.2 
3. Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..........ccccccceseeees 38.0 | 
4 Rawhide (Participating sponsors, CBS) .........:ccccccceseeseeseeeeeeneees 34.1 
5 Andy Griffith Show (General Foods, CBS) ..........cccccccccesseseeeseeees 33.5 | 
6 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 33.4 | 
7 Candid Camera (Lever Bros., Bristol-Myers, CBS) ...........ccccceeee 32.6 | 
8 77 Sunset Strip (Several sponsors, ABC) .........ccccccsccccsseeseeeeeeeees 32.4 | 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 32.2 
| 10 Walt wine Presents enttabe NINN FIG Sintentnsciiosiciiessiscens 31.3 | 
DELLE EEE LER PELL | CLEC LUCERO Le CR GRR Coo 
} Nielsen Aitanee Audience** 
| TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..........cccccceees 17,025 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 15,805 
| 3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,633 
4 Andy Griffith Show (General Foods, CBS) ...........ccccccccseeeeeseees 14,586 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) ..........cccccceeees 14,305 
6 The Real McCoys (Procter & Gamble, ABC) 0...........cccccceeeeeeeeeees 13,789 
7 Dennis the Menace (Kellogg, Best Foods, CBS) ............ccccceceeeeee 13,179 
8 Rawhide (Participating sponsors, CBS) ..........ccccccscessesesseeseeaeeneees 13,132 
| ae eee PENUED: Batee CERO WOERE,. CRG) nde ccssccscnercsccscccncqcesseciesesevsinsageasecse 13,085 
10 Garry Moore Show—10:30 p.m. — eet — meena 12,898 
| CUDDLE TU ' UU ALLL ULL TELL LECCE 
| PER CENT OF TV HOMES REACHEDt 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) «0.0.0... 36.3 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 33.7 
3 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .............00000 31.2 
4 Andy Griffith Show (General Foods, CBS) ............ccccccccceeseeeeeees 31.1 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) .............ccc00000 30.5 
6 The Real McCoys (Procter & Gamble, ABC) ..........cccsccccseeeeees 29.4 
7 Dennis the Menace (Kellogg, Best Foods, CBS) ...........0ccceceees 28.1 
8 Rawhide (Participating sponsors, CBS) ..............cccccccccesseesseeseeeeees 28.0 
rs ee URED OUND COUR, CIID oc inenccteirccistonesersaccesersivetessnenssserses 27.9 
10 ow ted Moore Show—10:30 p.m. etc sponsors, pond eh 27.5 


TU AULLLUL LLE RAPER LL 


MT 


* Homes salad by all or any part of the program, except . homes viewing only one 
to five minutes. 


**Homes reached during the average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities. 


New Sports Car Book Bows | major acvertisers in the first issue 
Sports Car Graphic, Los An-| re Porche, Mercedes-Benz and 
geles, Petersen Publishing Co.’s Lancia. 


|seventh automotive magazine, will 
| bow in April. The new book will 
| have an initial circulation of 135,- 
|000, and the one-time b&w page 


Stebbins Gets Bonanza 
Bonanza Air Lines, Las Vegas, 
has appointed Hal Stebbins Inc., 


Advertising Age, April 3, 1961 


FTC Charges Brocress 
With False Advertising 


The Federal Trade Commission 


has charged the operators of a 


Louisville hair-growing prepara- 
tion company with making false 
claims for their product. The com- 
plaint named Forrest and Alberta 
L. Brodie, who it said trade as 
Brocress Laboratories, Lesley Hair 
& Scalp Consultants and Lesley 
Hair & Scalp Specialists. 
Included in the charges listed in 


|the complaint was one that the 


|maker’s preparation is useless in 
| treating the most common type of 
| baldness (male pattern baldness), 
although the makers claim it will 
cure nearly any type. Roger Cress- 


| well, assistant manager of Brocress 


Laboratories, said his company’s 


| advertising has carried for the past 
|six or seven months a statement 


that this type of baldness cannot 
be helped. He said “neither we nor 
our competitors” carried the state- 
ment before, since it was not re- 
quired. “That evidently is what 
they are citing,” he said. 


WOQTE Presents Dealers 


WQTE, Detroit, is presenting 
four auto dealers on its early 
|morning show during a two-week 
| period to tell listeners “why this 


| is the best time of the year to buy 


your new car.” The series is de- 
signed to aid the Detroit automo- 
tive economy. 


rate is $500. Highlight of the in- 
itial issue is a five-page full color 
ad for the new Peugeot 404. Other 


Los Angeles. to handle its adver- 
| tising. Gaynor & Ducas, Beverly 
| Hills, Cal., 


is the former agency. | 


SHREVEPORT 2 
LOUISIANA Zi 


For Mid-America Advertisers .. . 


This 
Day 


The COLORful family magazine 
of The Lutheran Church 
-Missouri Synod. 


Total paid 


Illinois 


LOW COST 


monthly. 


This Day 


GREATER ACCEPTANCE 


This Day is read thoroughly and with be- 
lievability and confidence. Surveys reveal that 
52.2% of the subscribers spend 2 to 3 hours 
reading This Day! 


CONCENTRATED MID-WEST MARKET 


circulation more than 105,000. 


More than 62,000 subscribers in these eight states: 


Minnesota 


Indiana Missouri 
Iowa Ohio 
Michigan Wisconsin 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


Print in four colors. . 
full-color illustrated editorial content. Published 


. full range! Beautiful, 


Concordia Publishing House 
3558 S. Jefferson Avenue 
St. Louis 18, Missouri 
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ANNOUNCING 


THE FIRST DETAILED STUDY OF | 
CHEMISTS AND CHEMICAL ENGINEERS 


“THE CHEMICAL SPECIALIST” 


as professionals: their titles and functions, 
industry experience, and fields of activity 


as businessmen: their education, training, 
income and goals 


as customers: their participation in the selec- 
tion and purchase of chemicals, equipment, 
instruments and services. 


Over 400 personal interviews 


Chilton Research Services conducted more than 400 personal interviews with 
chemical specialists throughout the chemical process industries—in food, tex- 
tiles, paint, plastics, steel, chemicals, etc.—in management, research, process- 
ing, development and marketing. 


Their answers, shown in this report, provide the first detailed profile of chemical 
specialists—who they are, where they work, how they function, what they buy, 
how they read. 


Market information in depth 


You will find facts on chemical specialists’ remarkably high professionalism 
(50% hold a Master’s Degree or Ph.D.) ,.. their sharp advance in industry 
(over half have moved into new positions within the past few years) . . . their 
importance in evaluating chemicals, developing new processes, and testing 


equipment . . . and their wide influence in the selection and purchase of 
specific products: 

= process equipment ® services 

= packaging materials andequipment __® resins and other polymers 

® construction materials # plant auxiliary equipment 

® production instruments and controls ® catalysts and catalyst supports 

= bulk chemicals and solvents # laboratory supplies and equipment 
® chemical specialties 

Now available 


This complete report answers hundreds of questions important to the sale of 
chemicals, equipment, instruments and services in today’s market. For your 
free copy, just fill in the attached coupon and drop it in the mail, or contact 
your C&EN representative. 


CHEMICAL 
AND ENGINEERING NEWS 


Published by the American Chemical Society and read weekly by more than 
100,000 chemical specialists ...twice as many as any other chemical publication. 


Advertising Management: Reinhold Publishing Corporation, 430 Park Avenue, New York 22 


Professional 


Businessman 
Customer 


rn ee ee eee ae Sp Oe eee ae eae Se Se ae 


To: Director of Research 

CHEMICAL AND ENGINEERING NEWS 
Reinhold Publishing Corporation 

430 Park Avenue, New York 22, New York 
Dear Sir: 


Please send me a copy of “The Chemical Specialist: Professional, 
Businessman, Customer.” 


NAME: 


TITLE: 


COMPANY: 


ADDRESS: 
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the essential and most potent 


force in advertising is 


BELIE 


Reader confidence cannot be 


bought, forced or contrived. 
It must be earned. 


In San Francisco, the integrity of 
the EXAMINER backs up your adver- 
tising. The EXAMINER has been 
first in influence for over 7O years 
because readers have learned to rely 
on the validity of its news reporting 
and the ethics of its publishing policy. 


Brightly written—tastefully edited 


—it carries more news and features than 


any other San Francisco newspaper. 


Its appeal is to bright, intelligent 
and discriminating people. Perhaps 
this is why more advertisers — Retail, 
National and Classified—find the 
EXAMINER is the most profitable 
way to move merchandise in the San 


Francisco market. 


Fn ay 


San Francisco BELIEVES in the 


EXAMINER 


Tells More — Says It Better! 


First Award for “General REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 


Excellence’ Among All 
California Newspapers 
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62 
Chicago WAC, CFAC Set cies and media executives. } 
Collegiate Ad Conference Douglas L. Smith, advertiehih 


The Chicago Federated Adver- and merchandising director, S. C.| 
tising Club and the Women’s Ad- Johnson & Son, will address al 
vertising Club of Chicago will luncheon April 4 on “What do the | 
sponsor a Collegiate Advertising | "€xt five a offer someone sed, 
Conference of Mid-America Apel | ree - by her gg ps Ses-| 
3, 4 and 5 for 40 graduating seniors | S!07 W! VISES WEE Gi 
from midwestern colleges. The | bers of the CFAC and WAC whom | 
three-day program will include students select as the person they | 
discussions with advertisers, agen- | 0st want to talk to. 


An imaginative few of the Allen Named Publisher of 
READING: VIEWING and Contractors & Engineers 
~ may try to pn NR Edward George Allen Jr., pub- | 

or script to be lisher of Mart, has been named to | 

ne. SLANDER, INVASION OF the additional position of publisher 
IVACY, VIOLATION OF COPYRIGHT, ine 
PIRACY or PLAGIARISM of Contractors & Engineers, New 


Good Ualng suanects Gelen seedy ter York, a Buttenheim publication. He 
such events by having our Special EXCESS succeeds Robert Burton, who died 
INSURANCE before the claim arises. It is March 17 
adequate for its special purpose and : , 
reasonable in cost At the same time, Dixon Scott, 
For details and rates, write an ad sales representative, has | 
EMPLOYERS REINSURANC been named to the new title of ad 
CORPORATION oe sales manager of Mart. His place 
W. Tenth, Kansas City, Mo. will be taken by Edward J. Lohan, 
William 175 W. nF formerly a feature writer on the | 
St Jackson St. magazine. 


Rag Rug 
| Prices 


Erstwhile Man from 
Ha abt a C&W Held Cost of 
Movie to $600,000 


NEw YorK, March 29—“‘The 


_ 


| across the country by United Art- 
|ists, is already being described in 
the trade as another “Marty,” the 
low-cost UA picture of 1955 which 


You step in luxury when you enter the rich Cincin- 


. : : isti 
nati market on its largest and greatest daily news- |*™ned out to be an artistic and) 


| box-office blockbuster. 


Mg . . | : : 
er a - This film should also have more 
paper, the Post and Times Star. Imagine getting SilsRa TGS (otawans few aieearaaelel 
275,000 circulation in this great market for a | people because it was co-produced 


. erah | by Walter Wood, former account 
very economical milline rate, far below those of | executive with Cunningham & 


, p ; | Walsh, New York. 
nearly all other papers in America. Purchasing |” My. Wood left Madison Ave. last 
power, editorial strength, largest daily circulation, | yor oe ne eee eee Pare 


a real bargain in rate... there you have the ideal | ty” and “Hatful of Rain”). He had 


s been with C&W for seven years. 
market setup for exceptional profits. 


s Murray-Wood, which aims to be- 
come another Hecht-Hill-Lan- 


caster, was formed with‘ its first | 
out of 


project clearly in mind: A picture 
based on the life story of Rev. 
Charles Dismas Clark, the St. 


” - - Louis priest who became a nation- 
Cincinnatians al figure for his work with con- 


Hoodlum Priest,’”’ a motion picture | 
now being released to theaters | 


Advertising Age, April 3, 1961 


WALTER'S WIFE—Cindi Wood, ex- 
| Madison Ave. model, appears in 
\“The Hoodlum Priest” with Don 
Murray. 


was co-author of the screen play, 
under the name Don Deer. 

“The Hoodlum Priest” was made 
last year on location in St. Louis. 


, ; The shooting took days. - 
OF COURSE, JACK CUNNINGHAM REMEMBERS YOU—This caption was sug- eeeg te 36 days. Produc 
gested bi; Don Murray, who has his hand on his co-producer’s 
. shoulder. 


tion costs totaled $600,000, supplied 
|100% by UA. 


Mr. Murray, in what his partner 


called “a carefully rehearsed 
Ex-Adman Wood Hopes Hoodlum |speech,” testified to ADVERTISING 


| AcE that Walter Wood turned out 
to be a very valuable person. “He 


7 P : icked up th ie busi 
Priest’ Is New Low-Budget Miracle iscsi? stistay"reiatea “ana he 


spent more time on the set than 
for this story that led to the cre- | any producer I have seen.” 
ation of Murray-Wood. Mr. Mur- | Mr. Murray said Mr. Wood’s 
ray starred in the film and also! chief contribution was his business 


LET ‘EM ROLL—Walter Wood, boy producer, script in arms, takes a 
peek through the movie camera. 


read the Cincinnati P 0S T Times-Star 


It was Don Murray’s enthusiasm 
ry 


Total circulation . . . 274,874... ABC 9/30/60 


* 


Largest Circulation of any Cincinnati Daily 
* 


Greatest Coverage of Highest Income Groups, 
as of all Groups. 


* 


43% Read No Other Daily 
* 


One of the nation’s lowest Milline rates 
* 


The Newspaper that Spends the Evening with 
almost 1,000,000 Readers. 


' ROBERT K. CHANDLER 
| Manager, General Advertising Department 


Represented by The General Advertising Department 
SCRIPPS-HOW ARD Newspapers 


552,243 Is THE ABC 


City and Retail Trading Zone Population 


Audit Bureau of Circulations has just released these fig- 
ures: —CITY ZONE POPULATION:—176,855; RETAIL 
TRADING ZONE:—37 5,888; for a total figure of 552,243 
as based on 1960 Census. What ABC doesn't show is that 
Remarkable ROCKFORD is FIRST (outside Chicago) in 
population, retail sales, jobs, growth and FIRST IN ILLI- 
NOIS (including Chicago) in ROP Retail Color. 
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sense. “He kept an independent | 
viewpoint always in mind,” said | 
the actor. 


® Walter Wood, for his part, is | 
tickled pink, not because he is out | 
of the advertising business, which 
he says he enjoyed immensely, but 
because of the opportunities now 
open to Murray-Wood. “The Hood- 
lum Priest” has drawn rave re- 
views in Newsweek, Time and oth- 
er places, and Murray-Wood is be- 
sieged with story offers. 

Walter said: “I guess I have al- 
ways been guilty of schizophrenia. 
On Madison Ave. they thought I 
was a little flamboyant; in Holly- 
wood, they think I’m too conserva- 
tive.” 

“The Hoodlum Priest,” inciden- 
tally, also features another ex-till- 
er of Madison Ave.—Cindi Wood, 
Walter’s wife, who has the female 
lead in the picture. Cindi was a 
highly successful model for the 
Ford agency in New York. She first 
attracted Hollywood’s attention 
with her commercials for Parlia- 
ment cigarets. 


s There is, of course, also an ad- 
vertising program for “The Hood- 
lum Priest.” UA expects to be 
spending about $250,000 to promote 
the film, which is a little more than 
the Italian Line spent when Mr 
Wood was supervising its account 
at C&W. + 


ServiceMaster Radio Drive 
Ofters Rug Care Booklet 

ServiceMaster, Chicago, rug and 
home furnishings cleaning compa- 
ny, has purchased co-sponsorship 
of the Saturday Paul Harvey news 
show on ABC Radio. The company 
is offering a booklet, “Correct Care 
for Carpets,” to listeners. 

In a follow-up system, the com- 
pany is processing requests for the 
booklet at Chicago headquarters 
then relaying requests to the 1,000 
franchised dealers or associates 
throughout the country. The local 
ServiceMaster organization then 
telephones the writer saying the 
booklet is being mailed or delivers 
it personally. Tying in with the 
radio show, a wrap-on cover has 
been put on the booklet featuring | 
a photo of Paul Harvey, with a| 
message introducing ServiceMas- 
ter as “the man I want you to 
meet.” ServiceMaster reports 5,- 
900 requests were received in the 
first three weeks of the offer. Bid- 
dle Co., Chicago, is the agency. 


Four Buy ‘New Breed’ 


“The New Breed,” a new ABC- 
TV fall entry show, has been sold | 
to Brown & Williamson (Ted| 
Bates & Co.), Johnson & Johnson | 
(Young & Rubicam), Scott Paper | 
Co. (J. Walter Thompson Co.) and 
Miles Laboratories (Wade Adver- 
tising) . 


C-E Moves Champion 


Champion Paper & Fibre Co. ac- 
count has been transferred by 
Campbell-Ewald Co. from Detroit 
to the agency’s New York office. 
Phillips B. vanDusen will be ac- 
count supervisor on Champion, 
which has been with C-E since 
1948. 


THIS COST $600— 
Walter Wood re- 
members this as 
the most expen- 
sive haircut he 
has ever had. Un- 
ion rules require 
that when a pic- 
ture is being shot 
on location, local 
cameramen must 
be hired. Mr. 
Wood, a shrewd 
business man, got 
the standby $600- 
a-week camera- 
man to cut his 
hair. 


Heim, Tincher, Parrish 
to Leave FTC 


John R. Heim, director of the 
Federal Trade Commission’s bu- 
reau of consultation, has left to be- 
come general counsel of an un- 
named Minneapolis company. Wil- 
liam Tincher has left FTC’s bureau 
of litigation to join Westinghouse 
Electric Corp., and Robert Parrish, 
executive director of FTC, has been 
asked to resign. Jobs of all three 
have been requisitioned for new- 
comers to be appointed by Chair- 
man Paul Rand Dixon. 


‘Pacific Drug’ Changes Name 
Beeler Publishing Corp., San 
Francisco, has changed the name of 


Pharmacy. At the same time, the 
company announced that the pub- 
lication has completed its initial 
audit and has ‘become a member 
of both Business ‘Publications Au- 
dit of Circulation Inc. and National 
Business Publications, 


Whirlpool Boosts Gow 
Whirlpool Corp., St. Joseph, 
Mich., has appointed, Ronald I. 
Gow sales promotion manager of 
its utility sales division. Mr. Gow, 
formerly assistant national adver- 
tising manager, succeeds Stephen 
E. Upton, who has been appointed 
sales manager, gas refrigerators. 


Williams & Swanson Adds 2 


|Pacific Drug Review to Western) 


Williams & Swanson Advertis- 
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ing, Spartanburg, S. C., has been 
named to handle advertising for 
Case Bros., Spartanburg, S. C., dis- 
tributor of Allen electronic or- 
gans, and Moretex Chemical Prod- 
ucts, Spartanburg. 


Buffington Joins Beckman 

Al Buffington has joined Beck- 
man, Koblitz, Los Angeles, as crea- 
tive director. Mr. Buffington was 
formerly radio and tv account ex- 
ecutive of the Union Oil account 
at Young & Rubicam. 


Curtis Allbrite Names Roche 
Curtis Allbrite Lighting Inc., 
Chicago and San Francisco, has 
named Roche, Rickerd & Cleary, 
Chicago, to handle its advertising. 


Big League... 


mind: Metropolitan Phoenix food sales have 
more than doubled, buying income is up 70.4% 
in 5 years. 1960 retail sales scored an all-time 


high of $1,084,600,000! 


Penetrate this Big League BUYING POWER 
with the ONE low-cost medium. Daily metro- 


politan coverage 91.6%, plus all-Arizona fam- 


T 


R 


all the way. That's the Phoenix 
Market. And, Phoenix is really Big League right 
now with the Giants, Red Sox, Cubs and Indians 
here p!aying exhibition baseball. 


But for home-run selling keep these facts in 


ily coverage of 63%, 


EPUBLIC 


he 


The 


CHAS. E. TREAT.NATIONAL ADVERTISING MANAGER, BOX 1950, PHOENIX, ARIZONA*REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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PHOTO 
REVIEW 
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CHRISTMAS 
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there’s nothing in the world like WOOD 


my 
on GOLD MEDAL WINNERS—Winners of the three gold medal awards in the 
USES OF WOOD—This is the third in Dallas-Fort Worth Art Directors Club fourth annual awards were 
the 1961 consumer campaign ads Dave Renning of Neiman-Marcus Co., Dallas, for the decorative illus- 


of the National Lumber Manufac- tration treatment of Dickens’ “A Christmas Carol” for a newspaper 
turers Assn. It will appear in the ad; Walter Ender, Dallas designer, for his Chance Vought Electronics 
April 21 Life. Four more ads will direct mail piece; and G. Don Curphey, McCormick Advertising, 
; follow during the year. Amarillo, for a one-minute Shamrock Oil & Gas Co. television com- 


mercial. Ten silver medals and 26 merit certificates were given also. 


Smith Davidson Watt Safford Beeler Eiserer Huebner Watson Potts 
NBP MEETING—Publishers gathered at the National Business Publications session at Palm ers Publishing Co. division of Cahrers Publications; Richard M. Beeler, Beeler Pub- 
Springs, Cal., were Richard P. Smith, W.R.C. Smith Publishing Co.; Richard S. David- lishing Corp.; Leonard A. Eiserer, American Aviation Publications; Ray L. Huebner, 
son, Progressive Grocer; Leslie A. Watt, Watt Publishing Co.; Edward S. Safford, Rog- Huebner Publications; and David Watson and Robert A. Potts, Watson Publications. 


.?* 
B. P. Mast Jr. Laurie Mast B. P. Mast Sr. Rice Jaenke Buzby Wilson Kennedy 


THREE GENERATIONS—Three generations of Masts attended the NBP meeting. Here with meeting: Frank Rice and Russ Jaenke, Penton Publishing Co.; G. Carroll Buzby, Chil- 
B. P. Mast Sr., Conover-Mast, are B. P. Jr. and his daughter Laurie. Others at the tomCo.; W. A. Wilson, Pit & Quarry; Taylor Kennedy, Irving-Cloud Publishing Co. 
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HOLDING 
POWER 


What does it take to hold a reader’s 
enthusiasm? From issue to issue? 
From front to back? It takes news, 
yes. But it takes a lot more. Solid 
information that helps him do his 
job better...helps him move ahead 
... serves him as a continuing text- 
book. That’s why PURCHASING 
Magazine is written to fully cover 
these 11 essential areas: Products 
and processes, economic trends, 
news highlights, purchase law, in- 
ventory control, supplier relations, 
standardization, price forecasting, 
value analysis, linear programming, 
and materials management. No 
other purchasing publication 
comes close to this kind of editorial 
thoroughness...or reader holding 
power. Proof? Our average Starch 
scores of advertisements vary only 
1.9% from front to back. That’s 
holding power working for you. 


PURCHASING 


MAGAZINE 
Sells the man who buys 


A Conover-Mast publication ¢ 205 E. 42nd St., New York 17, N.Y. 
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ph REA CHES Advertising in the BANGOR DAILY NEWS 
reaches 4 of Maine's families, income, 

retail sales. Our ABC Trading Area showed 

MORE FAM ILIES the state's greatest population gains. Retail 


Sales Tax receipts show Greater-Bangor- 
ane SE LLS A Market best place to build sales. 


BIGGER MARKET a the BIG Maine 


ii The Bangor Daily News 


Represented by Johnson, Kent, Gavin & Sirding, Inc. 


5 283 9/30/60 MAINE'S Largest 


7 . a sg: oi 
Daily Newspaper fss.c2e men 


Lonpbon, March 28—The Incor- 


has suggested a revolutionary form 
of television operation for Britain 
which would give the country two 
and possibly three commercial net- 
works. 

The suggestion was contained in 
its report to the government-ap- 
pointed Pilkington committee, now 
studying the future of broadcast- 
ing and television in Britain. 

Despite its call for an extension 
of commercial television facilities, 
the ISBA reiterated its previous 
statement that it is not in favor 
of sponsored television and called 
for a continuation of the present 
spot tv system. 


= ISBA suggested that there be 
three transmitters in each televi- 
sion area. These would jointly 


Cw Kx Coe Ss" X'S with more mail-order sales! 


Many a firm - maybe yours - can do this. 


Nowadays it does not pay to have your salesmen do 


or better at far less cost. 


and What Will Not. 


do it Now! 


THE LAKESIDE PRESS 


CAlumet 5-2121 


SALES OFFICES ALSO AT 


YUkon 6-1144 


DUnkirk 5-2946 


“by hand” anything the printing press can do as well 


Provided, of course, that it is done right. 

The wide range of printing done at Donnelley’s has long in- 
cluded mail-order sales printing in all its forms. Not only “Big 
Mo,” but an astonishing variety of mail-order material for other 
large, medium, and small companies. 

Some of these are all mail-order; some part mail-order; and 
others, when they came to us, had hardly exploited the sales 
potential of mail-order at all. In serving the printing require- 
ments of such customers, we have gained wide experience in 
Ideas, Design, Illustration, Planning, Copy Writing, and the 
best Methods of Printing. Also much about What Will Work 


Please consult us on the mail-order printing requirements of 
your business, whether they are already well-developed or, so 
far, merely in the “‘‘idea stage.’’ No obligation whatsoever in 
talking things over. We can usually help you best when called 
in at the time planning begins. 

Drop us a line. Or call. Neither of us has a thing to lose. So 


R.R.Donnelley & Sons Company 


350 East Twenty-second Street, Chicago 16 


220 East 42nd Street, New York 17 


3460 Wilshire Boulevard, Los Angeles 5 
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British Advertisers’ Plan: Cut BBC in on Ad 
Revenue; Added Time Would Cut Ad Costs 


transmit programs by the com- 
mercial companies and the British 
Broadcasting Corp. under a cen- 
tral co-ordinating body. 

On each of the transmitters the 
BBC would have one-third of the 
viewing time, with two-thirds go- 
ing to commercial television. This 
would apply to each transmitter 
so that, over-all, the BBC would 
have the equivalent of one chan- 
nel’s viewing time. 


= The central co-ordinating body 
would insure that the BBC got a 
fair share of peak viewing time 
on each channel. Spot advertise- 
ments could also be carried on 
either side of BBC programs, and 
the BBC could be given its share 
of the advertising revenue. 

This system, said the ISBA, 
would not only mix programs of 
higher standards with more pop- 
ular ones but would provide the 


|financing necessary to do away 
| with the current $11.20 per set 
license fee. 


ws “We realize that it postulates a 
radical change in the whole atti- 
tude to commercial and BBC tele- 
vision broadcasting,” the report 
said. “There would be practical 
difficulties to overcome in carry- 
ing it out; but these would not be 
insoluble. 

“The problems, for instance, of 
split-second network timing al- 
ready have been solved by inde- 
pendent television. 

“Special machinery would have 
to be set up to administer the fi- 
nancial aspects.” 

On the question of advertising 
rates for television the ISBA said 
many advertisers felt that these 
are unnecessarily high and, in 
fact, much higher than they need 
be. 

This would not be the case if 
the existing: program contractors 
did not have an absolute monop- 
oly. “The evidence for this lies in 
the very high level of profits now 
being achieved by the program 
companies,” said the report. 

Advertising rates could be re- 
duced through competition and in- 
creased viewing time, the report 
suggested. 


2 ISBA said it is not in favor of 
a third channel run by the BBC, 
since “to concentrate high-caliber 
educational and cultural programs 
in one channel would be to create 

.a type of channel which 


| would cater for, and appeal to, a 


minority only.” 

As an alternative to establishing 
a second commercial network, the 
BBC should be permitted to carry 
advertising on its own television 
programs, the report said. 

“In addition to any proposed de- 
velopments we suggest that the 
Postmaster-General should be per- 
mitted to run a pay tv service, 
commercially if necessary.” 

The society said it believes there 
is a considerable reserve of many 
types of potential talent as yet un- 
tapped in Britain and that the pro- 
vision of more channels would give 
the opportunity of using what 
might be called the “documentary” 
talents of scientists, artists, indus- 
trialists, professors and others. 

It did not recommend an im- 
mediate change in the pattern of 
BBC national sound broadcasting, 
but suggested that franchises for 
radio stations be issued to local 
interests. 


s The BBC should also be allowed 
to operate local radio stations as 
long as there was no increase in 
the current $2.80 radio license 
fee; these stations, if established, 
should also be allowed to take ad- 
vertising, ISBA recommended. 
On the question of television 
program content and criticism that 
tv is responsible for growing so- 
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cial demoralization among young 
people, the report said: 

“It seems to us to be beyond 
dispute that the general standard | 
of television programs has been | 
markedly raised since the advent | 
of independent television.” + 


Veronica Abandons 
Effort to Bootleg 


Radio into Britain 


Lonpon, March 28—Plans for a 
pirate radio ship to beam com- 
mercial radio programs to Britain 
have been abandoned—for the 
time being at least. . 

Trial programs were put out 
this week from the commercial 
“pirate” transmitter aboard the | 
ship Veronica in the North Sea, | 
five or six miles off the Dutch) 
coast. 
One of the owners, B. Verwey, | 
said today that the transmitter | 
was not powerful enough to reach | 
a large public in Britain and there | 
was no capital to buy another. So} 
the Veronica will stop its trial | 
broadcasts to Britain today or to- 
morrow. — 

The Veronica will now concen- 
trate on Holland, an easier and 
more profitable target. 

The abandonment of test broad- 
casts came after the British House 
of Commons was told the govern- 
ment was consulting with the 
Netherlands about the operation 
of the seaborne transmitter. 


s Edward Heath, Lord Privy Seal 
and No. 2 man in the Foreign Of- 
fice, said: 

“We are in touch with the 
Netherlands government, who 
share our concern about the oper- 
ations of this vessel. 

“IT am informed that the Ver- 
onica has at no time been within 
Dutch territorial waters.” 

Radio broadcasting in both Brit- 
ain and the Netherlands is a gov- 
ernment monopoly and_ strictly 
non-commercial. 

Mr. Heath said that there had 
been reports that the Veronica 
was registered in Guatemala, but 
“the Guatemalan government has 
assured us that she is not regis- 
tered there. It is not, in fact, clear | 
what her registration is.” 

Laborite legislator George Dar- 
ling said he understood the float- 
ing station was being operated by 
British interests. 


McGIVERN EXITS BBC, 
JOINS TV CONTRACTOR 


Lonpon, March 28—Cecil Mc- 
Givern, once the second most 
powerful man in the _ British 


Broadcasting Corp.’s television di- 
vision, has resigned to join com- 
mercial television. 

This surprise announcement 
came last week from Granada TV 
Network Ltd., program, contractor 
for the northern region, for which | 
Mr. McGivern is to go to work for 
a salary estimated at between $14,- 
000 and $16,800 a year. He will be 
an executive producer for Granada. 

Mr. McGivern, 53, has been 
called “Britain’s Mr. TV.” He had 
been with the BBC for 22 years, 
was a pioneer of both radio and | 
television and rose to become | 
deputy director of television. Then, | 
in January, the BBC suddenly an- 
nounced the post was to be abol- | 
ished. + 


Heinz Makes Picnic Offer | 

H. J. Heinz Co. will use news-| 
papers and tv to promote its offer | 
of a coupon worth 30¢ on the pur- | 
chase of picnic food in return for 
two labels from any of the Heinz | 
relish product line. More than 200 
newspapers will run 800-line ads 
the week preceding Decoration 
Day, July Fourth and Labor Day. 
Ads will also run on eight daytime 
shows on NBC-TV, and a variety | 
of point of sale material is avail-| 
able. Maxon Inc., Detroit, is the! 
agency. | 


Sierra Capital Buys Share 
of Home Publications 


Sierra Capital Co. has purchased | 


an interest in Home Publications, 
San Francisco, with the capital to 
be used for promotion of Bon Ap- 
petit. 


Sykes Adds Four Accounts 

Sykes Advertising, Pittsburgh, 
has added four new accounts. 
They are Naptha Solvents Co.; Pe- 
troleum Solvents Co. of Pennsyl- 
vania; Thomas Petroleum Transit, 
all of Butler, Pa.; and Peter J. Lu- 
ger & Sons, Beaver Falls, Pa., meat 
processor and packer. 


Fun Fair Units Offered 


A self-contained indoor amuse- 


ment center called Fun Fair has) 
been unveiled by Kiddielane Mfg. | 


Corp., a subsidiary of Automatic 
Concessions Corp., Westbury, N.Y. 
Fun Fair is intended as a merchan- 
dising device for shopping centers 
and other family-gathering areas. 


“For weeks the same nightmare... 


no time available on WSBT-TVI!"” 


Unharness those nightmares, Mr. Admen, WSBT-TV 
has some availabilities. With the dominant coverage of 
WSBT-TV you can still reach the 15-county South 
Bend market effectively and economically. And what a 
dream of a market it is . . . 915,000 people with a buy- 
ing income of $1.7 billion! So don’t call your psycho- 
analyst . . . call your Raymer man, he has all the facts 
about the South Bend market, and all the surveys 
showing how WSBT-TV dominates this 3-station 
market with consistent 42% to 48% audience shares. 


WSBI-TV 


Channel! 22 
National Representative 


PaviH.Raymer « 
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Doctor 


MODERN MEDICINE is the one publication that 
covers the entire medical market, that puts your product 
story in the hands of every practicing physician in the U.S. 

MODERN MEDICINE’s circulation is 188,910. It 
reaches 61,588 general practitioners, 105,405 specialists, 
12,048 osteopaths in states allowing unlimited prescribing, 
plus medical libraries, institutions, medical schools, 
interns, and others. 

For 29 years MODERN MEDICINE has been a part 
of the doctor’s life. He regularly relies on its editorial 
material for the latest developments in diagnosis and 
treatment and its advertising for new products and new 
therapies. 

In its new, improved format, MODERN MEDICINE 
is providing an even greater service to the U.S. doctor. 

When the U.S. doctor reads MODERN MEDICINE 
he is thinking about his patients. His mind is on medicine. 


To sell the doctor, to stimulate his action, present your 
product story in MODERN MEDICINE. 


MODERN MEDICINE 4c xz 


84 South 10th Street, Minneapolis 3, Minnesota 


Minneapolis + Chicago « New York + San Francisco + Los Angeles + 


‘Moderne du Canada -« 


In Canada: Modern Medicine of Canada, Médecine 
In Great Britain: Modern Medicine of Great Britain + In Australia: Modern Medicine of Australia 
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CASH IN ON 
THE RESULTS OF 
“ED ALLEN TIME!” 


It’s the successful daytime exercise show for 
women nationally syndicated by the Niles 
organization. Ed helps women trim down on 
his daily half hour program that’s different 
from all other shows of this type. He gets 
exciting ratings! Commands loyal viewership. || 
For details on how you can cash in on sales- | 
building results, contact Sales Manager 
Norm Lindquist at... 


oes | 
\) | 
N | WOW AVAILABLE AT YOUR FAVORITE 00D STORE! 


FRED A. NILES PRODUCTIONS, INC. Mis THE MOST DELICIOUS SAUSAGE YOU'VE EVER TASTED! =e | . 
1058 W. Washington Blvd. ¢ Chicago 7 


In Hollywood: 650 N. Bronson | BIRD FARM SAUSAGE—Bird Provision Co., Pekin, Ill., ran this ad in the 
Seattle Times to promote its Bird Farm pork sausage. The company, 
which markets predominantly in the Midwest, began advertising in 
Washington and Oregon the first 
| of the year. Tull Advertising, 
Peoria, is the agency. 


Kabul OuUS pe gee brant Seen 
even for TEXAS! — seiooo00 rv Pian 


Tacoma, March 28—Douglas Fir 
| Plywood Assn. has called a meet- 
jing of the industry April 26 at 
|Portland to vote on a proposed tv 
| promotion to cost $2,000,000 a year 
| for each of two years (AA, March 
|20). Indications now are that the 
proposal will carry. In that case, 
|the program would start next fall 
‘the Co the association’s agency, 


the Condon division of Cole & 
Weber. 

The tv effort, the first ever un- 
_ dertaken by the plywood indus- 
try, has been laid before manu- 
| facturers in a series of 13 regional 
|industrial meetings. Of the asso- 
| ciation’s 89 member companies, 61 
jindicated at these meetings that 
| they favored the tv promotion; 13 
| were undecided; seven were op- 
| posed; the others were not repre- 
| sented. 
| The promotion would be fi- 
nanced by an assessment on man- 
| ufacturers of 25¢ per 1,000 sq. ft. 
|of plywood produced. It requires 
|approval of 85% of the associa- 


tion’s members. 
] m ef et s Approximately 10% of West 
ie a m V Coast fir plywood is produced by 
F mills which are not members of 
, DALLAS DFPA. These mills would be out- 
side the program, both as to as- 


sessments and also as to consumer 


THE NEW 31/2 MILLION DOLLAR H 


identification, since the tv program 


MW e e would be tied closely to DFPA’s 
OM Vin Ond MN brand and its grade-marking. # 
® 


General Mills’ Cakes Bow 


The move is completed... now the combined staffs of WFAA RADIO & General Mills will introduce its 

° . “7° . new lemon chiffon cake mix, along 
TV are located in the largest and most modern independent facility of its with a peach velvet cream cake 
kind in the world. Everything is new! It is truly a ‘“‘Communications Center’’! recipe and its new Enchantment 


silverware pattern with a three- 
page color ad in The American 
Weekly, Family Weekly, Parade, 


AM - ' This Week Magezine and eight 
FM TV independent supplements April 16. 
WFAA RADIO can now boast production Three large studios fully equipped with 9 Tv advertising will include 21 
dt itti faciliti dt i ie : daytime minutes, plus ‘National 
and transmitting facilities second to Marconi 414” Image Orthicon cameras, Velvet” (NBC) April 16 and 
none. There is four channel stereo, a 


color cameras, a revolutionary Tele-Cine’ “Wyatt Earp” (ABC) April 18 and 
floating sound stage, a battery of all new 5A id rears 25. The peach velvet cream cake 
Ampex tape consoles, Neumann single et mpex videotape recorders, the will be featured in color pages in 
track and stereo disc recording equip- latest intersynch and interswitch equip- May issues of Ladies’ Home Jour- 
‘ e . ‘ nal and Good Housekeeping, spon- 
ment, a special sound effects room and ment, and a $250,000 videotape cruiser sored by the Cling Peach Advisory 
much, much more. that can go anywhere. Board. Batten, Barton, Durstine & 
Osborn is the General Mills agen- 
cy for the promotion. 
You Name I¢-...NFAK-AM-FM-TV CAN PRODUCE IT! | 

‘Hawaiian Line Names Carey 
| Hawaiian Airlines has appointed 
W F A A RADIO—570 ABC - 820 NBC | ign Carey Inc., Honolulu, for ad- 
Remsted ty TELEVISION — CHANNEL 8 ABC | vertising and marketing. The ac- 
|}count was formerly handled by 
fr org See Gevemnteie Radio & Television Services Of The Dallas Morning News Holst & Male, recently purchased 


by McCann-Erickson. 
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Case Histories of Ad Successes Can Give 
Evidence of Ad Effectiveness, Sawyer Says 


St. Louis, March 28—“I some- 
times wonder,” said Bayard E. 
Sawyer, associate publisher of 
Business Week, “if the writers on 
advertising are 
setting up a 
couple of straw 
men so they can 
have some fun 
knocking them 
over, or if they 
are really seri- | 
ous about the) 
ills and the def- | 
icit they pro-| 
claim so vigor- | 
ously.” | 
Bayard E. Sawyer The straw) 

men, he told the | 
St. Louis Advertising Club today, 
provide two favorite topics for the | 
ad trade press: “What’s wrong with | 
media space salesmen?” and “Why | 
don’t publishers provide more | 
proof of advertising effectiveness?” | 

He said publishers would weve | 
had the answers long ago if solu- | 
tions were easy. “However, it is | 
difficult to get the variables in- | 
herent in the situation to stay still | 
long enough to be subjected to| 
measurement and evaluation,” he | 
said. 


| 
® One of the difficulties in ob- | 
taining more evidence of advertis- | 
ing results, he said, is that some | 
advertising is pretty bad, and | 
therefore incapable of generating | 
results or benefits. Another factor | 
is the secrecy some ad people | 
seemed to have about their ad ef- | 
forts and results achieved, he said. 

A third factor is the difficulty of 
separating advertising from its 
partners in the marketing mix. | 
“When you advise a sales manager 
that last year’s sales went up 5% 
as a result of increased advertising 
effort, he wants you to tell “owt 
how much of the gain was due to 
space advertising, how much to di- 
rect mail, to salesmen, to catalogs 
and so forth.” 

A fourth problem in measuring | 
the effectiveness of advertising is 
that the “range of purpose” in ad- 
vertising is so wide that “what is | 
one man’s meaty results may well 
be the next man’s disappointment.” 
He said results in one area might 
have no meaning for users of ad- 
vertising in other areas. 

“The very flexibility that makes 
advertising such a widely used tool 
of business and industry adds to 
the complexity of putting a yard- 
stick on results,” he said. 


= Mr. Sawyer spelled out four 
steps media and advertisers could 
take to help show management 
that advertising is a worth while 
investment; 


e Advertisers can do a better job 
of defining their objectives. 
e Magazines must accept the re- | 

} 


sponsibility of helping get all ad- | 
vertising up to the level of per- | 
formance of the top 25% of the) 


ads they run. 


e Publishers should get better or- 
ganized in collecting result stories 
and become better “packagers” of | 
the material gathered. 

“If we were to take the dollars 
we presently spend in promoting | 
competitive statistics and put them | 
into gathering and disseminating 
advertising result stories, we'd | 
have the problem largely licked,” 
he said. 

Mr. Sawyer suggested that mag- | 
azine associations might properly | 
lead the way in this endeavor. 


e Magazines and all partners in| 
the marketing process must do a| 
better job of fundamental research | 
in ad results. 


| 


s Mr. Sawyer said: “The problem 
is not so much that we do not 
have evidence of advertising re- 
sults, but that we haven’t been | 
too successful in putting the case | 


Runnels Elected Club Head jer. new officers include Christine | Peterson Names Ashby 

Irene B. Runnels, of KBOX, | Millar, Dr. Pepper Co., vp; Mar-| Chas. A. Peterson Co., Cleveland, 
Dallas, has been elected president garet F. Murrell, Erwin Wasey, | processor of edible nuts and pack- 
.,of the newly chartered Dallas-|Ruthrauff & Ryan, secretary; and | ager and distributor of gift items, 
in terms that management will un- Fort Worth chapter of American | Julia Hunter, Lone Star Gas Co.,| has appointed Ashby & Associates, 
derstand and accept.” # Women in Radio & Television. Oth- | treasurer. \Cleveland, to handle its advertising. 
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covering a capital market 


SPRINGFIELD is the capital of Illinois and the sales capital for an eleven-county area in the heart 
of the state. The city and the entire market are covered and sold best by two historic newspapers: 
Illinois State Journal and Illinois State Register. They offer you 100% coverage in Sangamon 
County (Springfield) and 60% in the total trading area. Both newspapers are ideal vehicles for 
test campaigns in a market that’s made to order for testing — prosperous, diversified, stable. 


Pllinais State Journal | ILLINOIS STATE REGISTER 


Mb lili 4, 


»y 15 Hometown Daily Newspapers covering Springfield, Illinois — Northern Illinois — San Diego, 
“THE RING OF TRUTH” ews papers California— and Greater Los Angeles. Served by The Copley Washington Bureau and The 
Copley News Service. REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC 


(NELSON ROBERTS & associates) 
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Costs Less— 
Does More 


An analysis of keyed coupon returns 
covering ten food and transportation 
advertisers using The New York Mirror, 
one other morning paper and three eve- 
ning papers gives this result: 


The Mirror space cost 16.8% of the 
total invested. But The Mirror produced 
21.3% of the total returns — twice as 
many as any one of the evening papers. 


Make 
The Mirror 
a MUSTI 


West Coast Media Men Ponder Collecting 
From Advertisers as Past-Due Lists Grow 


SEATTLE, March 28—A sharp in- 
crease in past-due accounts in 
the past six to 12 months gives 
credit managers of newspapers, ra- 
dio and tv outlets a new challenge 
to work closer with the sales de- 
partment for more profitable sales. 

This was the main point run- 
ning through a meeting of credit 
managers of advertising media at- 
tending the Pacific Northwest 
Conference of Credit Executives 
meeting here earlier this month. 


The lead-off speaker, Erm Fio- 
rillo, at CKNW, New Westminster, 
B. C., radio station, stressed the 
need to create an image of credit 
management similar to that of | 
sales management, with the cred- | 
it manager sitting next to the) 
sales manager “not as a passen-| 
ger but as a co-pilot, which he is.” | 


# Stressing the need for the.credit | 
manager to have a rounded knowl-| 
edge of his medium, including 
promotion, selling, news gathering 
and the writing of commercials, 


Mr. Fiorillo said, “The more a 
credit manager can tell an adver- 
tiser about the services his station 
performs, the more he can in- 
crease advertising.” When a credit 
manager goes out to collect a de- 
linquent account he may open up 
by asking how the last campaign 
worked out and only later talk 
about collections, he added. 

Credit management, Mr. Fiorillo 
said, “means helping to choose a 
better type of account.” 

Discussion at the informal ses- 
sion brought out the existence of 
a slowing down in collections in 
recent months. The credit man- 
ager of a metropolitan daily said 
past-due accounts “have become 
staggering in the past six months.” 
From a daily in a city of 35,000 
the statement was made, “Last 
year we wrote off twice as much 
as in any year in the history of 
our organization.” 


® How the Bellingham Herald, a 
daily with circulation of 20,000, 
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e St. Louis Post-Dispatch 
e East St. Louis Journal 

e Quincy Herald-Whig 

@ Alton Evening Telegraph 


e Southern Illinoisan 
(Carbondale, Herrin, Murphysbero) 


the group. 


5 KEY EVENING 
NEWSPAPERS... 


Foe further information about the St. Louis and 
- filinsis Interurbia Market... write, wire, or call the 
advertising manager of ony of the newspapers in 


Se// the entire Greater St. Louis market through 
the unduplicated circulation of... 


im 


Miss Rotogravure, Miss Rotary, Miss Representation. Well-built girl in bathing 
suit, sure-fire P.R. device. Letters also stand for Mouse Race, which is what 


P.R. is all about. 


Ad Page Exposure —the first and only media measure that counts strictly 
hatched chickens. Specifically, the number of proved face-to-face contacts that 
your ad page makes with the readers of a magazine. Which is what advertising 


is all about. 


Get the full facts fast on APX, from The Saturday Evening Post. 


had tightened its credit work was 
outlined by Noel Morisset, office 
manager, whose responsibilities 
include credit management. 

The most important step, he 
said, was to hold periodic meetings 
of the general manager, the credit 
manager, the advertising manager 
and the sales force to go over 
credit problems. Each commercial 
salesman is given a confidential 
list showing amounts due on an 
age basis. Salesmen, he said, then 


ment. He-added that salesmen 
also come to him before taking ad- 
vertising from slow accounts or 
from new ones where there may 
be some question. 

Mr. Morisset stressed that since 
about one-eighth of the paper’s 
commercial business is with cus- 
tomers who get on the past-due 
list at least once a year, the 
problem is not answered by cut- 
ting off the slow accounts. He ex- 
plained: “We cannot do without 
this marginal business without 
curtailing our operations.” 


e L. R. Foley, of the Seattle 
Post-Intelligencer, chairman of 
the session, observed that his pa- 
per gives salesmen a list of ac- 
counts which are not to be sold 
without an okay from the credit 
manager. The list does not show 
dollar amounts or age of past-due 
bills, but has broughtg“a lot of co- 
operation from salesmen.” He ex- 
plained that in many cases sales- 
men have collected these back 
accounts in order to sell additional 
advertising. 


= George Bradley, credit manager 
of Pacific Press Ltd., Vancouver, 
B. C., which handles the business 
|side of the city’s two competing 
| dailies, the Province and the Sun, 
said that the credit manager’s 
staff “must be better salesmen 
than the salesmen themselves; we 
have to go out and collect the 
money, perhaps already 60 days 
past due, and still keep the cus- 
tomer.” 

As one device to aid in collec- 
tions, Mr. Bradley cited use of a 
|series of four printed follow-up 
,appeals keyed to four self-ad- 
|dressed reply envelopes and a 
short statement of the amount 
|due. These are used primarily on 
monthly classified and display ac- 
counts, but not on transient ad- 
vertising. 

The first says, “Just a remind- 
er.” The second is _ headlined, 
“Please.” The third is headed 
“Let’s stay friends!” and asks for 
settlement within the next week. 
The final one says, “We have a 
|decision to make,” and adds that 
“unless payment is received with- 
in 10 days more drastic action will 
| be taken.” 

Results, he added, have been ex- 
| cellent. In four months of use, re- 
plies have been received from 76% 
and checks from 56%. 


= 


Allen, de St. Maurice 

Adds One; Names Wildman 

_ Optical Coating Laboratories, 
| Santa Rosa, Cal., producer of vac- 
|uum-deposited thin films, has 
{named Allen, de St. Maurice & 
| Spitz, San Francisco, to handle its 
advertising. The agency has also 
appointed Bill Wildman, formerly 
in the general promotion depart- 
ment of the San Francisco Ex- 
|aminer, a copywriter and public 
relations director. 


‘Candlepin Bowler’ Bows 
Candlepin Bowler, a monthly 
devoted to candlepin bowling, has 
begun publication at 165 Salem 
St., Malden, Mass. The first issue 
March 10, with an initial: run of 
12,000 copies, was distributed to 
the New England states, the mari- 
time provinces of Canada, portions 
of Ohio and California. Marvin T 
Silverstein is editor and publisher; 
J. Burton Conlin is director of ad- 
vertising and public relations. 


can see the problem of manage- | 


How good a measure of a 

publication’s usefulness is 

the fact that businessmen 
will pay for it? 


In many respects, it’s probably 
the most concrete evidence you 
can find. 

From the advertiser’s stand- 
point, the very act of paying 
for a subscription represents an 
active interest in the publica- 
tion and its field, plus a tangible 
expression of an intent to read. 

And interest and intent, taken 
together, indicate acceptance of 
the editorial quality the reader 
is buying. 

For editorial quality must be 
the ultimate criterion. No one 
can be expected to read a busi- 
ness publication that does not 
serve his needs, let alone pay 
for the privilege of doing so. 
For this reason, on the mast- 
head in each issue of our publi- 
cations, we offer to refund to 
the subscriber the unexpired 
portion of his subscription pay- 
ment if the editorial content 
doesn’t meet with his continu- 
ing satisfaction. 

Because of our deep concern 
for constant editorial improve- 
ment, we maintain, among 
other things, one of the most 
extensive networks of business 
and engineering correspondents 
around the world. We require 
one of the largest Washington 
news bureaus of any business 
publisher . . . employ twice as 
many editors as advertising 
salesmen . . . pioneered a cen- 
tralized Department of Eco- 
nomics . . . and invest in con- 
stant, detailed editorial training 
and retraining programs. 

We know these extra editorial 
efforts are worth-while because 
key businessmen pay over 
$6,000,000 annually to read our 
publications. They are men 
with buying influence . . . who 
are literally paying to reach 
you when you advertise in Mc- 
Graw-Hill publications. 


@ McGraw-Hill 


McGRAW-HILL PUBLISHING CO., INC, 
330 WEST 42nd STREET, NEW YORK 36 


PUBLICATIONS 


More than a million key men in business and in- 
dustry pay to read McGraw-Hill publications. 
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One measure of a publication’s usefulness is the fact that 
businessmen will pay for it. McGraw-Hill publications 
are selected and bought by over a million key men 


in industry who want the best in editorial service. 
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Powell Crosley, 
Radio Pioneer, 
Is Dead at 74 


CINCINNATI, March 28—Powell 
Crosley Jr., 74, radio pioneer who 
became one of the giants of the in- | 
dustry, died of a heart attack to- 
day at his home in suburban Col- 
lege Hill. 

The son of a Cincinnati attorney, 
Mr. Crosley, after graduation from 
the Ohio Military Institute here, 
enrolled in the University of Cin- 
cinnati college of engineering, but 
latter transferred to the college of 
law. But his primary interest. was 
in automobiles. 

He sold automobiles for an In-| 
dianapolis agency, and he became 
editor of Motor Vehicle, a maga- 
zine which reported news about 
automobile touring events. 

Returning to Cincinnati, Mr. 
Crosley served as local representa- 
tive for several specialty advertis- | 
ing companies, and then started his | 
own automotive accessory business 
which he rapidly developed into a} 
$1,000,000 enterprise. As a winter- | 
time sideline, he manufactured a} 
line of phonographs, but his major 
success as a man with a “Midas| 
touch” began in 1921, when his| 
nine-year-old son asked him to buy | 
a radio receiving set. | 

| 
s Finding that the primitive sets | 
then available cost $119, Mr. Cros- | 
ley purchased a 25¢ instruction | 
book and built a 20-watt set at a| 
cost of less than $20. Realizing the 
profit potential in such an inex-| 
pensive radio set, he began the 
manufacture, but soon learned that | 
volume sales were being hampered 
because of the few stations then | 
airing programs in the greater Cin- | 
cinnati area. 

To help correct this deficiency, 
Mr. Crosley built a primitive trans- 


|named a director of International 


‘LEONARD SAWVEL 


‘served a number of selected ac-! 
'counts for H. L. Mitchell & Asso- @& 
ciates, San Marino, Cal; ~publish=" 


ers’ representatives. He had been 
a Los Angeles resident for the 
last 25 years. 


JOSEPH P. DUCHAINE 


New BeprorD, MAss., March 29 
—Joseph P. Duchaine, 58, presi- 
dent of Bay State Broadcasting Co., 
operator of radio station WBSM 
here, died March 23 of a heart at- 
tack. 

He was also head of the My 
Bread Baking Co. and president 
of the Quality Bakers of America, 
a nationwide organization of large 
bakeries. 


CLARKE SALMON JR. 


New Or LEANS, March 28—Clarke 
Salmon Jr., chairman of the board 
of Bauerlein Inc., advertising and 
public relations agency, died on 
March 26 at Ochsner Foundation 
Hospital here. He was 38. 

Mr. Salmon had served as board 
chairman since March, 1959, fol- 
lowing the death of his father, 
Clarke Salmon Sr., who had served 
as president of the agency since 
1941. 

He joined Bauerlein Inc. in 1945 
as an account executive and later 
was made a vp. 


# A native of New Orleans, Mr. 
Salmon was prominent in New 
Orleans civic work and had been 


Trade Mart only a week before his 
death. He also had served as sec- 
retary of the Greater New Orleans 
Cancer Assn. and as a director of 
the Red Cross chapter in New 
Orleans. 

During World War II, he served 
as a captain in the 45th infantry 
division in Africa and Europe. 


CRANFORD, N. J.. March 27— 


Advertising Age, April 3, 1961 


ra tee” ahis 


<& ALLIS-CHALMERS 


fuel cell 


mDEMONSTRATION KIT 


Bachelder Murphy 

DEMONSTRATION—As part of his talk to the NBP 
meeting in Palm Springs, James W. Murphy, man- 
ager of the industries group advertising department, 
Allis-Chalmers Mfg. Co., demonstrated the first 
mass-produced fuel cell, which generates usable 
electric current by changing chemical energy direct- 


‘bl Revenues of 
Business Papers 
to Rise, NBP Tol 


(Continued from Page 3) 
don award for specialized business- 
communication research-—_was of- 
ficially unveiled at the meeting. It 


Hartford Gagney 
ly into electrical energy. Seeking more data after 
his talk are Arthur H. Dix, Conover-Mast Publica- 
tions; Dr. Joseph E. Bachelder, Industrial Advertis- 
ing Research Institute; Robert L. Hartford, Penton 
Publishing Co.; and Richard A. Gagney, Construc- 
tion Equipment. 


Adman inthe News ... Marshall Haywood Jr. 


Marshall (Bud) Haywood Jr.,;publisher of four business papers 
the new chairman of National|and a printer of 12 others, Bud has 
Business Publications, describes |a double interest in the future of 
|himself as a “spitback,” and NBP | the business press, which he sees 
\members who ‘as a very bright one. 
recall how he The day of the small publisher, 
was taken ill at with one or two relatively small 
|last year’s NBP books, is about over, he believes, 
|meeting in Boca principally because he does not see 
Raton and hov- how these publishers can support 


jered at death’s the kind of market research and 
door for weeks 


mitter in his College Hill home, | 

over which he repeatedly aired the | Leonard Franklin Sawvel, 77, for- | is designed to stimulate exceptional 
record, “Song of India.” When he|™er owner and publisher of the| programs of research by business 
began receiving postcards from lis- old Elizabeth Evening Times, died| publications and is open to any 
teners up to 100 miles away, he|here March 25 after a six-month | publisher of such publications, pro- 


was not long in deciding that both | illness. | vided they are audited by an es-| 


library service which business will 
increasingly expect from business 
publishers. 

But otherwise, Bud Haywood be- 
lieves that impressive strides can 


|will know what 
he means. 

“T went over 
the line not 


the manufacturer of radio receiv-| Mr. Sawvel worked as a reporter 
ing sets and broadcasting of radio | and city editor for newspapers in 
programs could be equally profit- Pittsburgh, Cleveland and Youngs- 
able. town before buying a daily news- 

Soon thereafter the call letters,| paper in Waukegan, Ill. He also 
WLW, were assigned to this sta-| founded the national magazine of 
tion, and Mr. Crosley’s future busi- | the Loyal Order of Moose. 
ness success was assured. Later, 
this success was further developed | ARIK NEPO 

NEw YorK, March 27—Arik 


by the manufacture of low cost 
electric refrigerators and related | Nepo, 48, advertising and fashion | 
| photographer, died here March 23 | 


products for home use. 


He sold both this manufacturing of a heart attack. Mr. Nepo, a part- 
business and his highly successful | ner in Nepo-Nuss Studio, did pho- | 
radio station in 1946 to Avco Corp.| tography for the Salem cigaret 
for a reported $22,000,000. | campaign. Other clients included | 
| Pan-American Airways, Palmolive 
s Mr. Crosley’s one major failure |Soap and Cadillac cars. # 
as a manufacturing tycoon was his 
effort in 1939 to manufacture a| 
small size and inexpensive auto-| 
mobile, named the Crosley. 

After 13 years and the expendi- | 
ture of $14,000,000, he gave up the 
effort in 1952, when he sold the 
dies and other tangibles to General 
Tire & Rubber Co. of Akron. 

Another major activity from| 
which Mr. Crosley reportedly nev- 
er made money, but from which he 
derived immense satisfaction, was 
his ownership of the Cincinnati 
Reds, oldest team in the National 
League. He purchased the franchise 
in 1934, and had since steadfastly 
refused a number of highly profit- 
able offers from syndicates in oth- 
er cities. 


Te - Sa ~~ Bra 
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HARRY R. TERHUNE 


Los ANGELEs, March 28—Harry 
R. Terhune, 83, veteran advertis- 
ing representative for business 
publications, died March 24 in St. 
John’s Hospital, Santa Monica. _ 

Mr. Terhune was an advertising 
representative for Chilton Co. and 
other publishers for many years. 
For the past few years, although | 
he was in semi-retirement, he| 


tional Business Publications, gets 


GETS REWARD—Louis J. Perrottet (right), retiring chairman of Na- 


P. M. Fahrendorf, Chilton Co., former NBP chairman. 


tablished auditing organization, per but — 
whether the publisher is an NBP|~ UC SAYS: AD~ 
member or not. | parently nobody 


; ; jon the other side wanted me yet 
Only one award will be given | reid 
each year, provided the jury ro | 80 they threw me back. Now I’m 


| ° $ 2 
lieves an entry is deserving of the parabens that they're not going to 


: ; |take me until I accomplish what- 
eg Ae cag age ne ten yar | ever it is I was put on earth to ac- 
= eee ertising MeN | complish. I don’t know what it is, 
and Pierre Salinger, President |}, t when I find out, I’ : 
Kennedy’s press secretary, and Ed- | ae WEES TRS Ah, 5 Oe See 

=e an you blame 


| to do it for a while. C 
me, I’m having too much fun.” 


Marshall Haywood Jr. 


ward R. Murrow, director of the | 
U.S. Information Agency, among | 
others. . A third generation representa- 
Entries for the first award must |tive of the Haywood family in 
be submitted by the end of this | printing and publishing, Bud Hay- 
year. Details may be secured from | wood joined the family business in 
National Business Publications, | Lafayette, Ind., in 1934, after a 
1913 Eye St. N. W., Washington 6. | year at the University of Califor- 
inia and a couple of years at 
| Princeton. He recalls that his days 
at Princeton resulted from being a 
member of the freshman crew at 
UofC which rowed at Poughkeep- 
|sie; somehow, Bud never got back 
|to Berkeley. 

He worked in the family print- 
jing plant until 1942, when he 
| joined the ninth armored division, 
| going in as a lieutenant and emerg- 
|ing as a major late in 1945. 
| Returning from the war, Bud 
|moved from Lafayette to Chicago, 
joining the publishing company 
|which is one of three subsidiaries 
|of Haywood Printing Co., the oth- 
jers being an engraving plant and 
\a tag printing plant in Lafayette. 
|His father, who headed the com- 
pany, was in poor health, and Bud 
took over in time to succeed him 
j}upon his death. 
| s Haywood Publishing Co. was one 
of the charter members of NBP 

when the organization was found- 
'ed in 1948, and Bud was one of the 
|original members of the bvard. 
| Since then he has served on prac- 
tically every NBP committee, and 
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a token of members’ esteem at a 


be expected for the business press 
as the need for this kind of spe- 
| cialized information service grows, 
|and he hopes he and NBP can con- 
\tribute substantially to that growth. 


|@ He foresees important advances 
|in printing and publishing technol- 
| ogy as one important means of im- 
|proving publications and keeping 
| costs down and reports, incidental- 
| ly, that his own company is experi- 
|menting with wrap-around letter 
| press plates which look extremely 
|promising and which enable letter 
|press printing to be done quickly 
and economically on a coverted 
| offset press. 

| NBP has already made notable 
| strides in the necessary job of em- 
phasizing the importance of the 
|business press to the country’s top 
| business management through such 
|operations as the annual Silver 
Quill award and dinner, and the 
production and distribution of “The 
|Sourcebook of Specialized Mar- 
kets.” These activities should be 
|continued and perhaps extended, 
he believes. 


= On other fronts, he feels strong- 
\ly that the business press needs 
better promotion and selling, and 
that the editorial product must 
‘continually be improved. “Our edi- 
tors must not only be experts able 
and willing to discuss all sides of 
important issues,” he says. “They 
|must also be willing to take sides 
|—to be leaders and spokesmen for 
| their industries. 

“They are doing more and more 
|of this. Our products are being re- 
fined and improved in every way. 
There is plenty of room for prog- 
ress, of course, but I think we can 
\look forward with complete con- 
\fidence to continued service to 


banquet of the organization in Palm Springs. Making the award is | moves up to the chairmanship from | business and industry on an in- 
the post of vice-chairman. As aj|creasingly effective scale.” = 
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@TRUE TEMPER. = 


PRODUCT OMNIBUS—True Temper 
Corp., Cleveland, will run a new 
all-division series of page ads ev- 
ery fourth week in Time during 
spring and summer, starting with 


the March 24 issue. Fuller &| i 


Smith & Ross is the agency. 


Canadian Retailers 


Seek Ban on Stamps 


MONTREAL, March 28—A clear 
cut ban on trading stamps was | 


demanded of Prime Minister Dief- | 


enbaker and his Cabinet last week 
by the Canadian Retail Merchants 
Assn., and the government was re- 
ported to be sympathetic to the 
urgings. 


D. A. Gilbert of Toronto, gen-| 


eral manager of the association, 
said a brief presented to the Prime 
Minister, Trade Minister, and Jus- 
tice Minister was given “an ex- 
cellent reception,” and the minis- 
ters seemed sympathetic. 


s The Prime Minister told the} 
delegation the brief was impres- | 


sive, Mr. Gilbert said at a press 
conference after the hour-long 
session with the Cabinet. 

In addition to the 28-page brief, 
the association presented the Cab- 
inet with newspaper advertise- 
ments by chain grocery stores and 
other retailers which claim the 
premiums offered for stamps are 
free gifts. + 


American Management Assn. 
Sets European Operation 

The International Management 
Assn., a division of the American 
Management Assn., will launch a 
European operation in Brussels on 
Sept. 1. The IMA management cen- 
ter, to be located at 62 Rue Royale, 
will have facilities for the handling 
of groups of 80 to 100 persons in 
simultaneous meetings. There will 
be simultaneous translation of ses- 
sions in English, French, German 
and Italian. 

In announcing the move, Fred- 
eric E. Pamp Jr., president of IMA, 
noted the “steady increase in AMA 
members in Europe.” The asso- 
ciation now has more than 2,000 
foreign members. One of the first 
sessions scheduled for Brussels is 
a course for chief executive offi- 
cers of European companies, to be 
conducted by Lawrence A. Appley, 
president of the AMA, with a group 
of five presidents of U. S. corpora- 
tions. Milton L. Rusk, who has 
been general manager of the 
IMA division in New York for the | 
past two years, has been named) 
general manager of the European 
center. 


Northern Electric Sets Push 

Northern Electric Co., Chicago, | 
will use more magazines for its| 
advertising this year than any| 
time in the past. A total of five | 
consumer magazines and 16 busi- | 
ness publications will be used by 
the company this year, and Vogue | 
will be used for the first time. | 
Stern, Walters & Simmons, Chi- | 
cago, is the agency. 


readers wrote for extra copies 
of this supplement last year! 


Get this extra bonus circulation...added impact...longer 
use-life...in this year’s Semiconductor Supplement in 
the June, 1961, issue of ELECTRICAL DESIGN NEWS 


This is the circuit design engineers’ “who” and “where” reference on 
semiconductor devices...the most complete, most comprehensive, most 
up-to-date. 


It contains: Semiconductor products, by manufacturer, charted -» Names of all 
producers by type of product + All transistors listed in alpha-numeric order, 
with performance data +» Military approved versions are indicated + A crystal 
diode locator chart, with 12 classes of service and 5 performance ratings - 
A Zener diode selector chart, listing Zeners by voltages and EIA type numbers 


rapes i » Exclusive? Yes! Reliable? Sure — it’s verified by the nearly 100 cooperating 
+ Aaagbgeiste manufacturers. 
OEM MARKETS = . . 7 
stant wivn Ee Advertising produces results in this kind of company. Get the bonus sell- 
ADAPTABLE ing exposure offered by the 1961 Semiconductor Special Supplement in the 
DESIGN June Electrical Design News... another feature of the magazine of adaptable 
E> IDEAS , am design ideas. 
is Remember... your ad in this EDN Special Supplement talks circuit design 


language with more than 40,000 specifying electronic design engineers! 
Closing Date: May 1 


EDN 


Rogers Publishing Company 


A SUBSIDIARY OF CAHNERS PUBLISHING COMPANY, INC. 


BOSTON « NEW YORK « PHILADELPHIA « PITTSBURGH + CLEVELAND « DETROIT + CHICAGO « DENVER « LOS ANGELES 
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SHOWCASE—Lever Bros. has redesigned the package of its Silver Dust 
detergent as a showcase for new premiums packed in the box—Can- 
non bath towels, dish towels and face cloths. The packages are in 
ioe four colors. 


Ads Helped Retailers 
to Make Business 
Decisions, ABP Finds 


x r 
Yee comet” 


Now Whitecing Power 


ARR I Re ORE, 
quarters of the Brand Names 

What they see on |Council’s “Retailer of the Year” 

award winners report that adver- 
tising has helped them to make 
business decisions. 

This was indicated by a survey 
of the use to which business pub- 
lications were put by members 
of the retail advisory committee 
of the Brand Names Council. The 
retail advisory council is composed 
| of all recipients of the “Retailer of 
the Year” awards since the incep- 
tion of the annual competition. 

The survey—reported by the 
| merchandising papers committee 
| of Associated Business Publications 
|at a meeting of the council’s ex- 
|ecutive committee—was based on 
|478 completed questionnaires, a 
|return of 84% from the 572 mem- 
| bers polled. 


# A total of 466 (97.5%) said they 
read business publications regular- 
ly. Of these regular readers, 460 
(98.7%) answered “yes” to the 

| question: “Do you ever read ad- 

| vertising in any of them?” 

Of the regulars, 76.5% said they 
made a point of reading advertis- 

ling, while 79.6% (366) reported 
| that advertising had helped them 

| to make business decisions. 

| In addition, 70% said that ad- 
'vertising had led them to take 
|}some direct action, such as the 
| buying of new items and lines, re- 
|modeling stores, the ordering of 
store display material and sales 
aids, and the general promotion of 
advertised brands. + 


| Smith, Kline & French Issues 


You won't find a better showcase 
for your product in the Johnstown- 
Altoona Market than WJAC-TV. Both 
ARB and Nielsen rate WJAC-TV the 
Number One station in this area. 
But event more significant than 
statistics are sales _ results--and 
happy advertisers, in every prod- |New Medical Magazine 

uct category, attest to the sell- | Smith, Kline & French Labora- 
ing power of WJAC-TV. Why not put | tories has released the first issue 
your advertising on the station that of its new monthly publication, 
turns statistics into sales! “Consultant,” which is being 


mailed to practicing physicians 
For Complete Details, Contact: throughout the U. S. The maga- 
’ 
AND PARSONS, INC. 


Burdick & Becker Publications, 
New York, will carry only prod- 

New York Boston Chicago Detroit 

Atlanta Los Angeles Son Francisco 


uct advertising of Smith, Kline & 
| French. It also will contain 10 
short articles each month to be 
written by leading medical experts 
in various medical specialties. 


KWRY Seeks More Power 

KWKY, Des Moines radio sta- | 
tion, has asked the Federal Com-| 
munications Commission for au- | 
thority to increase its power from | 
1,000 to 5,000 watts, and Tedesco | 
Inc., which recently purchased the | 
station from General Broadcasting | 
Services, said expansion plans in-| 
clude doubling the personnel. Wal- | 
ter Martel, formerly sales manag- 
er of KCUE, Red Wing, Minn., is 
| new station manager. 


SERVING MILLIONS FR aM 
ty ATOP THE ALLE& 
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New York, March 28—Three-|, 


|Goodyear, Brockton Will 

Unite in Golf Shoe Push 
Goodyear Tire & Rubber Co. 
|and Brockton Footwear Inc. will 
|cooperate in a campaign for Ben 
|Hogan golf shoes with Neolite 
|Flex soles. The April 3 issue of 
Sports Illustrated will carry a 
page ad for Goodyear’s shoe di- 
vision, and a two-thirds facing 
page will feature an illustration of 
the shoes and Ben Hogan. 

A total of 20,000 mailing pieces 
will be made from the ads and 
will be sent to shoe manufactur- 
ers, jobbers, jobber salesmen and 
repair shops. Compton Advertis- 
ing, New York, is Goodyear’s 
agency; Mogul Williams & Saylor, 
New York, handles Brockton. 


UBA Expands Services 

United Breweries of America, a 
marketing and advertising group 
of independent breweries, has ex- 
panded its services to the fields of 
sales training and merchandising 
and has established two new de- 
partments to handle these pro- 
grams. Merchandising and sales 
training men will travel to UBA 
breweries on a regular schedule 
and develop a coordinated indi- 
vidual program for each of the 
members. 


Playboy’ Boosts Ad Rates 

Playboy has announced increas- 
es in circulation guarantee and 
advertising rates for the second 
time this year. Effective w ‘> the 
September issue, the circuia. 9n 
guarantee will be boosted from 1,- 
050,000 to 1,150,000, and the b&w 
one-time page rate will increase 
from $6,500 to $7,100. All adver- 
tising contracts received up to 
May 1 for space through the De- 
cember issue will not be affected 
by the rate changes. 


Quaker Boosts MacKenzie 

Quaker Oats Co., Chicago, has 
appointed David O. MacKenzie ad- 
vertising manager for corn goods 
and Flako products. Mr. MacKen- 
zie was formerly assistant trade 
promotion manager for the same 
products. 


BRUNSWICK 


L'AUTHENTIQUE N° 1 DU BOWLING MONDIAL : BIENTOT EN rapeers Te | 


| EUROPE ouvre ses portes 
a suthertique 9°! du Bowkng monde! BAUNSWICK 


americames 1960 ont ee dusputtes sur des 
S 


~~ ee 

08 propretawes 

de bowiings ecriver nous 
10 rue Bellin Pars 16° 
ou telepnoner nous 4 

Ki fber 28.68 


BRUNSWICK. PREMIER EN QUALITE leader w 
techn que dy Bowling aylomatque ( trues es 


WINNER A LA FRANCAIS—Brunswick Corp.’s first bowling ad in French 

newspapers was named the “best ad of the month” for January by 

Pavois de la Publicite, French advertising association. Sodico, Mc- 
Cann-Erickson affiliate in Paris, prepared the ad. 


McCormick's Shifts to Lovick 

McCormick’s Ltd., London, Ont., 
manufacturer of biscuits and con- 
fectionery, has moved its adver- 
tising account from Spitzer, Mills 
& Bates to James Lovick & Co., 
Toronto. The account is estimated 
to bill $200,000 a year. 


MCA-TV Sells ‘Staccato’ 
MCA-TV, New York, has be- 
gun syndication of “Staccato,” a 
series of 27 half-hour shows star- 
ring John Cassavetes as a jazz 
pianist turned private investigator. 
The series was seen formerly on 


ABC, and, before that, on NBC. 


- HUB OF AN ISOLATED 
TRI-STATE MARKET 


Qualifies as a Major Midwest Test Market 


The industrial city of Quincy, center of a rich 
agricultural, grain, dairy, and stock-raising sec- 
tion. 19 counties of west-central IIlinois, northeast 
Missouri, southwest lowa. Hub of 330,000 retail 
market area. Important wholesale distribution 
point. Excellent merchandising support of national 
schedules. 


ONE NEWSPAPER WIDE 
Member St. Louis and Illinois Interurbia Group. 


THE QUINCY HERALD-WHIG 


HAL CULP, Advertising Manager - Phone BA 3-5100 


“*Represented by the John Budd Co.”’ 


50,111 asc CITY ZONE POPULATION 


Ulcer Started Seeping. The passive distress signal, usually flashed in mid-meet- 
ing. Contrasts with the active signal, S.0.S.—Step Out Side. 


@ fe 


Ad Page Exposure—the first and only media measure that tells you what happens 
to your battled-through advertising page. Who sees it and how often. The 
measure that takes the ulcer out of media decisions. 


Get the APX facts in a flash from The Saturday Evening Post. 
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SOMETHING MISSING ... 


... (like California without the Billion-Dollar Valley of the Bees). Perhaps you're serving up a terrific advertis- 
ing campaign elsewhere in California, but you’re empty-handed as far as the 27 prosperous counties of inland 
California are concerned unless you're using the McClatchy Bees. No other newspapers reach this important 
California market in depth. And McClatchy offers you 3 discount plans.° 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


*McClatchy gives national advertisers discounts on bulk . . . frequency 
... orf combined bulk-frequency. Check O’Mara & Ormsbee for details, 


Data Source: Sales Management’s 1960 Copyrighted Survey 
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HEUBLEIN COCKTAILS «=. ee 


| IT’S HERE—Television star Tom Pos- 

|ton is the spokesman for the 25¢ 

martini in this Heublein ad, sched- 
uled for the April 21 Life. 


‘Heublein Doubles 
Ad Budget for Its 
Pre-Mixed Cocktails 


HARTFORD, March 28—Eight 
months after launching its re- 
vamped line of ready-to-serve 
cocktails, Heublein Inc. has boosted 
its ad budget for the product line 
from $500,000 to $1,000,000. 

A beefed-up newspaper schedule 
will take a big slice of the $800,- 
000 space appropriation, while dis- 
play, merchandising and other pro- 
motion will take up $200,000. 

The media schedule has been re- 
vised to follow more nearly the 
pattern set for Heublein’s leading 
product, Smirnoff vodka, according 
to Morton Freund, exec vp of Law- 
rence C. Gumbinner Advertising. 
Basically, the plan is to concentrate 
on mass publications. For the new 
campaign, four insertions have 
been scheduled for Life, and pres- 
ent intentions are to “go from 
there.” The insertions are four-col- 
or pages. 

The new phase of the campaign 
features a slightly altered copy 
theme. To the old catchline, “What 
this country needs is a good 25¢ 
martini,” has been added Heub- 
lein’s answer .. “It’s here!” The 
new copy then spelis out five ap- 
peals—economy, taste, quality, 
status and convenience. 


= Heublein was promoted to boost 
its budget because of the success of 
its eight-months-long campaign. 
Sales in this period were 153,000 
cases, compared with 107,000 dur- 
ing the same period a year ago. 
This is an increase of 40%, while 
sales in the past two months have 
been 100% above the same months 
last year. 

The new line now boasts two 
types of cocktails, vodka sour and 
gin sour, bringing the range to ten 
drinks. + 


Northam Warren Sets TV 
Drive tor Odo-Ro-No 

Northam Warren Corp., Stam- 
ford, Conn., will promote its Odo- 
Ro-No deodorants on television 
for the first time in its history. 
Odo-Ro-No is participating, start- 
ing March 27, in nine ABC-TV 
daytime network shows. The cam- 
paign, featuring a new Adjusta- 
roll, billed as the first roll-on 
with an adjustable collar, also ap- 
pears in Good Housekeeping, La- 
dies’ Home Journal, Photoplay and 
True Story via four-color pages 
and fractional b&w pages. 

The Odo-Ro-No 1961 ad budget 
ranges from $500,000 to $1,000,000. 
Ellington & Co., New York, is the 
agency. 


Dennison Opens Shop 


John Dennison & Associates, a 
| creative service, has opened at 30 
| N. La Salle St., Chicago. Mr. Den- 
jnison had been doing free lance 
|ereative work since leaving John 
| W. Shaw Advertising about a year 
| ago 


Times-Mirror Revenues 


The Times-Mirror Co., Los An- 
|geles, has reported consolidated 
revenue in 1960 came to $112,- 
560,118, compared with $97,672,- 


| 928 in 1959. The bulk of the in- 
») | crease came from sales of the New 
4 American Library of World Liter- 


atures. Although merged on June 
2, 1960, full year sales of the pa- 
perback book publishing subsidi- 
| ary were included in 1960 results 
| through a pooling of interests ar- 
| rangement, according to the com- 
| pany’s annual report. Consolidated 
|net profits in 1960 were $4,617,- 
| 628, compared with $4,800,196 the 
previous year. 

In its diversification program, 
Times-Mirror Co., in the past year, 
has entered book publishing, roto- 
gravure printing and bookbinding. 
Its other activities include news- 
paper publishing, television broad- 
casting, commercial printing, paper 
manufacturing and real estate and 
securities investments. 


iT! 


KELO-LAND TV 


swamps America’s 103-County 
Market every hour, every day! 


LIKE THIS! Homes reached Monday 
thru Friday, 6 p.m. to midnight.* 
KELO-LAND TV 47,800. Others 10,900. 


LIKE THIS! Homes reached Sunday, 
6 p.m. to 10 p.m.* KELO-LAND TV 
60,500. Others 19,500. 


LIKE THIS! Metro area share Satur- 
day, 6 p.m. to midnight.* KELO-LAND 
TV 76.1. Others 23.9. 


*ARB Tv Audience Report, Nov. 1960 


No other tv medium gets into this 
market like the interconnected hook- 
up that’s already in—solid! 


CBS © ABC 


KEL@ LAND 


KELO-tv SIOUX FALLS; and boosters 
KDLO-tv Aberdeen, Huron, Watertown 
KPLO-tv Pierre, Valentine, Chamberlain 


JOE FLOYD, President 
Larry Bentson, Vice-Pres. - Evans Nord, Gen. Mgr. 


Represented nationally by H-R 
in Minneapolis by Wayne Evans & Associctes 


meg Vi/DCO] 


Midcontinent Broadcasting Group 


KELO-LAND/tv and radio Sioux Folls, $. D.; 
WLOL/am, fm Minneapolis-St. Poul; WKOW/am 
and tv Madison, Wis.; KSO radio Des Moines 
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$21,300,0 
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(Continued from Page 
rently spending $100,000 
de Garmo Inc., New York, 
mote its European and Mid 
services. 


# The airline business is q 
ferent from the cake mix | 
In cake mixes, it is theo 
possible for any produce! 
come top dog by out-m 
competitors. In the airline 
is literally impossible for 
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MISSION ACCOMPLISHED—On 
most successful airline ca 
of 1960 was the introductic 
India as a transatlantic 
The agency, Van Brunt & 
used the campaign as a tes 
for its services. 


such as Irish Air Lines 
take Pan Am or British | 
Airways Corp.—no mat 
much it spends or how sh 
marketing strategy. 

The reason, of course, 
carriers are bound by 
agreements on where they 
A country which grants 
rights to the airline of 
country gets reciprocal 
Thus, Pan American an 
World Airlines can fly Ne 
to-Paris in return for Air 
right to land in the U. S. I 


AIRLINE 
PAN AMERICAN ... . 


BOS occ ccccces: 


KLM ROYAL DUTCH 


AIR FRANCE ..... 


LUFTHANSA ..... 


SABENA ........ 


(All figures estimated 
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$21,300,000 in Ads to 
Back Overseas Flights 


(Continued from Page 3) BOAC out of the U. S., you must 
rently spending $100,000 through | go to London or another United 
de Garmo Inc., New York, to pro- Kingdom point—you cannot fly 
mote its European and Middle East | BOAC direct to Paris. Similarly, if 
services. ‘ | you choose Air France, you go to 

., |Paris. If BOAC were allowed to 
s The airline business is quite dif- | fly New York-to-Paris, Air France 
ferent from the cake mix business. would have to be given the right 


.|market because of the cartel-like 


rules of the International Air 
Transport Assn. IATA members— 
and all leading carriers belong to 
IATA—must charge the same fares, 
to the penny. (El Al Israel made a 
point of this price uniformity in 
recent ads, and a few days later 
Air India retorted with the mes- 
sage: “You may pay the same, but 
only Air India treats you like a 
maharajah.”) 


® The quarrels within IATA have 
been well publicized. The Ameri- 


In cake mixes, it is theoretically | 
possible for any producer to be- 
come top dog by out-marketing | 
competitors. In the airline field, it | 
is literally impossible for a carrier 


sr er ftneess 
MISSION ACCOMPLISHED—One of the| 
most successful airline campaigns 
of 1960 was the introduction of Air 
India as a transatlantic carrier. 
The agency, Van Brunt & Co., has 
used the campaign as a testimonial 
for its services. 


such as Irish Air Lines to over- 
take Pan Am or British Overseas 
Airways Corp.—no matter how 
much it spends or how shrewd its 
marketing strategy. 


to fly New York-to-London. 


e And this is the way it goes 
throughout the airline business. 
This is why you see Swissair de- 
claiming the beauties of Switzer- 
land and pointing out, as it did last 
year, that the way to see Europe 
is to go to Switzerland first and 
make this country your headquar- 
ters, flitting to Italy, then to France 
and then to Germany. Swissair has 
no option. Its flights do not touch 
down in London or Paris. 

These political conditions nat- 


| urally work in favor of the two 


U. S. carriers, notably Pan Am, 
since they are granted the recip- 
rocal landing rights in countries 
which have airlines flying to the 
U. S. Pan American thus starts off 
with a built-in advantage in hav- 
ing more flights to Europe (48 a 
week currently) than any other 
airline—and it makes the most of 
this advantage in its advertising. 


s Despite this advantage, the two 
American carriers have been los- 
ing ground to the foreign lines. 
Ten years ago Pan Am and TWA 
accounted for about 70% of the 
transatlantic traffic. Today, their 
share is down to about 40%. The 
most remarkable change in rank- 
ing has been the 1959-’60 surge of 


BOAC, which vaulted ahead of |™ 


TWA into second place. 

In 1960, BOAC carried 123,568 
eastbound passengers across the 
Atlantic, a shade ahead of TWA’s 
116,303. Pan American, with 171,- 


can carriers supposedly have been 
lobbying for years to get fares 
reduced—against the opposition of 
most of the foreign carriers, which 
do not enjoy the huge traffic vol- 
ume of TWA and Pan Am. At any 
rate, fares have come down some- 
what. New York-to-London round- 
trip is now $486, which is only 
$50 more than the roundtrip sea 
fare. More travelers now fly the 
Atlantic than sail it. 


s In the opinion of many observ- 
ers, fares are still too high. It 
costs more than twice as much 


The reason, of course, is that|912 eastbound passengers, re- 
carriers are bound by bilateral| mained far ahead of the field. Be- 
agreements on where they can fly. |hind TWA came KLM Royal Dutch 
A country which grants landing | Airlines (72,697), Scandinavian 
rights to the airline of another|Airlines System (58,403), Air 


country gets reciprocal _ rights. 
Thus, Pan American and Trans} 
World Airlines can fly New York- | 
to-Paris in return for Air France’s 
right to land in the U. S. If you fly 


France (58,136—a 28% gain over 
1959) and Lufthansa (49,113). 


s There is virtually no price com- 
petition in the international airline 


discover a brand-new you on your 


up to your ears 


$250 roundtrip. 

IATA price-fixing has just gone 
by the boards iff the cargo field, as 
a result of a successful challenge 


“gas cy 
SB traveled people 
, International 
say: Sabena 
Karepe for 


Why de wett- 
tracel Sabena? 
bargain-hanters _| 
shewns you more 
your moneg... 
the world’s only 

fleet to prove it. You hop the Atlantic by 


ge an eee Moving “tntercontinental™, 
_ jet aveund Europe cia Caracetle 


-or slow down loge “‘Hlight-secing” by 

helicopter! : Jou can step and shop in 

24 cities ler the price of gour ticket te Rome. 
And at everg stop youll find one of Sabena 
200 offices staffed with local slenths to hetp 
gou sniff ent a bargain. 

customs form...in every 
be service Belgique ... ent 


complete a 
[wag prore: 
magnifique! 


et me 
meee 


( codieiedbesaienatiain-anmaleedentbamdeae 
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NEW LOOK—Using the theme line, 
“Well Traveled People Travel Sa- 
bena,” the Belgian carrier has 
adopted a “rebus” style for its 1961 
advertising drive. 


to fly from New York to London 
as from New York to Los Angeles, 
a comparable distance. One result 
has been the mushrooming of char- 
ter flight operations. Travel indus- 
try sources estimate that as many 
as 12% of the Americans traveling 


to Europe this year will go by 
charter flight—at a cost of about 


by an all-cargo carrier, Seaboard 
& Western Airlines. Seaboard said 
it needed lower rates so that it 
could develop enough business to 


Advertising Age, April 3, 1961 


SAS EUROPEAN HOLIDAY! 


SELLING PLEASURE—In spreads scheduled for April issues of The New 
Yorker, Sports Illustrated, Sunset and Time, Scandinavian Air- 
lines System promotes the glamor of travel, says “it’s really wicked 
of us to parade all the excitement and color of Europe when you’re 


in dull routine.” 


Seaboard’s plan, its CL-44s would 
be packed with air freight and the 
remaining space would be sold to 
passengers at $133 a head one- 
way to London—which would be 
comparable to charter flight fares. 

If the CAB, which is known to 


fill its new planes, the turbo-prop | - 


CL-44. 

Effective April 10, IATA cargo 
tariffs will no longer prevail and 
airlines will be free to charge what 
they wish. For the past 10 days 
business pages have been spotted 
with ads for the carriers, each us- 
ually pointing out that it will meet 
the price of competitors. 


# Air France, for example, took 
space last week to say that it re- 
grets the “inconvenience” that will 
result from the open-rate situation. 
However, the airline added: “Air 
France is determined to remain 
competitive and in so doing to ap- 
ply the lowest rates quoted by any 
of the certificated carriers.” New 
schedules filed by Pan Am, TWA 
and Seaboard call for cargo rate 
reductions ranging up to 63%. 


One of the most interesting side- | 


lights of the cargo war has been a 
proposal by Seaboard to challenge 
the price-fixing in the passenger 
field. Seaboard, which does not 
now fly passengers, applied last 
week to the Civil Aeronautics 
Board for permission to mix hu- 
man beings with cargo. Under 


*AIR:sFRANCE Jicu 
SELLING THE MENU—<Selling the food 
makes up a big part of airline ad- 
vertising, witness the Air France 
page scheduled for March and 
April issues of Holiday, National 
Geographic, New Yorker, Saturday 
Evening Post and Time. 


AIRLINE 
PAN AMERICAN ..... 


BORE 2. ccc ccccccs 


TWA 


LUFTHANSA ... 


SABENA .......... 


J. Walter Thompson 
Victor A. Bennett 


Foote, Cone & Belding 


D'Arcy Advertising <a 


McCann-Marschalk 


AGENCY 


3S 
BOAC 
TWA 


KLM ROYAL DUTCH .. Erwin Wasey, Ruthrauff 
& Ryan 
SAS ............. Adams & Keyes GED 
sa, 
neeeees ;...... Quin Oaten, Oo &) 
stine & Osborn 


LOFZ 


cy 


(All figures estimated by ADVERTISING AGE) 


TRANS-ATLANTIC AIRLINES AGENCIES AND ESTIMATED BILLINGS . 
BILLINGSt AIRLINE AGENCY BILLINGS? 
$5,000,000 | ALITALIA ......... Gardner Advertising +> ALITALIA 1,000,000 
2,500,000 | SWISSAIR ......... Campbell-Ewald SwissAiR 400,000 
2,500,000 | EL AL ............ Doyle Dane Bernbach a4 | 350,000 
IRISH AIR LINES ..... Geyer, Morey, Madden aus 
‘2,000,000 & Ballard 700,000 
1,500,000 | AIRINDIA......... Van Brunt & Co. AIR-INDIA®: 650,000 
QANTAS .......... Cunningham & Walsh | QANTAS | 750,000 
2,000,000 
A 1,000,000 IBERIA ........... James C. Seix Co. ,... none 
750,000 | ICELANDIC ........ Wendell P. Colton Co. IGELANDIC ames 200,000 
Billings listed are only for advertising for trans-Atlantic business. 
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KEEP YOUR EYE ON THE BOX SCORE! 
Circulation: 52,286 

Editorial: 3,487 pages in 1960 
electronics Buyers’ Guide: 648 advertis- 
ers make 53rd issue of electronics (EBG) 
the ‘electronics Social Register.”’ 


Costs: $980 a page (13 time rate, B&W) 


Production om and Management “- 


As any electronics manufacturer will tell you, in the electronics market you 
must sell a buying team. This is the big difference! Engineering trained 
electronics men work in research, design, production or management. The 
electronics man may wear one, two, three or four hats, working in any 
or in all of the four areas. And electronics is edited to interest and influence 
the electronics man. Like manufacturers’ salesmen, your advertising in 
electronics sells the buying team. Works harder. Sets up more sales. Effectively 
penetrates today’s fast-changing, highly competitive electronic market. née 


@ A McGraw-Hill Publication, 330 West 42nd St., New York 36, N. Y. 
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favor lower fares, acts favorably 
on Seaboard’s application, it could 
cause quite a turmoil in the inter- 
national airline business. 


@ One carrier, Icelandic Airlines, 
already carries travelers to Europe 
at fares 25% lower than those 
of the IATA members. Icelandic, 
which does not belong to IATA, 
makes eight flights a week (with 
a stopover in Iceland), using DC- 
6Bs (virtually all the IATA lines 
are now on an all-jet basis). Ice- 
landic has a 1961 ad budget of 
$200,000 and plans to be using 
Atlantic, Harper’s Magazine, Holi- 
day, The New Yorker, Saturday 
Review, Sunset Magazine, and 
some 40 newspapers. Wendell P. 
Colton Co., New York, is the Ice- 
landic agency. 

Icelandic told ADVERTISING AGE 
that it carried some 20,000 east- 
bound passengers in 1960. It es-| 
timates that 50% of its business | 
comes from budget-minded assets 
lies. 

With the advent of the jets, | 
cutting travel time in half, fewer | 
and fewer passengers are flying | 
first class. In 1960, only 18% of| 
transatlantic passengers elected to) 
fly first class. 


= The two largest advertisers in 
the international airline field are 
the American carriers. Pan Am has | 
an estimated worldwide budget of | 


OPEAN 
TIES © 


This summer Pan Am offers 
10 Jat flights daily from the U.S. to Europe! 


. 
~ 

Jet econem y {ures to Europe 
start ps low us $441 to Ireland. 


to your fight. For Pan Am @ 
need Airtine 


oe Oe eee ene Bee eet 


THE VOLUME LINE—Pan American’s 
competitive advantage—it has more 
flights to Europe than any other 


ELALEXODUS TOUR =-- 


TIE-IN—-Newspapers in seven large | 


cities will carry this full page from | 


|early in April to promote a 16-day | 


tour of Israel, with entire ad based | 
on a tie-in with the motion pic-| 
ture, “Exodus.” 


$15,000,000, with about $5,000,000 | 


|spent to promote Atlantic cross- | 
|ings. J. Walter Thompson Co. is| West Coast and the opening of 


the airline’s worldwide agency. 

TWA’s total worldwide budget | 
is an estimated $12,000,000, with 
about $2,500,000 spent in the U. S. 
to develop passenger business to 
Europe. TWA’s agency is Foote, 
Cone & Belding, which has the rare 
distinction of serving two major 
international carriers. FC&B’s Lon- 
don office works for BOAC and 
when FC&B, Paris, places TWA 
advertising in Britain it must 
route the business to another agen- 
cy (Service Advertising) . 

Pan Am threw a scare into some 
of the foreign carriers last year 
when it blossomed forth with a 
new theme line in its advertising. 
In newspapers and on radio and 
television, Pan Am began shouting, 
“You’re in U. S. hands all the way.” 
One old hand in the airline busi- 


that campaign began, I thought, 
‘Uh, oh, here’s where they start 
clobbering us’.” 


= However, Pan Am apparently 
had a quick change of heart for 
this all-American provincial slo- 
gan no longer appears in its adver- 
tising. Instead, Pan Am is now hit- | 
ting the keys on “The priceless | 
extra of experience,” with fleeting 


body copy talking about “Ameri- | 
can hospitality.” 
The airline with the best load 


Am (at 64.1%), 
63.2%) and BOAC (at 61.6%). 

Although they are not great 
spenders, compared with package 
goods advertisers, international air- 
lines are among the most coveted | 
accounts in the agency field. The, | 
add glamour to the client roster, | 
they offer free travel to the ac- 
count executive and other agency | 
executives, and they lend them-| 
selves to the best creative efforts 
of an agency. 


® Much international airline ad-| 
vertising is devoted to image- 
building, and the agency is often 
given free rein in developing a 
concept. One result is a good deal 
of offbeat advertising—witness 
Qantas and Alitalia, and Doyle 
Dane Bernbach has been a peren- 
nial award winner with its El Al 
advertising. 

One of the most admired cam- 
paigns of 1960 was the introduc- 
tory campaign prepared by Van 
Brunt & Co. for Air India. Con- 


| International 


ness, who works for one of the § 
foreign carriers, told AA: “When 


| treats you like a maharajah.” 
Al Van Brunt, head of the agen- | day Review, 


Holiday, The New Yorker, Satur- 
Social 


cy, believes this campaign has reg-| Sports Illustrated, Time and U.S. 


istered (Air India moves up this 
year from three to five flights a 


week) and in 1961 he is movin 


into destination-selling, while re- 
taining the old image. Thus, you 
|now see Air India ads showing an 
“Thurs- | 
day, he’ll be a maharajah on Air 


individual with a caption: 


India to London” or “Friday she'll 


News & World Report. 


e Irish Airlimes—Newspapers are 
getting $500,000 of the $700,000 
budget, with the remainder largely 
for radia. The airline spent $20,- 
000 to sponsor television coverage 
| —of—natch—the St. Patrick’s Day 
|parade, over WPIX, New York. 


be a maharani on Air India to| The airline reports that its 1960 


| Prague.” 


airline accounts| 
frequently come with related bits | 


| bookings were up 40% over 1959, 
and its advance bookings for the 
first three months of 1961 are up 
80% over 1959. 


of business. Doyle Dane Bernbach |e Lufthansa—The budget will be 


services the Israel Tourist Office 
as well as El] Al; Cunningham & 


| split, 60% magazines, 40% news- 
| Papers. On the schedule are news- 


| Walsh has the Australian tourist; papers in 35 cities. Page ads are 


business as well as Qantas; Geyer,| slated for Holiday, Life, Saturday 
Morey, Madden & Ballard services| Evening Post, Sports Illustrated. 
the Irish Development Authority, | Sunset and Time. 

in addition to Irish Air Lines; Vic- | F sah 

El Al Israel later this month and| tor Bennet Co., the BOAC agency,|® Sabena—The Belgian line is us- 
has a flock of British accounts—|ing rebus-type ads this year in 


and a London office. 


newspapers and magazines, sup- 


Originally, international airline| plemented by spot radio. Insertions 


advertising was heavily concen- 
trated in the prestige magazines, 
travel books and New York news- 
papers. However, increased budg- 
ets, over-the-pole flights from the 


many more district sales offices 


Our vacation last year cost almost the same as a trip to Europe! 
This thne we're going...on 2 BOAC jet, tool 


ECONOMY—British Overseas Air- 


|are scheduled for 32 major mar- 
| kets. Sabena’s theme this year is, 
“Well traveled people travel Sa- 
bena.” Also prominent is the old 
tagline, “Le service belgique—c’est 
magnifique!” McCann-Marschalk 
|is the agency. - 


e BOAC—The British carrier has 
one of the biggest schedules in the 
field, using 19 consumer magazines, 
newspapers in 18 cities, spot radio 
and outdoor on the West Coast. 
Later this year it wijl begin using 
outdoor for the first’time in Bos- 
ton and Washington. 

The airline, which now has 25 
district sales offices, will open nine 
more this year, bringing BOAC 
advertising to more U. S. cities. 
Magazine space sells BOAC’s 
worldwide operations and “supe- 
rior” ground and air services; the 
’61 newspaper campaign is selling 
travel, trying to broaden the base 
of the market by getting vacation- 
ers to go to Europe instead of stay- 
ing at home. In addition, BOAC 
runs a year-long series of 100-line 
ads, with great frequency, to regis- 
ter the BOAC name. 


e Swissair—The Swiss line sup- 
ports a newspaper schedule in 13 
cities, weekly or monthly ads in 28 
foreign language publications, reg- 
ular insertions in 10 consumer 
magazines, ads in six travel books 
and cargo promotion in 10 busi- 


|ness publications. Campbell-Ewald 


ways Corp., which has become the| co js the agency. 


o. 2 carrier to Europe, is featur- 


homage to the old appeal buried in |#"g price this year in the drive to|m James C. Seix Co., agency for 


lure more American vacationers to| Iberia, reported that the promo- 


Europe. 


1961 programs of some carriers: 


pers across the country will be 
used, plus six magazines—Holiday, 
National Geographic, The New 
Yorker, The Saturday Evening 
Post, Sunset Magazine and Time. 
In addition, to promote its polar 
service, the airline will have a 
$200,000 outdoor campaign on the 
West Coast, using posters and 
painted bulletins in a dozen mar- 


| kets. 


e SAS—This month the airline 
ran a 16-page supplement, “SAS 
Treasure Chest of World Travel,” 
in the Sunday editions of five me- 
tropolitan dailies. This was the 
largest single ad ever run in the 
U.S. by a foreign airline. It cost 
more than $100,000. The supple- 


/ment will be heavily merchandised 3 
| by SAS this spring in ads sched- 


uled for Holiday, National Geo- 


| graphic, The New Yorker, Satur- 

Illustrated, 
|fronted with the problem of in- Sunset and Time. Adams & Ke 
| troducing a new entry in the At-| is the SAS agency. 
lantic sweepstakes, Van Brunt con- | 


day Review, Sports 


> 


yes | 


| tional cupboard is currently bare, 
| although to 
capacity record in 1960 was Luft-| across the country have brought, mount a program in July, when it 
hansa, which flew at a sensational| more space into local newspapers | converts its fleet to jets. The only 
70.6% of capacity. Next came Pan |and national mass-circulation mag- | advertising placed for Iberia is via | 

Air France (at| azines. Here, for example, are the| “exchange promotion,” in which 


the airline hopes 


the airline trades free passage to a 


Ai F s oe | magazine for white space. This 
es rance—Some newspa- | 


6% delightful hours of Italy via Alitalia non-stop Jet 
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OFF-BEAT—Selling image is another 
big part of airline advertising and 
some of the most unusual varia- 


carrier—is being exploited this) nentrated on image and came up|e Alitalia—The media list includes | tions on this theme come from 


year. 


with the theme, “The airline that! 15 newspapers in six cities and 


Alitalia. 


Spectator, © 


Advertising Age, April 3, 1961 
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AIR-INDIA® 
Por reservations ox yur trawel agemt or ARK INDLA 865 Pith Avenue Plane | 6000 
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Aeronaves 
to Mexico 


Si, Senor. You can save 1000 pasos on two round trip tickets to Mexico 
City. Ole! (Enough for five extra days in a fine hotel.) You'll fly the 
fast, emooth, prop-jet Britannia—enjoy our incomparable “Ei Cabal- 
jer Service” and sumptuous cuntinental cuisine. Ba, Semar, join those 
Amigos who really know their Mexico-g» Asronaven. See your travel 


agcnt—he knows. MEXICO CrTy #400 * 


AERONAVES 
FY DE MEXICO a 
AI Reha Cote tion Leh AR LAT 
| LONG ARM?—One frequent com- 
|plaint in the airline business is 

that ads look too much alike. Air 
| India’s “How to save a turban full 
|of money” ran in newspapers last 

December; it was followed in Feb- 

ruary. by Aeronaves’ “sombrero- 
| full of pesos.” Van Brunt & Co. is 


the Air India agency. 


tactic is frowned upon by the CAB 
|and, although it is still practiced, 
| the carriers are much more cir- 
cumspect these days in arranging 
such deals. + 


Barclite Sets Spring Push 


Barclite Corp. of America, New 
York, has planned a magazine and 
newspaper campaign for its XR- 
100 fiberglas panels for outdoor 
use, starting in April. Ads will run 
in Better Homes & Gardens, Home 
Improvement Annual, Family Han- 
dyman, Good Housekeeping, Home 
Modernizing Guide, Popular Me- 
chanics and Popular Science, 
backed by newspaper ads in 130 
markets. “Enjoy more luxury un- 
der the sun” will be the theme and 
the illustrations will picture back- 
yards using Barclite for fences, 
patios, carports and awnings. Ches- 
ter Gore Co., New York, is the 
agency. 


Kidder to Jack & Heintz 


Nathaniel R. Kidder, formerly 
president of Kidder & Co., Cam- 
bridge, Mass., his own marketing 
and management consultant or- 
| ganization, has been appointed to 
| the new post of manager of mar- 
keting services of Jack & Heintz, 
Cleveland, a division of Siegler 
Corp. 
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ositive prospect 


ecame a customer for 
() of the manufacturers 


who located 
him through 
a oe 


HOME-PLANNING 
LITERATURE 


A new brochure shows how manufacturers of building products and 
furnishings locate and sell positive prospects. 

It tells the story of a typical positive prospect for these manufac- 
turers —a person who has committed himself to custom-build the 
home he and his family will live in, and who has requested their 
product information. 

This new brochure will show you how easy it is to pre-select and 
pinpoint people who have made the firm decision to buy all the prod- 
ucts and equipment that go into a “dream home.” 

In a nutshell, it tells how only F. W. Dodge can find them as soon 
as they are definitely committed to build their own home... how 
Dodge mails them a copy of the GUIDE TO HOME-PLANNING 
LITERATURE, offering literature on new-home products made by 
many of America’s top manufacturers. 

It shows how a typical prospect in this market requested literature 
from 17 of the manufacturers listed in the GUIDE, and how he actu- 
ally specified and bought products from 10 of them. 

Each year, tens of thousands of families build their own custom 
homes. They spend an average of 35% more than buyers of ready- 
built homes to get what they want. Through the GUIDE, you can offer 


literature on your products to home-planning families forming a 
$2,000,000,000 market. 


Results? As an example of the productiveness of the GUIDE, the 
following participants are receiving inquiries from positive prospects 
at the annual rate of: 


FIRTH CARPET COMPANY .........cccccccsecceseeeseeeeeeeeeeteeeeenenens 14,000 
THE FORMICA CORPORATION ..........::ccccssseseeseesseeeeeeeeneeeeee 12,000 
THE FLINTKOTE COMPANY ...........cccccsesssserereeeerenneenenensenes 6,500 
UNITED STATES PLYWOOD  ..........::cccccseseseeeeeeeeeeeneeeeeneeeees 9,500 
AMERICAN OLEAN TILE COMPANY ..........cccccccceeseeeeeeees 12,000 


For a copy of this brochure and information on the GUIDE, write, 
wire or phone OXford 5-3000. Standard agency commissions apply. 


Write for 
this free 
booklet 


F.w. DODGE 


I 


CORPORATION 


GUIDE TO 
HOME-PLANNING 
LITERATURE 


119 West 40th Street, New York 16, N. Y. 


F. W. Dodge Corporation, Dept. ADA41 
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These 201 new accounts in 


1960 underscore the advertising 
shift to “U.S.News & World Report” 


AETNA CASUALTY AND SURETY COMPANY 
AIRWAYS CLUB, INC. 
AJUSTO EQUIPMENT COMPANY 
ALBERTA DEPARTMENT OF INDUSTRY 
AND DEVELOPMENT 
ALITALIA 
ALLIED CHEMICAL CORPORATION 
ALLIED CHEMICAL CORPORATION 
National Aniline Division 
AMERICA FORE LOYALTY GROUP INS. COMPANIES 
AMERICAN AIRLINES, INC. 
AMERICAN EXPRESS COMPANY 
Credit Card Division 
Travelers Cheques Division 
AMERICAN LUGGAGE WORKS, INC. 
AMERICAN MUTUAL LIABILITY INSURANCE CO. 
AMERICAN ROLEX WATCH CORP. 
AMERICAN SAVINGS AND LOAN ASSOCIATION 
AMERICAN SEATING COMPANY 
ANELEX CORPORATION 
ARKANSAS INDUSTRIAL DEVELOPMENT COMMISSION 
ATLAS VAN-LINES, INC. 
AUBANEL PUBLISHERS 
AUSTRALIAN GOVERNMENT TRADE COMMISSION 


BAHAMAS DEVELOPMENT BOARD 

BERNARD, ROY, CO. 

BEVERLY HILLS FEDERAL SAVINGS AND LOAN 
ASSOCIATION 

BLACK, WALTER J., INC. 
Classic Book Club 

BOHN DUPLICATOR COMPANY 

BORSIG AKTIENGESELLSCHAFT 

BROOKS, EZRA, DISTILLING COMPANY 
Ezra Brooks Bourbon Whiskey 

BROWN-FORMAN DISTILLERS CORPORATION 
Early Times Bourbon Whisky 

BUDD COMPANY 


C. |. T. FINANCIAL CORPORATION 
CALIFORNIA FEDERAL SAVINGS & LOAN ASSOCIATION 
CALUMET & HECLA, INC. 
CARILLON IMPORTERS, LTD. 
Grand Marnier & Cherry Marnier Liqueur 
CARRIER CORPORATION 
Carrier Air Conditioning Company 
CENTRAL & SOUTH WEST CORPORATION 
Public Service Company of Okiahoma 
CHEMICAL BANK NEW YORK TRUST COMPANY 
CHRYSLER CORPORATION 


CHRYSLER CORPORATION 
Plymouth-De Soto-Valiant Div.-De Soto 
Simca, Inc. 
CINCINNATI GAS & ELECTRIC COMPANY 
CITY PRODUCTS CORPORATION 
Butler Brothers 
COLORADO FUEL AND IRON CORPORATION 
COLUMBIA BROADCASTING SYSTEM, INC. 
Columbia Records, Inc. 
COMMONWEALTH SHOE & LEATHER CO. 
CONTAINER CORPORATION OF AMERICA 
CRUCIBLE STEEL COMPANY OF AMERICA 
CURTIN & PEASE, INC. 
DMcP Associates, Inc. 


DELTA AIR LINES, INC. 
DE VILBISS COMPANY 
DILLON READ & CO., INC. 
DISTILLERS. CORPORATION-SEAGRAMS LIMITED 
Lord Calvert Blended Whiskey 
DIXON, JOSEPH, CRUCIBLE CO. 
DOW CHEMICAL COMPANY 
Dowgard 
DOW THEORY FORECASTS, INC. 
DRESSER INDUSTRIES, INC. 
DUNLOP TIRE & RUBBER CORPORATION 
Sporting Goods Division 
DWYER PRODUCTS CORPORATION 
EASTMAN DILLON, UNION SECURITIES & CO. 
EASTMAN KODAK COMPANY 
Eastman Chemical Products, Inc. 
Graphic Reproduction Division 
EBSCO INDUSTRIES, INC. 
Select-A-Gift Division 
EMERY. AIR FREIGHT CORPORATION 
EQUITABLE LIFE ASSURANCE SOCIETY 
OF THE UNITED STATES 


FAIRCHILD ENGINE AND AIRPLANE CORPORATION 


FARRINGTON MANUFACTURING COMPANY 


FIDELITY FEDERAL SAVINGS & LOAN ASSOCIATION 


FILER, SCHMIDT & CO. 
Crown Publishers, Inc. 


FIRST FEDERAL SAVINGS AND LOAN ASSOCIATION 


OF ALHAMBRA, CALIF. 
FOUNDERS, INC. 
FR CORPORATION 
FRANKLIN LIFE INSURANCE COMPANY 


GANNET AIRCRAFT, INC. 


GATES RUBBER COMPANY 
GENERAL ELECTRIC COMPANY 

Computer Department 
GENERAL MOTORS CORPORATION 

Allison Division 

Buick Motor Division—Buick Special 

Delco Radio Division 

Hyatt Bearings Division 

Oldsmobile Division—F-85 

Packard Electric Division 
GENERAL PUBLIC UTILITIES CORPORATION 
GEVAERT COMPANY OF AMERICA, INC. 
GIBRALTAR SAVINGS AND LOAN ASSOCIATION 
GOLDMAN, SACHS & COMPANY 
GOODYEAR TIRE & RUBBER COMPANY 

The Kelly-Springfield Tire Company 
GRAEF, JEAN R., INC. 

Girard Perregaux Watches 
GREAT WESTERN PRODUCERS, INC. 

Great Western Champagne 

Whyte & Mackays Scotch Whisky 


HALLICRAFTERS COMPANY 
HAMMERMILL PAPER COMPANY 
HARDWARE MUTUALS 
HARNEWS, INC. 

The Continental Report 
HARRISON HOME PRODUCTS CORP. 
HILLER AIRCRAFT CORPORATION 
HORNBLOWER & WEEKS 
HOUDAILLE INDUSTRIES, INC. 


INDUSTRIAL CREDIT COMPANY 

INTER-CONTINENTAL TRADING CORPORATION 
Telefunken Division 

INTERNATIONAL BUSINESS MACHINES CORPORATION 
Dictating Equipment 

INVESTORS DIVERSIFIED SERVICES, INC. 

INVINCIBLE METAL FURNITURE COMPANY 


JACOBSEN MANUFACTURING COMPANY 


KENTUCKY DEPARTMENT OF ECONOMIC 
DEVELOPMENT 

KING MERRITT & CO., INC. 

KRUPP, FRIED 

KUHN, LOEB & CO. 


LIGGETT & MYERS TOBACCO CO. 
Chesterfield Cigarettes 
LORILLARD, P., COMPANY 
Old Gold Cigarettes 
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MACK TRUCKS, INC. 
MANUFACTURERS TRUST COMPANY 
MC DONOUGH POWER EQUIPMENT, INC. 
MC GRAW-EDISON COMPANY 
Speed Queen Division 
MC KESSON & ROBBINS, INC. 
Martin’s Scotch Whiskies 
MEAD CORPORATION 
MERRICK, DAVID, PRODUCTIONS 
MERRITT-CHAPMAN & SCOTT CORPORATION 
New York Shipbuilding Corp.-Higgins, Inc. 
METROPOLITAN SAVINGS AND LOAN ASSOCIATION 


MISSISSIPP! AGRICULTURAL AND INDUSTRIAL BOARD 
NATIONAL DISTILLERS AND CHEMICAL CORPORATION 


NATIONAL LIFE INSURANCE COMPANY 


NATIONAL SECURITIES & RESEARCH CORPORATION 


NATIONAL VAN LINES, INC. 

NEBRASKA PUBLIC POWER SYSTEM 
NEW YORK LIFE INSURANCE COMPANY 
NORTON COMPANY 


ORANGE COUNTY, FLORIDA, CHAMBER 
OF COMMERCE 

OUTBOARD MARINE CORPORATION 

OXFORD FILING SUPPLY COMPANY, INC 


PADDINGTON CORP. 

J & B Scotch Whisky 
PARKE, DAVIS & COMPANY 
PHILCO CORPORATION 

Commercial Laundry Equipment Sales 
PHOENIX-RHEINROHR AG 
PHOTORAPID OF AMERICA, INC. 
PITNEY-BOWES, INC. 

POLK, R. L., & CO. 
POND CO. 

Wheel-Horse Products 
PULLMAN INC. 

The M.W.Kellogg Company 


QUAKER STATE OIL REFINING CORPORATION 


RAYTHEON COMPANY 
RENFIELD IMPORTERS, LTD. 

Martini & Rossi Vermouth 
REPUBLIC NATIONAL BANK OF DALLAS 
REPUBLIC NATIONAL LIFE INSURANCE COMPANY 
RICHFIELD OIL CORPORATION 
ROSE BROTHERS, INC. 

ROYAL MC BEE CORPORATION 

Royfax Copying Machine 

RYDER SYSTEM, INC. 

SAAB MOTORS, INC. 

SAVINGS AND LOAN FOUNDATION, INC. 
SCHENLEY INDUSTRIES, INC. 

Dewar’s Scotch Whiskies 

Schenley OFC Canadian Whisky 
SCHIEFFELIN & CO. 

Teacher's Scotch Whisky 
SCOTT MITCHELL HOUSE, INC. 
SEABOARD AIR LINE RAILROAD 
SECURITY RECORD BOOK COMPANY 
SELECTED SECURITIES RESEARCH, INC. 
SHARON STEEL CORPORATION 
SHEARSON, HAMMILL & CO. 

SIEGLER CORPORATION 
SIRE PLAN PORTFOLIOS, INC. 
SMITH-CORONA MARCHANT INC. 

Kleinschmidt Division 

Marchant Division 
SOUTHERN COMPANY 

Alabama Power Company 


SPALDING, A.G., & BROS., INC. 
SPEAR ENGINEERING COMPANY 
SPEEDRY PRODUCTS, INC. 
SPENCER GIFTS, INC. 
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STANDARD OIL COMPANY—NEW JERSEY 
Humble Oil & Refining Company 
STANDARD-TRIUMPH MOTOR COMPANY, INC. 
Triumph Cars 
STAR HILL DISTILLING COMPANY 
Maker’s Mark Bourbon Whisky 
STATE MUTUAL LIFE ASSURANCE COMPANY 
OF AMERICA 
STITZEL-WELLER DISTILLERY, INC. 
Old Fitzgerald Bourbon Whiskey 
STUDEBAKER-PACKARD CORPORATION 
Studebaker Division—Hawk 
SUNRAY MID-CONTINENT OIL COMPANY 
SWINGLINE INC. 
TENNESSEE DEPARTMENT OF CONSERVATION 
AND COMMERCE 
Industrial Development Division 
TEXAS ELECTRIC SERVICE COMPANY 
TEXAS GAS TRANSMISSION CORPORATION 
TIME LIFE INSURANCE COMPANY 
TODD,.J. L., AUCTION COMPANY 
TORO MANUFACTURING CORPORATION 
TRAILER TRAIN COMPANY 
TRANS-WORLD SAVINGS AND LOAN ASSOCIATION 
TRENDEX RESEARCH GROUP 
TRIANGLE PUBLICATIONS, INC. 
TV Guide 


UNION CARBIDE CORPORATION 


Union Carbide Consumer Products Company 


Union Carbide Plastics Company 


“U.S.News & World Report” is the No. 1 news magazine in advertising growth 


Published records for 1960 show how “U.S.News & World Report” is setting the adver- 
tising pace among the news magazines— 


@ First in total advertising page gains—three times the gain of the second rank- 


ing news magazine. 


@ First in consumer advertising page gains—including a gain in passenger car 


UNITED BINOCULAR CO. 
UNITED STATES RUBBER COMPANY 
Footwear & General Products Division 
UTILITY SUPPLY CO. 
The Curta Company 


VANADIUM-ALLOYS STEEL COMPANY 
VENGE & CO. 
Tuborg Danish Beer 
VICTOR ADDING MACHINE CO. 
VOLKSWAGEN OF AMERICA, INC. 
Volkswagen Cars 
Volkswagen Trucks 


WELLS FARGO BANK AMERICAN TRUST COMPANY 


WOOL BUREAU, INC. 


WORLD WIDE ART STUDIOS 
WYANDOTTE CHEMICALS CORPORATION 


YODER COMPANY 
ZEISS, CARL, INC. 


Source: “USN&WR” Market Research Division 


These 201 brought to 569 the number of 
advertisers who last year covered Amer-: 
ica’s most important customers and pros- 
pects through “U.S.News & World Re- 
port”. “U.S.News & World Report”, too, 
led the news magazines in number of 
new accounts—and by a substantial mar- 


gin. 


advertising larger by far than any magazine. 


@ First in total business and industrial advertising gains; first in page gains; and 
first in both pages and gains from the 1 


vertisers. 


@ First in advertising pages from the 100 largest advertisers in the news and man- 


agement field—including both business and consumer. 


Source: Publishers Information Bureau. (Note: A new account is defined as one that ran in 


1960 and did not run in 1959.) 


Again, in 1961, more and more advertisers are using “U.S.News & World Report” to spear- 


head the major advertising campaigns. And here’s one of the reasons: 


No other magazine can match its customer concentration, cost efficiency and campaign 
effectiveness among the higher income managerial and professional people who represent 
America’s most important business and consumer markets. That’s why for more and more 


advertisers, “U.S.News & World Report” has become— 
... the most important magazine of all 


COMPLETE. 
NEWS - IN DEPTH 


< U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 
Net paid circulation now more than 


1,200,000 


00 largest business and industrial ad- 
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Newspaper Linage 
Shows 10.1% Drop 
in February 


New York, March 28—News- 
paper advertising linage continued 
its decline in February, down 
10.1% from 209,661,474 lines to 
188,582,123 lines reported for the 


HE CAN 
HELP YOU 


lf you're 
looking 
for fast 
Direct National 
Distribution 
Barney Kingston, Merchandising Director 


Don’t be fooled by the ‘ yy map" on 
your wall! It’s one thing to put your prod- 
uct in stores—it’s quite an 4 to move it. 


If your product or service lends itself 
to personal selling—whether in a home, 
office, store, institution, service station, 
etc.—it will pay you to investigate the 
booming $9'¢ billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 50 states and in the 
inces of Canada 


Let us analyze your product or service 
without obligation on your part. your 
product has potential in our field, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts a5 a 
companies every month . : 

which now do from $250,000 to more ~, 


same month in 1960. The drop was | 


across the board, except for finan- 
cial linage which increased 5.7%, 
from 3,847,001 to 4,066,506 lines. 

For the year to date, linage 
dipped 8.9%, from 421,688,715 to 
384,248,264 lines. Biggest losers 
were general advertising, drop- 
ping from 47,671,375 to 41,781,635 
lines, or 12.4%; and classified ad- 
vertising, down 12.3% from 118,- 
147,439 to 103,596,406 lines. 

February losses were by auto- 
motive advertising, down 19.8% 
from 12,186,677 to 9,778,825 lines; 
classified advertising, down 13.9% 
from 58,100,333 to 50,044,823 lines; 
and general advertising, down 
11.8% from 25,833,132 to 22,778,- 
909 lines. 


= Also down were total display, 
8.6%, from 151,561,141 to 138,537,- 
300 lines; retail including depart- 
ment stores, 7.1%, from 109,694,- 
331 to 101,913,060 lines; and 
department stores, alone, 6%, from 
36,943,893 to 34,725,710 lines. 


FEBRUARY NEWSPRINT 
USAGE DIPS 5.8% 


New York, March 28—Uv. S. 
newsprint corsumption dropped 
5.8% in February, according to the 
American Newspaper Publishers 
Assn. 

The ANPA estimated that total 
February newsprint consumption 
in the U.S. was 523,171 tons com- 
pared with 555,220 tons in Febru- 
ary, 1960. 

Newspapers reporting to the 
ANPA consumed 393,378 tons of 
newsprint in the 28-day February, 
1961, versus 416,415 tons in the 
29-day February, 1960. 
months had four Sundays. # 
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FLOORS BY DOMINION 
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Advertising Age, April 3, 1961 


FLOORS 


FOR THE 


DESIGNING 
WOMAN 


AND ALL THE OTHER WOMEN YOU ARE 
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ieee aarek yore our Merchan March 15 Set as Date of 
Issue for Ayer Cup Entries 


Ayer Galleries, Philadelphia, has 


UNDERFOOT—Dominion Oilcloth & Linoleum Co. will 
use this six-page, four-color insert in the May issue 
of the Canadian Reader’s Digest via Cockfield, 
Brown & Co., Montreal. The insert will get support 


from newspaper copy and point of sale. Follow-up 
ads are planned for next fall. Trevor Hall did art 
direction on this ad; Ray de Reya handled copy 
chores. 


‘MARKET STRAIGHT 


A \ZAASV iS POI ESS. 


El Paso, big Sth city of Texas, ‘ 
serves 750, 950 consumers, 
who command better than three- 
quarters of a billion dollars effec- 
tive buying income, and who spend 
half a billion in retail sales! The 
big Sth scores well within the nation’s 
TOP FIFTY MARKETS. 

Get 100-proof coverage of this South- 
western super-market with El Paso 
Broadcasters. Buy the Big Sth... 
oa Som al 


set March 15 as the date of issue 
for newspapers entering the 31st 
Annual Newspaper Contest for the 
Ayer Cup and other awards. News- 
papers will be judged on the basis 
of typography, makeup and print- 
ing. All English-language dailies 
published in the U.S. are eligible 


to compete. Complete copies of 
March 15 editions should be mailed 
by April 12 to Ayer Galleries, W. 
Washington Sq., Philadelphia. 


Sunlight Soap Moves to 
London Press Exchange 
The Sunlight soap account will 


be transferred from Lintas Ltd., 
London, the Unilever house agency, 
to London Press Exchange at the 
end of this month. This follows a 
recent reorganization at Lever 
Bros., which has appointed Lintas 
to handle “additional development 
work.” 


THE - 
+2§$.E. P. 
SHORT | 
COURSE 


u 


Do Over Ad. A few minor revisions needed: new headline, different illustration, 
copy rewritten with more sell. Otherwise O.K. 


Ad Page Exposure—the first and only media measure that tells you what happens 
to the ads that survive. Who sees them and how often. If the ad’s worth running, 
you ought to know how many selling opportunities a given magazine gives it. 


Before you run another ad, get the APX facts from The Saturday Evening Post. 
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Wins Top Ad Prize 


| 


k — 


WORLD'S LIGHTEST 
WORK SHOE 


Test—Wolverine Shoe & Tanning 
Corp., Rockford, Mich., is testing 
newspaper comics page ads in 15 
markets for its “world’s lightest 
workshoe.” MacManus, John & 
Adams is the agency. 


Caterpillar Tractor 


in Americana Awards 


PHILADELPHIA, March 28—Cater- 
pillar Tractor Co., Peoria, won the 
principal award in the Americana 
Awards for advertising on a na- 
tional scale category of the Free- 
doms Foundation at Valley Forge. 
Standard Oil Co. (Indiana), Chi- 
cago, won the principal award for 
a local campaign in that category. 

Caterpillar Tractor was cited 
“for twelve full-page, full-color 
advertisements circulated in five 
of the nation’s leading magazines 
plus a series of weekly advertise- 
ments beamed to high school stu- 
dents through papers in home plant 
areas. 

“The entire series presented with 
clarity and brilliance the story of 
our nation’s dependence on funda- 
mental concepts of the American 
economic free enterprise system 
for future security and growth.” 


s Standard Oil received the award 
“for a series of full-page adver- 
tisements in newspapers of its 
trade area explaining and extolling 
the principles of the U.S. free en- 
terprise economic structure. This 
series used both photographic il- 
lustration and text to subtly ‘bring 
home’ a recognition of free enter- 
prise principles.” 

George Washington Honor Medal 
Awards in the advertising category 
were also awarded to Albemarle 


| Typhoon Air Conditioner Co., divi- 
| sion of Hupp Corp., Brooklyn. 


Paper Mfg. Co., Richmond, Va.; 
America’s Independent Electric | 
Light & Power Companies, New | 
York; First Federal Savings & | 
Loan Assn. and Santa Barbara | 
Mutual Building & Loan Assn. | 
Santa Barbara, Cal.; Gair’s, Red-| 
lands, Cal.; Hyster Co., Portland, 
Ore.; and Kansas-Nebraska Nat- 
ural Gas Co., Hastings, Neb. 

Metro Associated Services, New 
York; Mobil Oil Co., New York; 
New Britain Industrial Council, 


New Britain, Conn.; Newsweek, 
New York; Philadelphia Suburban 
Water Co., Bryn Mawr, Pa.; Straw- 
bridge & Clothier, Philadelphia; | 
Virginia Electric & Power Co., | 
Richmond, Va.; Warner & Swasey | 
Co., Cleveland; and WFIL Radio} 
and TV, Philadelphia. + 


McGraw-Hill Unit to Clayton 
McGraw-Hill Publishing Co.,| 
New York, has appointed Sidney | 
Clayton & Associates, Chicago, to 
handle advertising for Control En- 
gineering, Electrical Wholesaling | 
and Electrical Construction &| 
Maintenance. Hazard Advertising 
Co., New York, formerly handled 
advertising for the three publica- | 
tions. 


85 
Liberty Sets New Ad Push 
Liberty Distributors, Philadel- 
phia, a merchandising organization 
representing 26 hardware-house- | 
wares wholesalers, will launch a_/| 
national ad push for Trustworthy, 
Dainty Maid and _ Sportmaster | 
brands with an ad in the April 22) 
issue of The Saturday Evening | 
Post. This is believed to be the 
first time in the history of the | 
independent hardware-housewares 
wholesaler-retailer method of dis- 
tribution that national consumer 
advertising is being used to sup-| 
port and promote  wholesaler-| 
developed brands of merchandise. | 


Stone Named Ad Manager : ia so pepereae ae 

S & S Corrugated Paper Ma-| Se : 
chinery Co., Brooklyn, has ap-| 
pointed Byron Stone advertising | 
and sales promotion manager. Mr. | 
Stone was formerly advertising 
and sales promotion director of the 


MONTREAL) 
is Canada’s largest City 


In this dynamic, two-language 

Metropolis, the Star gives you 

powerful coverage and deep pene- 
tration of the English mar- 
ket. Ask for the facts. 
ABC Circulation over 
191,000. 


Che Montreal Star 


tionally by O'Mara and Ormsbee, Inc. 


FILMS...RECORDS...PLATES... 


Don’t miss deadlines ! Remember : it’s there in hours 
...and costs you less... when you ship by Greyhound 
Package Express! Even packages going hundreds 
of miles can arrive the same day they’re sent. 


CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. D-9 140 S. Dearborn St., Chicago 3, Illinois 


Gentiemen: Piease send us complete information on Greyhound 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway... right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
so many places—so often. 


ee ee ee ee ee ee ce oe 


Package Express service...including rates and routes. We 
You can ship anytime. Your packages go on regular understand that our company assumes no cost or obligation. 
Greyhound passenger buses. Greyhound Package NAME. TITLE 
Express operates twenty-four hours a day...seven COMPANY 
days a week...including weekends and holidays. ADDRESS 
’ . 
What’s more, you can send C.O.D., Collect, Prepaid CITY ZONE__STATE_. 
...0r open a charge account. 
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IT’S THERE IN HOURS...AND COSTS YOU LESS! 
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...tO name a magazine with larger circulation increases than Family Circle 


—all single-copy sales, too—with no circulation promotion 


...to find anything of interest in Family Circle to anybody—except homemakers 
...to name another publication that is more truly a woman’s service magazine 


...to conceive of a mass magazine with the double selectivity of Family Circle | 
—selectivity of supermarket outlets, selectivity of 100% homemaker audience’ 


...to show us a magazine that more deeply influences homemakers 
—as demonstrated in our Dichter Study 


...to find a magazine that has greater acceptance among food chain executives 
—as demonstrated by our Bennett-Chaikin Study 


Actual March Circulation 6,300,000* 
New March 1961 Rate Base 5,250,000 
March issue Bonus 1,050,000 


First Quarter Aver.—UP 830,000" over first quarter 1960 


The Family Circle sales managers and salesmen in the picture 
don’t really want to cross swords with you. All they want 
is the opportunity to prove the challenges listed above. 


FAMILY CIRCLE-FOR HOMEMAKERS ONLY! 
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Advertising Age 


‘Admen Love Advertising; Others Don't... 


Advertising People Like Their Work, Find It 


Feature Section 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Guerrant Does Blow-by-Blow on Reeves Book 
Canadian Club in Creative Corner 


Make Sound, Appealing Idea—Woolf 


Exotic Japanese Imports—Butler 


Satisfying; Their Neighbors Shrug 


In this second article detailing the results of an unusual sociological study of 
the standing of advertising and advertising people in their own minds and 
those of their non-advertising suburban neighbors, the two groups’ general 
views of advertising as a vocation are reported. What emerges is an extremely 


interesting and revealing biopsy of the advertising business. 


In last week’s ADVERTISING AGE, a pic- 
ture was presented of how advertising 
people regard themselves, and how their 
neighbors, who don’t work in advertising, 
regard them. 

This week’s article is concerned with 
advertising as a business, and covers such 
questions as: 

e What kind of people do well in ad- 

vertising? 

e Is it an ulcer-producing business? 

e Is it conducive to a happy home life? 

e Is it an exciting business? 

e What is its status in the community? 


As in the first section, the most striking 
aspect of the study is the high regard 
advertising people have for advertising. 
Here again they repeatedly demonstrate 
that they see its best facets: they see it as 
interesting, warm, a good business for 
people of intelligence. They see it as a 
business of mobility, with a good chance 
of advancement. They see it as a business 
remarkably free from bureaucratic bonds; 
to them it’s a business that isn’t dull, a 
creative business with opportunities for 
progress and growth. 


s In the first article, it was remarked 
that the neighbors of the advertising men 
consistently took a less enthusiastic view 
of what the advertising people believe so 
thoroughly. 

That pattern is consistent in this por- 
tion of the study. By and large the 
neighbors are disposed to think of adver- 
tising as an interesting business, but they 
give it lower marks than advertising 
practitioners. They take a markedly dif- 
ferent view from advertising people on 
such key questions as “job satisfaction,” 
leadership, and opportunity for growth. 
in these key areas, they have a very low 
opinion of advertising indeed. 

In the first part of the study it was 
noted that the largest measure of agree- 
ment fell in negative areas; in other 
words, advertising people and the neigh- 
bors were alike in imputing to advertising 
people some unpleasant and reprehensible 
qualities. This pattern repeats itself: ad- 
vertising is seen by both advertising 
men and their neighbors as a business of 
pressure, uncertainty and ulcers. 

There is no sharper point of difference 
than in the opinion of advertising and 
non-advertising people on advertising’s 
essentiality to the economy. Only a fifth 
of the neighbors think advertising is as 
essential as do advertising men, and three 


times as many regard it as non-essential 
to the economy. 


The Case of 
the Favorite Nephew 


In order to illustrate the approaches of 
the two groups, both were asked to sup- 
pose that a favorite nephew had asked 
advice about his career. Which of the six 
vocations would they suggest? 

Advertising was the first choice of 
advertising people. 

But non-advertising people, by a 64% 
majority, chose the career of a self- 
employed professional for the nephew. No 
other career was mentioned specifically. 

Advertising people based their choice 
of advertising on two premises, first that 
they liked it themselves (“I know it, I 
love it’’), and second that it is “creative, 
offers satisfactions and a chance for self- 
expression.” 


s Non-advertising people chose the pro- 
fessional because it seems to them he can 
develop his own talents without hamper- 
ing or control, that he reaps monetary 
rewards and has security, and that he is 
of service to other people and to the 
country. Advertising people think highly 
of the self-employed professional also, 
and about three-quarters as many admen 
would choose that field for a nephew as 
would choose advertising. 

A fairly substantial bloc of the neigh- 
bors indicated a dislike for advertising: 
it was a field without personal challenge; 
a working climate too full of “dog-eat- 
dog” atmosphere; and a field “we can do 
without.” 

Echoes of insecurity ring in the an- 
swers. “There are no in-betweens in ad- 
vertising,” one neighbor commented, “you 
can be a success one day and a failure the 
next.” “The least of all I’d recommend 
would be advertising,” one neighbor said, 
graphically if not grammatically, “a rough 
business where you’re here today—gone 
tomorrow, depending on the whim of your 
customers. Dog eat dog. I have a couple of 
friends in it and both have ulcers.” 


= Now, when the question was changed 
and the advertising men and their neigh- 
bors were asked what they would tell a 
nephew who wants to go into advertising, 
the responses became quite different. 
Advertising men gave practical advice. 
Lots of English; get selling experience; be 
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Which Of These Six Fields Do You Recommend? 
Advertising People Neighbors 
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sure that he likes people; be sure that he tising people and their neighbors seems 
can stand the pressure of the business to be 4 non-advertising people’s re- 
and is not attracted by false glamor. sponses have an overtone that they 

The neighbors’ reaction is sharply dif- Background of the Study paren oo respective fields not so much 
ferent. While more than a third would : ted inter- ecause they felt suited to the work as 
eoprove the choi of an sdverdning- | lu, of 190 the firm of Market Pecholgy Ine, conduced te” | beemse they thought ft was afield ater 
bound nephew, almost as many—29%— and Chicago. In Westport, Conn. in and about Birmingham, Mich., and ing a good future. Advertising people 
would be flatly opposed to a career in in Winnetka and Highland Sask on the North Shore of Chicago, adver- — — concerned with how both they 
advertising. tising agency men and their non-advertising neighbors were interviewed preety pe: will develop together, aver a 

at length in their homes. There were 165 interviews, 95 with a structured pons . bagger: personal and creative 
= They cite the risks and instability, the projective questionnaire (49 advertising men, 46 non-advertising neigh- agence _— 
lack of job permanence, and the rough bors), and 70 with a semi-structured qualitative questionnaire (36 adver- ; 
competition under pressure. Many seem tising men, 34 non-advertising Seanbenn). pee pec ae petite ter tg _ 
to feel that advertising isn’t worth the All advertising respondents work for advertising agencies in one of the vr ae their ‘acim mati neg — 
trouble—that it isn’t necessary, and that three large-cities near them. Their jobs include practically every function pani Bor: oe ses vr ie . Bens 
there are more productive fields in which within an agency: vice-presidents and other executives, account execu- Siaieih ein’ Gn “4 bs ~ gs ry = ra 
one might spend one’s life. Others have tives, creative administration, art and copy directors, office managers, etc. landed pu th aa Pa yy wb thay 
doubts about the ethics, or lack of it, Their non-advertising neighbors included many in executive positions, ltaittinen cate pore vy rye 
in the advertising business, and they feel such as business managers, vice-presidents, assistants to presidents, execu- Saat meee sped at waged ne oe - 2 
advertising people are of low caliber. tive vice-presidents, district and regional sales managers, office managers, little oA pag! Petal y Pr rad ee 

“I would tell him advertising is not any together with a wide range of other kinds of non-advertising work, in- f By a tectitiatie eal re Be a th 7 
easy field,” one respondent said soberly. cluding 1 builder, 1 mason, 1 teacher, 1 lawyer, 1 physicist, 1 engineer, x be a neg dora ee ae 
“I think the competition at present is very 1 real estate manager, 1 labor relations director, 1 trucker and 1 pilot. bead ~ f ae ened pong nce Sond 
keen. It would be a hard struggle.” Responses center about three main areas: what advertising men and ania ” row 4 rang oe pcg acai 

Bess “I feel it is too whimsical a profession,” their non-advertising neighbors think of themselves and of each other as yae 4 ry ak Woo. th 2 a pores 
a commented another. people (last week’s article); how they separately feel about advertising oa eutiee * a halir Goomnidieds te 
jobs versus other kinds of work (today’s article); and their different opin- this way. 
= “Quite frankly, I have little use for 


ions concerning the current state of advertising in the U.S. today. 
advertising people,” one neighbor told the 


; , zc r : , = About a sixth of the people in both 
eee ete They ae os pe Bicwcrn a groups came into their present field from 
br gv of ph gtcaange genes? actin Advertisin vs Other Jobs trained for it in college, and a smaller osc n de oye ogy agen S ae 
dealt with advertising executives in my g s group thought simply it offered challenge ‘etitheter eat ere : ’ 
own firm, I have had to be quite firm. Oh, and would be interesting. P of é 
how they hate to be caught! They By and large, advertising men like Their neighbors have much the same x 
SQUIRM! Yet they are very important advertising. About two-thirds of them thing 10 say, except that more of them, The Job in Prospect 
cogs in today’s industry.” chose advertising because the work ap- 27%, had trained for their careers in 

One neighbor would tell his nephew, if pealed to them. Most of them thought 


school. About one-fifth reported they felt Do people know what a business is like . 
he wanted to go into advertising: “Be they had abilities adaptable to advertis- suited to their work before getting into it. before they get into it? What do they 
original. Be an extrovert. Be a diplomat.” ing work, some 17% had _ specifically One major difference between adver- think a business is like before they ac- 


Admen and Neighbors Find Advertising Interesting, but an Ulcer Producer 
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Would you like to ‘Teor the ‘frank, uninhibited reaction 
of Mrs. Consumer to your product — at no extra charge 
except for actual out-of-pocket expenses? Well you can! 
Good Housekeeping’s famous, long-established national 
consumer panel of 20,000 housewives is now available to 
advertisers for a limited number of special assignments. 


In recent months, the panel has: # taste-tested four pro- 
posed new food flavors. The Panel Report: two had appeal, 
two did not. = evaluated selling techniques of a house-to- 
house cosmetic firm. The Panel Report: homemakers 
liked product but demanded more technical authority 
from sales representatives. = baby-tested waterproof baby 
pants. The Panel Report: excellent product, but leg-holes 
too small for real live babies! = provided consumer re- 
action to proposed new bacteria-inhibiting process for 
fabrics. The Panel Report: allergic reactions substantial 
enough to reject process. ® evaluated ‘‘no-iron’’ men’s 


a ee 


shirts. The Panel Report: women ‘would resent product 
unless labelled “‘little or no ironing.’ 


The panel is organized for income, age, occupational and 
educational factors, geographic location and family com- 
position. If your marketing activities would benefit from 
the use of a consumer panel for determining product- 
attitudes, preferences and use-patterns . . . reaction to 
new products or services . . . sampling housewife opinions, 
etc. . . . you will find this proven, functioning organization 
of tremendous immediate value. That’s just one of the 
marketing services that make Good House- 


a Feoarte ny 
keeping different . . . one of the things that GrodHonschoping 
make it a great advertising medium. L2e scanners PE 
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tually work in it? 

For the non-advertising people, this is 
a fairly simple report. Nearly half had no 
idea, really, about the business they en- 
tered. About a third thought simply that 
the business offered money and advance- 
ment. 

The responses of the advertising men 
are much more complex. A little less than 
a quarter of them report they had no 
concept of how skilled and complicated a 
business it really turned out to be. They 
had either supposed it was a glamorous, 
exciting, Hollywood-like business, or they 
thought it was quite simple—just making 
ads. 

Another fifth thought of it as creative 
and interesting, and about 17% liked the 
future and the money. 


= Two roughly equal blocs of advertising 
men hold diametrically opposite views. 
About as many advertising men feel they 
understood exactly what the business is 
about as there are advertising men who 
report they had no idea at all what the 
business was about. 

And there is a small percentage of 
advertising men, 6%, who say candidly 
that they thought advertising: was a racket 
before they went to work in it. 

What they look forward to in their jobs 
is practically the same for both advertis- 
ing and non-advertising men. The major 
bloc in each group, about two-thirds, 
looks forward to more money and the op- 
portunity to advance. Non-advertising 
people lay great stress on the satisfaction 
of doing a job well, and more than one- 
third mention this reward. 


Advertising people stress a variety of 
job satisfactions: nearly half cite being 
able to express themselves, with adver- 
tising appearing as an outlet for creative 
ability. Security in the field is cited by 
17%, and two smaller groups mention 
(1) benefiting people and uplifting cul- 
ture through their work, and (2) the 
constant challenge’ of the work, and the 
lack of boredom. 


No Greener Fields 


If they had it to do all over again, most 
advertising people—a rousing 83%— 
would make the same choice and make 
their living in advertising. 

Most of their neighbors feel the same 
way. More than three-quarters of them 
would take the same vocational road they 
are now traveling, primarily because of 
the money and success they have enjoyed. 

(It might be well at this point to re- 
emphasize that these interviews were 
conducted in comfortable suburbs of New 
York, Chicago and Detroit. In other words, 
these are people who have done well at 
their vocations, and their satisfaction in 
their careers mirrors this accomplish- 
ment.) 


= Among the 17% of advertising men 
who would pick another field, the pre- 
dominant choice is another creative and 
exciting one, and often one not far re- 
moved from advertising. The 24% of the 
neighbors who would choose another 
vocation would normally take something 
quite removed from their present work, 
either a first vocational love—like medi- 


cine—or a more creative and interesting 
job. Perhaps like advertising. 


Advertising vs. 
Other Businesses 


Advertising men like advertising. Ac- 
cording to them, it’s a warm business, 
but their neighbors rate advertising only 
one-fourth as “warm” as their first 
choice, education. (See chart, Page 88.) 

No advertising people think of adver- 
tising as a cold, impersonal business, and 
only 4% of their neighbors think of ad- 
vertising in this way. Banking and fi- 
nance was the overwhelming choice of 
both groups for this designation. 

As always, advertising people regard 
advertising as an “interesting” business. 
The neighbors think the professions are 
more interesting than advertising, al- 
though by a narrow margin. 


= Advertising people and their neighbors 
agree that advertising isn’t a “dull” busi- 
ness. Banking and finance won this du- 
bious accolade from both groups. 

Advertising is viewed as a business 
that is hard on the people in it. According 
to advertising people, advertising is an 
easy choice for the business that pro- 
duces ulcers and “burns a man up quick- 
ly.” The neighbors concur—more than 
half of them think of advertising in this 
rigorous and pitiless light. 

Advertising people are convinced of the 
cerebral qualities necessary for advertis- 
ing work. Last week, as we saw, they 
chose advertising for the “bright young 


Advertising Age, April 3, 1961 


man.” Here they choose advertising as 
the field “best for men of intelligence.” 


# The neighbors dissent, almost totally. 
Only 4% think of advertising as the best 
field for men of intelligence; advertising is 
tied with retailing, and we have already 
explored the neighbors’ low regard for 
the retailer. As far as the neighbors are 
concerned, the best field for intelligent 
men is the self-employed professional, 
who is the choice of nearly half the 
neighbors. 

Last week we saw that advertising 
people don’t think of advertising as being 
snobbish, clannish or Ivy League. 

Still consistent, they think advertising 
is a pretty good field for men of “humble 
background,” ranking it next to retailing, 
and the difference is slight. The neigh- 
bors think of advertising as next to last 
as a good field for a man of humble 
background, and their choice of the best 
field for him is manufacturing. 


= Advertising people think of advertising 
as a mobile business, not over-stratified, 
and one where ability is recognized 
quickly and progress is rapid. According- 
ly, when asked which business offers the 
best chance for advancement, 72% of the 
advertising people chose advertising. 

The neighbors disagreed, and ranked 
advertising third, but their choices were 
fairly close together. Professionals came 
first, followed by manufacturing. Both 
groups agreed that education offered the 
least chance for advancement. 

In the same vein, advertising people 
don’t regard advertising as bureaucratic, 
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Concentrated 


Many are aware that under the Big Top is concentrated 3 
giant rings of unmatched thrills and excitement. 


It should be equally well known that under-the Big 
Top of FIRST 3 MARKETS GROUP magazines is con- 
centrated 3 giant markets with record smashing sales and 
unmatched profits. 

Build sales leadership for your product by concentrat- 
ing a sizeable part of your advertising effort in the FIRST 
3 markets of New York, Chicago and Philadelphia—which 
account for about 1/7 of all Drug sales, 1/6 of Food sales, 
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1/5 of Furniture, Furnishings and Appliance sales, and 
1/4 of total U. S. Apparel sales. 

In these compact, most profitable markets you need 
much more than regional portions of thin-coverage 
“national” media or the “now you have it, now you don’t” 
audience of the ephemeral TV or radio sales message. 
Within these top markets there is no substitute for FIRST 
3 MARKETS’ dominant 54% COVERAGE of all families. 

Concentrate COVERAGE where it counts . . . with 
FIRST 3 MARKETS GROUP. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


NEW YORK 17,N.¥.,News Building, 220 East 42nd Street, MUrray Hill 7-4894 + CHICAGO 11, Ill, Tribune Tower, SUperior 7-0043 » SAN FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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and neither do their neighbors. Only a 
minor percentage mentioned advertising 
as fitting its people into a bureaucratic 
mold, and the overwhelming choice of 
both groups for a bureaucratic kind of 
business is banking. 


= Bureaucratic businesses are often 
equated with businesses offering con- 
siderable security. Perhaps on this ground 
alone, advertising would have been rated 
poorly in terms of security. At any rate, 
advertising people rated advertising low 
in security, and even so, they regarded 
advertising as about seven times as se- 
cure as did their neighbors. Advertising 
people regard banking as secure, with 
education second; their neighbors re- 
versed the choices. 

Probably no question better illustrates 
the difference in how advertising people 
look at advertising compared with their 
neighbors than the question of which busi- 
ness offers “opportunity for leadership.” 

Almost half (45%) of the advertising 
people think advertising does. Manufac- 
turing did about half as well, in the 
opinion of advertising people. The neigh- 
bors obviously don’t equate advertising 
with leadership opportunities; only a 
minor portion mentioned advertising, and 
it ran far behind manufacturing and pro- 
fessionals. 


s In the same general way, advertising 
people regard advertising as being 
“forward-looking and progressive,” and 
three-quarters of the advertising people 
made advertising their choice. But the 
neighbors think manufacturing is more 
progressive, and only two-thirds as many 


as chose manufacturing chose advertising. 

On the other hand, advertising definite- 
ly appears to be a business where there 
are opportunities to be creative and to 
apply original ideas. Advertising people 
picked advertising by an almost total 
vote—96%. Non-advertising neighbors al- 
so picked it overwhelmingly. 


Social Values 
of Advertising 


The first article in this series illumi- 
nated a schism between advertising people 
and their neighbors regarding what kinds 
of people advertising people are. When 
the questions turned to human and social 
values of the advertising business, this 
schism appeared again. 

When asked what vocation offered “job 
satisfaction,” advertising people predicta- 
bly chose advertising—by a 69% major- 
ity. Advertising was second among non- 
advertising people, but it trailed the 
first choice, the ubiquitous self-employed 
professional, by a tremendous margin. 


@ When asked which vocation offered 
the greatest opportunity to “grow as a 
human being,” advertising people again 
chose advertising but by a much smaller 
margin, 37%. Non-advertising people took 
a sharply difierent view—advertising was 
fourth, with a minor vote. Education drew 
more than six times as many votes, and 
was the first choice of the neighbors, with 
the professional following close behind. 
Earlier comments in the study had 
indicated that one of the misgivings felt 
by neighbors about advertising was its 


effects on the home life of the people in it. 
When asked which vocation “allows the 
most satisfactory home life,” advertising 
people rated advertising equal with edu- 
cation, but gave both fields only about 
half the vote given to banking, the top 
choice. Non-advertising people ranked 
advertising last on a home-life basis, with 
education first. 


ws One of the shockers of the study was 
the apparent low opinion advertising 
people held of their business and its role 
in society. 

When asked which of the vocations was 
“useful, beneficial to society,” advertis- 
ing people ranked advertising second to 
education, but with only half education’s 
votes. Non-advertising people took a much 
more decided view—advertising ranked 
last, but tied with manufacturing and re- 
tailing, and education came first. Signif- 
icantly, the neighbors tripled the adver- 
tising people’s appraisal of the profes- 
sional. 

When this general area of thought was 
probed in a different way, and respond- 
ents were asked which of these vocations 
was “essential to the economy of the 
country,” and “less essential,” it became 
clear that advertising people have a con- 
siderable doubt about the essentiality of 
their business, and that their neighbors 
have no doubts about its non-essentiality. 


= Advertising people ranked advertising 
second in essentiality, about even with 
banking, and well behind manufacturing. 
The neighbors ranked advertising fourth, 
far behind manufacturing, banking and 
education. 


Advertising Seen to Carry Little Weight as Social, Economic Factor 


Offers Most rtunity t 
dor ons een Bee 


Banking | 2% 


Retail J 
Advertising a 
Education 

Manufacturing pda 190, 


Professional —— 


26 
39% 


Allows Most Satisfying 
Home Life 


Banking a.” 
Retail FRL/° 


Advertising kd 18% 


Education (iad 359, 


Manufacturing = 15% 


11% 
Professional 4% 


Useful, Beneficial to Society 
Banking he {3 


0% 
Retail 12% 


Advertising ha 22% 


j 57% 
Education eee J. 


Manufacturing Be 


Professional — 29% 


Essential to Economy 
of Country 


Banking br 553%, 
RY 

re 24% 

fhe 14% 
— 
iss 


Retail 
Advertising 
Education 
Manufacturing 


Professional 


Less Essential to Economy 
of Country 
Banking §j3-° 
neal PA!” 
hivetsng bled 75 
Education Be. 


Manufacturing Be 


Profesional R=" 


Highest Prestige in th 
wComty 


Banking a’ 
Retail fo, 


Advertising 


Education Wis, 


Manufacturing ike 0, 


Professional Be 0, 


WHE Advertising People MEE Neighbors 


Advertising Age, April 3, 1961 


As the chart on this page shows, there 
is an apparent cleavage in meaning be- 
tween “useful, beneficial” and “essential.” 
Advertising people, who think highly of 
education as useful and beneficial, ranked 
it low on essentiality; their neighbors 
tripled education’s rating as essential, 
although it was third behind manufactur- 
ing and banking. 

When the question became one of being 
“less essential,” advertising people thought 
advertising was as dispensable as educa- 
tion; they thought the professional was 
least essential, while the manufacturer 
and the banker were most essential. Non- 
advertising people figured advertising as 
the least essential vocation, followed by 
professionals, educators, and retailers. 
They agreed that manufacturers and 
bankers are least dispensable. 


s Finally, the two groups were asked 
which of these six vocations had the 
“highest prestige in the community.” 

Advertising was simply washed out of 
the picture. 

Only 2% of the advertising people 
voted for advertising. None of the neigh- 
bors voted for advertising. 

Banking and professionals were the 
fields advertising men think have the 
highest community prestige. The neigh- 
bors gave the top position to professionals, 
followed at a respectful distance by bank- 
ing. 


s In other words, rated in terms of es- 
sentiality to the economy, and as a social 
factor, advertising rates poorly. 

And it rates nearly as badly with its 
practitioners as with people who are not 
working in it. 


"Why I Like My Job’ 


Before exploring this question, it might 
be well to repeat an important qualifica- 
tion. These interviews were conducted in 
upper-class suburbs of New York, Chi- 
cago and Detroit. The advertising agency 
men interviewed had done well at their 
business. The neighbors presumably had 
done as well at theirs. This is a portrait, 
then, of people who—to a considerable 
degree, at least—“have it made.” 

This may be the reason that the an- 
swers of both groups as to what they 
liked in their respective fields of work 
are quite similar. 

More than half of the advertising peo- 
ple and their non-advertising neighbors 
say their work is challenging, and it is 
the facing and solving of new problems 
which intrigues them. 


= Thus an advertising man says, “You 
work with intangibles which heighten 
the challenge. You work with feelings 
and emotions and words, and end up with 
sales that are made by the ringing of the 
cash register.” His non-advertising neigh- 
bor explained, “The personal satisfaction 
of figuring out the company’s needs and 
then planning their requirements, and the 
satisfaction of seeing them get results 
through my specifications.” 

The second most important element in 
job satisfaction is the number of interest- 
ing people with whom they come in con- 
tact. Around 30% of both groups cite this 
facet. Non-advertising people tend to 
stress the number of different people 
they meet; the advertising people stress 
the variety of clients, and the advertising 
contacts—people they describe as alert, 
intelligent and charming. 


s About a fifth of the advertising people 
mention creative aspects of their work as 
an important aspect, and about half as 
many mention “an air of excitement.” 
Non-advertising people, particularly those 
in sales, mention freedom—not being tied 
down. 

There is an old and cynical chestnut 
about the advertising business: That the 
people aren’t much, but you meet such 
interesting money. In light of this study, 
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FRESH FROZEN ae 
GARDEN VEGETABLES 


McKenzie’s Southern vegetables taste better, are of 
better quality, are rich in natural vitamins and minerals. 
They’re grown in rich Southern soil under warm 
Southern skies. You'll like McKenzie’s vegetables 

a little bit better. Try ’em. 


PACKED TWO WAYS 
—in family size polyethylene bags 
and 
—in smaller cartons for convenience, too. 


PACKED 
UNDER 
CONTINUOUS 
USDA 
INSPECTION 


The McKenzie plant 
packs under continuous 
USDA Inspection. 
Packed by 
SOUTHERN FROZEN FOODS, INC. 


Montezuma, Georgia 
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SOLUTION: Home Edited Gravure 
Magazines...like The Atlanta Journal 
and Constitution Magazine in Atlanta. 


Southern Frozen Foods distributes exclusively in the state of Georgia. Atlanta, the major market 

in Georgia, is served by a locally edited magazine— The Atlanta Journal and Constitution Maga- 

Re. dps zine. It offered full-color magazine reproduction plus the reach and penetration of newspapers. 
- Southern Frozen Foods merely matched up the magazine to the market. 

Only locally edited magazines offer regional and national advertisers full-color magazine repro- 


duction in 5,851,749,684,520,334,682,271,908,086,030,848,019,660,800,000,000 different 


major market combinations. Use them as your tactical ad force in 40 major markets. me 
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The Atlanta Journal and Constitution Maga- 


zine is a member of the Locally Edited : cy 

Gravure Magazines listed below. It is also sae hi 

one of the 54 individual Home Edited ms * 

Gravure Magazines serving 40 of the nation’s 

leading markets. os 
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perhaps it should be revised. In this 
study, non-advertising people ranked fi- 
nancial reward third, as a reason for 
liking their jobs. Advertising people 
ranked the money they make fifth and 
last. 


What They Don’t Like 


What advertising people like least 
about their jobs is the pressure—and its 
side effects. They mention the never- 
ending tension of making deadlines; the 
bad hours; the cancelled vacations; the 
disrupted home life. 

This general area accounted for 29% of 
the complaints, and the advertising men 
describe this phase of their lives graph- 
ically: “It’s a rat race. We’re constantly 
faced with deadlines caused by the fact 
that one must produce and produce 
quickly because there is so much com- 
petition in the business.” “The tremen- 
dous pressures of deadlines and of con- 
flicting personalities we work under.” 
“It raises hell with family life, because 
of the bad hours, and the business is 
filled with unnecessary crises and virtual- 
ly impossible timetables and schedules. 
There is much weekend work.” And, 
“Man-made crises caused by unsure peo- 
ple who do not allow reasonable hours to 
get jobs done.” 


= The second major complaint of the ad- 
vertising people is the major complaint of 
non-advertising people (nearly a quarter 
mentioned it): The routine administrative 
detail work required in all business—the 
reports, records, time-sheets, production 
schedules, etc.—which they feel inter- 
fere with the main or creative aspects 
of their work. . 

Many non-advertising people also find 
they don’t have the regular working 
hours they would like. About a fifth of 
them complain of out-of-town travel, or 
the fact that their business is seasonal. 
But 18% of the non-advertising group 
have no complaint to make. 


a Advertising people are either more 
articulate or they have more of which to 
complain. As many as dislike detail are 
prone to complain about the people they 
have to work with—and this is usually 
The Client. “Sometimes it is frustrating,” 
one respondent confessed, “to have your 
ideas changed by people that you feel 
know less about it than yourself.” An- 
other cites “the fact we have to deal with 
people who do not know as much as they 
think they do.” And one advertising man 
blurted, “Fifty per cent of the time what 
I did was changed because the man 
above me must justify his job. The agen- 
cy man must satisfy the client first or he 
has no job. For instance, the first and 
foremost part of my job once was to be 
sure my client didn’t eat his lunch alone! 
He had a phobia against eating alone, 
and every day I had to eat lunch with 
him.” 


= Of relatively minor concern were: the 
advertising business’ preoccupation with 
“groupthink”; job insecurity with an at- 
tendant fear of stating opinions honestly; 
lack of basic satisfactions because work 
in advertising is not close to people’s 
basic needs; and a vague feeling that the 
drive for volume in business leads to dis- 
honesty and misrepresentation in adver- 
tising. 

A comment on insecurity: One adver- 
tising man complained of “the fact that 
accounts change from agency to agency 
for unsound or political reasons,” and 
“the very fact that they can switch 
without anyone thinking it through very 
carefully.” 

Still, 14% of the advertising people had 
no complaint. 


Where Should One Work? 


Perhaps the most interesting—and the 
most revelatory—part of the study is the 


advice one would give a favorite nephew 
about a career. In casting themselves in 
this avuncular role, both advertising men 
and their non-advertising neighbors 
stressed, it will be recalled, the desira- 
bility of working as a professional. 

This was the choice of nearly two- 
thirds of the non-advertising people, and 
about one-quarter of the advertising men. 


= The reasons varied: One can be one’s 
own boss; one is assured of employment; 
one can enjoy a fuller life, independence 
of thought, judgment and action. “Self- 
employed professionals are not hampered 
by other people who control them, and 
they do not have to conform to so many 
policies. It’s a matter of self-expression,” 
explained one non-advertising man. 

It may be relevant that only one of the 
non-advertising neighbors to whom in- 
terviewers talked can properly be classi- 
fied as a self-employed professional. 


s On the other vocations which were 
posed as alternatives, these were some of 
the reasons for disapproval: 


Retailing—too risky, difficult, and re- 
garded as generally aggravating. Nearly 
twice as many of the non-advertising 
neighbors feel this way as do advertising 
men. . 


Banking and _ finance—dull, boring, 
stodgy, offering little in the way of stim- 
ulation or financial reward. 

Teaching and education—poorly-paid 
and lacking the recognition it deserves. 


s As was said earlier, none of the ad- 
vertising people picked advertising as the 
last place to which they would send a 
nephew. About 13% of them picked man- 
ufacturing as lacking in opportunity. 

The non-advertising group gave adver- 
tising a bad time. About 19% picked it 
as the vocation they would be least 
inclined to recommend. The reasons: 
competition, insecurity, and a follow- 
the-leader turn of mind. As one non- 
advertising respondent, who disliked ad- 
vertising as a career for his hypothetical 
nephew, put it: “You must always work in 
the same track of mind because the job 
is always to call attention to something 
that is hardly worth the effort.” 


Summary 


Advertising people, for the most part, 
think very highly of work in advertising; 
their non-advertising neighbors are lit- 
tle impressed, and seldom agree except 
in generally negative characterizations. 


s Advertising people think advertising is 
warm, full of human interest, and offers 
job satisfaction and opportunity for ad- 
vancement. They see it as a good field 
for intelligent people, and those lacking a 
superior background. Their non-advertis- 
ing neighbors dissent: only a piddling 
percentage thinks advertising is a good 
field for men of intelligence compared 
with other areas, and minor percentages 
think advertising is a good place for a 
person of humble background, or that it 
offers room for growth as a human being; 
and a practically invisible percentage of 
the neighbors believe advertising offers a 
satisfactory home life. 


@ The groups agree that advertising isn’t 
dull; that it offers the best chance to use 
and apply original ideas; and that it of- 
fers little security. They are also alike in 
ascribing to it the results of pressure and 
tension—ulcers and “burning a man up.” 

In an important area (on which more 
light will be cast in the third article in 
this series) the two groups neither agree 
nor disagree. They seem to raise a serious 
question worth further consideration: 
How useful, beneficial and essential is 
advertising to the country and to society? 
In this section, advertising respondents 
tend to think of themselves as moderately 
essential, while their neighbors tend to 
think that advertising is the least es- 


sential of several vocations to the coun- 
try’s economy, and virtually of no use to, 
or beneficial to, society. 


® Finally, only 2% of the advertising 
group believe their kind of work carries 
high prestige in the community. None of 
their neighbors think so. 
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In the third and concluding article in 
this series, we will look at the state of 
advertising in America, how it has been 
affected by scandals, whom the advertis- 
ing people and their neighbors think is to 


blame, and what they say will be done 
about it. # 


Deplores ‘Medicine Man’ Approach... 


‘Disillusioned, Disheartened’ Agency Head 
Takes a Long, Hard Look at Reeves Book 


The following letter to the editor, discussing the book, “Reality in Ad- 
vertising,” written by Rosser Reeves, chairman of the board of Ted Bates & 
Co., is published here because it is much too long for publication in the 
Voice of the Advertiser department and because the letter itself is ex- 
tremely unusual. Mr. Reeves’ book is scheduled for publication April 17, 
but as the author and numerous others have pointed out, it has been in 
wide circulation under a Ted Bates & Co. imprint, for many months. Its 
substance was reported in the March 6 issue of ADVERTISING AGE. 


To the Editor: After twenty years in 
advertising and currently believing that 
our total industry has reached the adult 
maturity of most other self-respecting 
businesses, I am suddenly disillusioned 
and disheartened. 

This came with the announcement and 
article in ADVERTISING AGE concerning the 
importance of the Rosser Reeves book, 
“Reality in Advertising,” in obtaining an 
account for the Bates Agency. 

I have nothing against Mr. Reeves or 
the Bates Agency. But, just when I was 
beginning to believe that both agencies 
and advertisers recognized the value of 
honest effort, marketing ability and cre- 
ativity so essential in a multi-billion 
dollar industry ... I now find that the 
old “medicine-man” approach is still the 
best way. 

Several months ago I had the oppor- 
tunity, along with many advertisers, to 
read this beautifully-bound book printed 
as “Confidential, for Agency use only.” 
No advertising man would argue with 
Mr. Reeves about his main theme con- 
cerning the value of continuity, frequency 
and repetition of an advertising message. 
This is repeated in all the textbooks. 
But few advertising people would have 
the courage to say in the first chapter 
of a book that there are 37 different 
factors, including advertising, that would 
affect a brand’s sales .. then ignore 
36 of these factors by attributing all of 
the “success” stories he uses to adver- 
tising alone. 

Few men would have the courage to 
claim new advertising theories and then 
repeat some of advertising’s basic funda- 
mentals. 

Mr. Reeves seems to deplore the use 
of fancy phrases, yet has camouflaged 
the book with such coined phrases as 
“Vampire Video,” “Deceptive Differen- 
tial,” “Usage Pull” and “Unique Selling 
Proposition.” 

Because there are too many imitators 
in the agency business and because I 
feel that this “medicine-man” approach 
to advertising and obtaining new busi- 
ness will set our industry back 20 years, 
I would like to review “Reality in Ad- 
vertising,” chapter by chapter. This should 
be valuable to these agency people who 
can’t wait for the book to go on sale to 
find out the device that obtained a $6,- 
000,000 account. And, by reducing the 
book to simple terminology, the review 
should help advertisers asSess its real 
value. 

Following is the “review” with my 
comments in parentheses: 


Chapter 1: Here Mr. Reeves estimates 
there are 37 different factors, including 


advertising, that can affect a product’s 
sales. (In succeeding chapters he ignores 
these variables in drawing relationships 
between a particular headline, or cam- 
paign, and the sales results. Does he, or 
does he not, believe that such factors 
as price, distribution, sales force, com- 
petition, etc., affect a product’s sales?) 


Chapter 2: He says that it is now possible 
to find out if your advertising is making 
sales by checking usage of those aware 
of your advertising versus those who 
are not aware. (This is a type of re- 
search that is widely used, but it still 
does not give you proof as to whether 
your advertising is just fair, good, or ex- 
cellent.) 

Chapter 3: He states that penetration of 
your message is important. This is Step 
No. 1 concerning the success of your 
campaign. Step No. 2 is to research the 
usage pull, which means the number of 
customers you obtained through the pene- 
tration of your message. He claims that 
this kind of research on big advertising 
budgets has, for the first time, provided 
an auditing approach to advertising and 
uncovered some startling truths. (This is 
an excellent step in analyzing the effi- 
ciency of your advertising, but Ted Bates 
didn’t originate this type of research, is 
not the only practitioner. Also, at least 
from reading his book, it has not un- 
covered any startling truths that haven’t 
been known for several years.) 

Chapter 4: He states that some campaigns 
penetrate better than others. (Rather 
widely known.) 

Chapter 5: He claims that among pene- 
trating campaigns, some produce more 
sales than others. (Follows Chapter 4 
very well.) 

Chapter 6: He claims that a three million 
dollar advertising budget is equivalent 
to six million, if it produces twice the 
results. (True.) 

Chapter 7: He states that the mass of peo- 
ple forget your campaign in as short a 
time as six months, if you drop it or 
change it. (The exact time of forgetting is 
open to argument, but, with the mass of 
advertising being directed to the consum- 
ing public, there is no question but what 
the memory time factor is quite short.) 
Chapter 8: Changing your story means 
loss of penetration. Stay with the cam- 
paign year after year. (This is a basic 
fact, but the advertiser must be sure 
through research and sales results, that 
the campaign is good and remains good 
in face of changes that constantly occur 
in the market.) 


Chapter 9: A consumer tends to remember 
only one strong claim or concept from 
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an advertisement. (A basic principle of 
advertising.) 

Chapter 10: The penetration of your mes- 
sage crowds out that of your competi- 
tors. (Another basic truth.) 


Chapter 11: (A review of preceding chap- 
ters.) 

Chapter 12: Advertising should do more 
than just display a product, it must per- 
suade a person to buy it. (A basic truth.) 
Chapters 13 to 15: Persuading a person to 
buy your product requires a unique sell- 
ing proposition, or U.S.P. (This, of course, 
is the guts of any ad—often called the 
consumer benefit, reason why, or pur- 
chase proposition, etc. by other agencies. 
The easy way out here is to have it 
in the product or get the manufacturer 
to put it in, which requires study and 
creativity. If the product doesn’t have 
it, the big job is to discover it or create 
it, and then be able to recognize it when 
you’ve found it.) 


Chapter 16: Deceptive Differential! Inter- 
preted to mean that comparison in a com- 
petitive way is all right but don’t strain 
to magnify a small difference. Be truth- 
ful in comparative statements. Compari- 
son is not needed in some cases, but 
needed in others. (This is a fuzzy treat- 
ment of this subject, and I believe the 
conclusion is to do your comparison right 
or don’t do it at all.) 


Chapter 17: The U.S.P. is something a per- 
son gets out of an ad. It is not always 
a tight phrase but can be a complex of 
visual and verbal elements. (Fundamen- 
tal.) 


Chapter 18: Very deep motivational re- 
search delving into subconscious etc., has 
not been perfected to the point where 
it is reliable as a major advertising tool, 
particularly when projected for the mass- 
es. (True, though this type of research 
is helpful in creative work, if judgment is 
used and results tested.) 


Chapter 19: Mr. Reeves tends to criticize 
other agencies’ use of motivational re- 
search with its high sounding phrases. 
He claims that the use of simple, tried 
and true techniques of questioning in 
research are the best at this time. (This 
is a safe viewpoint.) 

Chapters 20 and 21: Brand image is not a 
U.S.P. U.S.P. is a direct persuasion, where- 
as brand image is a subconscious per- 
suasion. One is a clair and one is a 
feeling, and either can be successful alone. 
A good U.S.P. is best, but both together 
are terrific. (Two good things are better 
than one.) 

Chapter 22: Your advertising message can 
have different meanings to different peo- 
ple. It’s good to test and be sure of get- 
ting the right message to all. (A funda- 
mental.) 

Chapter 23: Different commercials with 
the same theme can have wide differ- 
ences in effectiveness. These should be 
tested and the best one used repeatedly. 
(This is true, but generally it is possible 
to make two or more highly effective 
commercials with the same theme.) 
Chapter 24: Get a good theme and ham- 
mer it home. Advertisers get tired of it 
long before the public. (A basic truth.) 
Chapter 25: There is no positive way of 
telling in advance whether you have a 
strong or weak U.S.P. in terms of sales. 
(True, but this chapter seems to con- 
tradict other statements.) 


Chapter 26: A secondary claim can di- 


SN en 


minish penetration of the primary claim. 
It may be a distraction. (This relates to 
previous chapter on selling one idea in 
your ad.) 

Chapter 27: Vampire Video! This in simple 
lay language means to not let entertain- 
ment, visual effects, etc. obscure your 
message in a tv commercial, not even for 
the purpose of producing a feeling or 
image. (This, of course, is true but should 
not stifle creativity.) 

Chapter 28: Make the audio and video 
work together in tv. Interpret your theme, 
specifically for tv. (A fundamental of tv 
creative work.) 

Chapter 29: Originality in advertising 
must be controlled. Functionalism is most 
important. (The Bates’ reputation was not 
gained on originality and creativity. They 
believe in direct hard sell. Many adver- 
tisers, and particularly those with small- 
er budgets, have proved that an ad can 
be both creative and functional. Reeves 
criticized a panel of agency experts who 
selected three poorest tv commercials, 
by pointing out that two of them were 
responsible for terrific sales successes. 
He cid not discuss how much better the 
sales results might have been had the 
commercials been good. Also, there is the 
problem of the 37 variables affecting 
sales. He may be proving that a good 
product may sell in spite of the adver- 
tising.) 

Chapter 30: He claims that it is better to 
reach a large audience less often than 
a smaller audience more often, on mass 
consumption products, regardless of budg- 
et. (I find it hard to figure out how he 
can be so positive in such a statement. 
He can be proved wrong in more cases 
than he can be proved right. In fact, he 
completely contradicts himself in his 
claims for frequency and repetition of a 
message.) 


Chapter 31: (A review of preceding chap- 
ters.) 


Chapter 32: (A defense for the advertising 
principles he has covered.) 

Chapter 33: He defends the fact that 
Bates’ ads never win advertising awards. 
He criticizes agency people who are not 
realistic in their approach to advertising. 
(I’m glad that he advocates realism. I 
do believe, though, that one can follow 
the fundamentals of good advertising and 
still be original, creative, attractive and 
very successful.) 


# In summary, Mr. Reeves advocates some 
very good advertising fundamentals. But 
why promote an image of phoniness about 
advertising people with 113 pages of 
coined, mysterious phrases, positive claims 
unsupported by fact, commission by omis- 
sion and complete preoccupation with the 
obvious. 

There is a real danger here, to my way 
of thinking, for the entire advertising 
business, both in terms of clients and 
agencies. The uninitiated may well ac- 
cept this treatise as “gospel” despite its 
over-simplification of what advertising 
is all about . . . and despite the complete 
ignoring of the multitude of other factors 
(36 by Reeves’ own count) that affect the 
sales movement of products. 

This is a step backward in the evolution 
of advertising and its proper place in a 
good and complete marketing program. 

David E. Guerrant, 

President, John W. Shaw Advertising 

Inc., Chicago. 


What They Were Saying 25 Years Ago... 


Dean Uptegrove, art director of Rich- 
ardson, Alley & Richards Co., speaking 
before the American Institute of Graphic 
Arts in a plea for standardization of page 
sizes among related publications (AA, 
April 6, 1936): 

“Publishers of magazines are so en- 


grossed with their own troubles that they 
never get around to thinking of ‘the 
agencies’ problems. The agency art di- 
rectors are so busy making re-scales that 
they never have time to raise the ques- 
tion. If they do mention it, the magazine 
men get red around the neck and mutter 


Advertising Age, April 3, 1961 


The Creative Man’‘s Corner... 


=e of the world's great 


Seat ee, 


later appearance in the market. 


paign is pleasant. # 


Light Touch 


LIGHTNESS... ne sets stant 


rag imported wheshiee—Cenadean amd Scotch 
~~ Laghteat of them at 1s Canodian Club That's why you can stay with it all evening tong 


oe tue hana the tone” wee CANADIAN CLUB 


After almost a quarter century, the world-travel series of Canadian Club 
appears to have come to an end. Not too soon, either, for figures on liquor 
consumption published recently by Business Week show Seagram’s V. O. to be 
the largest selling Canadian whisky, supplanting Canadian Club despite V. O.’s 


Whether or not this particular campaign, based on lightness, yet still com- 
paring the lightness of Canadian Club to that of Scotch, will do what a cam- 
paign run without change for 25 years could not do remains to be seen. 


The photographic illustration is striking—but most photographic illustra- 
tions these days are striking, almost as if something had to compensate for the 
lack of a genuinely compelling verbal idea. What the young lady is blowing is 
difficult to determine—a dandelion gone to seed or the flower of the milkweed. 
It doesn’t matter. The aim is to suggest lightness, which it does, thus carrying 
out the verbal theme of the campaign. But is the theme of lightness enough 
to sell this expensive whisky against others, just as light, but less costly? 


We doubt it, but are willing to be proved wrong by time. At least the cam- 
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about regimentation ...If this individual- 
ity in page sizes led to some big, dramatic 
art achievement, I would suffer in silence, 
but I have never yet seen anything star- 
tling done in one-eighth of an inch.” 


Walter H. Gardner, general sales man- 
ager, Keystone Steel & Wire Co., Peoria, 
Il., in “Executives Service Bulletin,” pub- 
lished by Metropolitan Life Insurance Co. 
(AA, April 20, 1936): 

“It is our observation that conferences 
integrate activities. They give the minority 
the chance to declare its opinions openly, 
rather than grumblingly to obey a dictum 


from upstairs. They give different depart- 
ment heads a chance to make suggestions. 
They banish misunderstandings and es- 
tablish policies which, written or unwrit- 
ten, chart the course of business. But a real 
conference is a meeting of minds—not of 
officials. 


s “The chairman is the controlling factor. 
It is his responsibility to see that all con- 
ferees are prepared to discuss the subject. 
It is his job to state the problem clearly, to 
keep his eyes and ears open so that all 
members get a chance to talk, and to keep 
irrelevant discussion out of the way.” 
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How they won the big ones a 


Bill Russell (No. 6) leads the Celtics’ battle § 
for the ball as Boston wins the pay-off 
game of the 1960 NBA Championship. 


s Concentrate where it counts, in the “A”’ markets 


_.s»Where 45‘, 0f supermarket sales are made 

In these big rich, decision-making markets and contiguous counties, 
American Weekly concentrates 86°/. of its circulation...and works better... 
more efficiently...more effectively than does any other magazine. Where net- 
work TV and national magazines “thin-out’’, American Weekly “thicks-in”. 


“American Weekly (G 


“OVER 1,472,000 READER RESPONSES IN ONE YEAR” 
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Salesense in Advertising. . . 
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Conform to Customary Reading Habits 


By James D. Woolf 
Advertising Consultant 

It has always been my notion that ad- 
vertising layout and typography should 
conform to the reading habits of the hu- 
man eye. Since childhood, for example, we 
have been conditioned to read from left 
to right, and from 
the top of a page to 
the bottom. We have 
been conditioned 
also to read black or 
dark letters against 
a white or very 
light-colored back- 
ground. We have 
not been conditioned 
to read upside-down 
type matter. 

Yet here is a full- 
page advertisement, 
which seeks to promote Australia and 
New Zealand as untrammeled vacation 
lands, that is printed upside-down, except 
the headline which is right-side up! 
What is to be gained by this “clever” 
stunt I don’t know. It will certainly con- 
fuse and probably irritate readers, if any. 
It is hard enough to get our text matter 
read under the best of circumstances. 
Nearly always the simplest and most di- 
rect form of typography is the most in- 
viting and easiest to read. 


James D. Woolf 


s The full-page Renault ad, shown here, 
also violates good layout procedure. Not 
only is the text at the top of the page, 
where it doesn’t belong, but it is difficult 
to read because of the long page-width 
type measure. The Miracle Whip text is 
hard to read because the type matter is 
in reverse; contrast this with the Del 
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Monte page, which conforms to the read- 
er’s usual reading habits. 

The Eastman Kodak page, in my opin- 
ion, illustrates the ideal arrangement: 
First, the picture at the top of the page, 
then the headline in the middle, and lastly 
the text. This is the standard arrange- 
ment to which the eye is accustomed. 

Bizarre and unusual arrangements do 
nothing except make advertisements less 
inviting and harder to read. Physical 
dress, no matter how original and “clev- 
er,” can never be a satisfactory substitute 
for a sound and appealing idea. The 
secret of good readership is desirable 
promised benefits. + 


Tips for the Production Man... 


Advertising Age, April 3, 1962 


Japanese Fantasy Make Designer Happy 


By Kenneth B. Butler 


When speaking of things exotic, we 
tend to think of the Orient—teahouses, 
geishas, dwarf cherry trees, sunken gar- 
dens, parasols, sloe-eyed charmers. 

This precept was vividly reinforced for 
me a few days ago when I encountered 
a booklet sampling Japanese papers im- 
ported and stocked by the Nelson- 
Whitehead Paper Corp., 7 Laight St., New 
York 13, N. Y. 

This you have to see to believe. It’s 
downright fantastic—a veritable Arabian 
Nights captured in rag and pulp. 

There is, for example, one line called 
Fantasy paper. Each sheet is actually a 
pair of gossamer-thin sheets, between 
which are arrayed gold and silver fleck 
and pressed leaves and butterflies... 
yet the over-all thickness is no more than 
that of a sheet of Kleenex. 

There’s also an assortment of 14 Tea 
Chest papers . . . extremely light-weight, 
with wildly imaginative, brilliantly water- 
colored patterns superimposed on a metal- 
lic backing. 

Something called Ogura at first brings 
parchment to mind, but it is more than 
that with loosely woven straw affixed to 
both top and bottom surfaces. 

Along the same line but less savagely 
composed is Natsume ... as shown in 
some of the loveliest colors in the spec- 
trum and with a texture as soft as 
chamois. 

Then there’s a sensuous stock called 
Tsuyuko, silky to the touch and avail- 
able in shocking reds and greens right 
out of Suzie Wong. 


Employe Communications ... 


On the more demure side are several 
flimsy lace papers, of mantilla design, ob- 
viously impractical for printing but just 
what the doctor ordered for overlay 
sheets in a prestige brochure. 

As for fleck patterns, I find it difficult 
to conceive of a way to fleck paper which 
is not represented here. One called Tairei 
has gold and silver flecks and pure white 
wisps running riot against a pale flesh 
base; Hakuchirashi has a beige base 
heavily populated with tiny gold splashes 
and flecked with quarter-inch squares 
of gold and silver. 

Tairei also goes in heavily for tinted 
tufts, little pieces of straw and multi- 
color confetti imbedded in fields of tan- 
gerine, milk-red, azure and warm brown. 

I am enamoured of a set of cover pa- 
pers ranging from subtle gray and tan to 
blazing red, over each of which floats a 
smoky white haze .. . nodoubt achieved 
by passing each sheet slowly through an 
opium den. 

The distributor explains (but needn’t 
have) that these are hand-made papers. 
All those shown in the booklet are stocked 
in New York (and, happy day, can be 
purchased in small quantities); if, how- 
ever, you’re one of those complete non- 
conformists and want something still fur- 
ther out, you can (by special order) se- 
cure any one of the designs in any desired 
color, finish, thickness, or non-standard 
size ... although you'll have to allow 
one to three months for ocean delivery. 

I should think, however, that what’s 
shown in this little booklet should be 
enough to make any designer cry for 
happy. Sayonara. # 


Employe Panel Views Communications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The “inquiring photographer” depart- 
ment found its way into the company 
press many years ago; today dozens of 
employe publications use the device in 
order to encourage reader participation. 
The questions, however, often border on 
the banal—the onlooker is inclined to 
wonder just how much value lies in ask- 
ing employes at random what ball club 
will win the World Series, or what they 
think of the trend in women’s hats. 

Nationwide Insurance Co., in Columbus, 
O., publishes a2 handsome and informative 
bi-monthly called “Nationwide World,” 
and its editors have no time to waste in 
frivolous questioning. A regular depart- 
ment in this journal is called “The Em- 
ploye Panel,” and in it the reader nor- 
mally finds the type of question that 
interests him at once. 

In the current issue appear the writ- 
ten views of four New England regional 
office employes, who were asked a ques- 
tion about improving communication be- 
tween management and employes. The 
question brought out some thoughtful 
answers quite a few people in communi- 
cation might do well to ponder. (The ed- 
itors state that the views are unedited, 
and our hunch is that no blue pencil has 
been put to them.) 

Few pros could sum it up better than 
Genevieve Shaw, mail clerk, who said in 
part: “When important changes are to be 
made which will affect certain people di- 
rectly, these people should be informed 
as quickly as possible, in keeping with 
good management, so that they will have 
the correct information and therefore be 
relieved of certain tensions and feelings 


of confusion which are products of the 
good old grapevine.” Communicators may 
point out that this is obvious counsel, 
but there are a lot of management people 
to whom it is far from obvious. 


# Gordon Lindsay, a casualty underwrit- 
er, notes that “most people, from office 
gossip to vice president, scramble for the 
prestige of ‘passing the word.’ This results 
in dribbles of truth, half-truths and no 
truths as news filters through the rumor 
pipes ... The people who make deci- 
sions are not the best to distribute the 
news. I think that communication of im- 
portant management decisions should by- 
pass the chain of command, that employe 
publications should have a strong organ- 
ization through the company, with paid, 
part-time string reporters who seek out 
news and an editor in each region and 
the home office.” 

The general observations of Marilyn 
Emerson, supervisor, policy file, deserve a 
special place in the archives of commu- 
nication. “The language of managefnent 
is a language unto itself, usually quite 
technical, and generally quite boring. Just 
as an adult finds difficulty in speaking 
the language of a child, so does man- 
agement tend to lose touch with the less 
technically advanced members of the 
company, by speaking over their heads 

. How easy to talk over the heads of 
employes, and how narrow the margin 
from there to talk down to them! And 
either course leads to wasted effort on 
the writer’s part and continuing confu- 
sion on the reader’s. The challenge lies 
in communicating with, not at, employes. 
I believe with a little more effort, super- 
visors and managers can communicate in 
such a way that decisions will be read, 
understood, maybe even enjoyed.” + 
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NOTICE 


From years of study, experience, and his- 
torically substantiated analysis, it is the 
considered judgment of the Minneapolis 
City Council that the proposed state legis- 
lation to place gas and electric rate regula- 
tion under the Railroad and Warehouse 
Commission, if passed, will inevitably re- 
sult in higher gas and electric bills to all cit- 
zens of Minneapolis. 


This proposal is now before your state rep- 
resentatives and senator as House bill 242 
and Senate bill 113. 


This notice is published by the Minneapolis 
City Council under its obligation to inform 
the citizens on a matter of vital public in- 
terest. The Council regrets the necessity of 
inserting the notice at public expense. 


UNUSUAL AD—The Minneapolis City | 
Council took this ad in the Tribune | 
and Star to express its opposition | 
to a proposed law to place gas and | 
electric rate regulation under a| 

state agency. 


Coca-Cola Continues 
to Get Mileage from 
World Series Films | 


ATLANTA, March 28—With base- 
ball moving to the center of the 
sports stage, demand for the offi- 
cial 1960 World Series film is in- 
creasing. 

For the past two years the cost of 
the official series film has been 
underwritten by Coca-Cola Co. 
Prints of the 43-minute color cov- 
erage of the 1960 battle between 
the Pittsburgh Pirates and the New 
York Yankees are available to bot- 
tlers at $115 each. 


# The film is made in conjunction 
with the motion picture division of 
major league baseball, headed by | 
Lew Fonseca, in Chicago. This di- 
vision has been turning out an of- 
ficial film of baseball’s biggest at- 
traction for several decades. Coca- 
Cola is the only advertiser to be 
associated with the project as 
sponsor in many years. 

The 1959 film, available through | 
the Coca-Cola Co., its 1,100 bot- | 
tlers or Mr. Fonseca’s office, was | 
seen by an estimated 12,000,000 | 
people. Charles A. Bourdelais Jr.,| 
national manager of concession | 
sales and major league baseball for 
Coca-Cola, estimates that the 60) 
version will be seen by at least! 
15,000,000 persons. B&w copies of | 
the film are being shown to U. S.) 
service men here and abroad. 


s The series film is the piece de | 
resistance of the group of movies | 
made available to bottlers by the | 
company to help them build good | 
will in their communities. Other | 
film subjects: School safety and | 
sports training, including basket- | 
ball and football. Bottlers show | 
the films to schools, civic groups, | 
men’s clubs, associations and other 
interested organizations. There are | 
now 700 prints of “World Series— 
1960” in circulation throughout the 
U. S. The film was made by Bor-| 
den Productions, Boston. 

In its sports training films, 
Coca-Cola gets a middle commer- 
cial featuring the coach and the 
team who provide the instructions 
for youngsters. They are set up for 
an ad-lib effect with the coach and 
his athletes saying what comes nat- 
urally about Coke. 

There is no sell in the baseball 
series films, but Coca-Cola gets 
opening and closing sponsor recog- | 
nition. 

Coca-Cola, whose agency is Mc- 
Cann-Erickson, will continue this | 
pr program in 1961. + 


MCA 1960 Income Up 20% 
MCA Inc., 


New York, tv film 
producer-distributor and talent 
agency, reported a gross income 
of $67,317,103 for 1960, as against 
$57,786,616 for 1959. Earnings, be- 
fore taxes, for 1960 were $12,962,- 
| 433, compared with $10,617,466 for 


film sales and studio rentals in 
1960, as against $48,136,378 the 
previous year. 


Dr. Pepper Names Teitler 

Dr. Pepper Co., Dallas, has ap- 
pointed Howard Teitler coopera- 
|tive advertising manager, suc- 


the previous year. Net income, af- | ceeding Kirby Post, who resigned 


ter taxes, was $6,270,230 for 1960,|in February. Mr. Teitler was for- 
up about 20% over the $5,186,066 | merly import market representa- 


for 1959. Of the gross 


income, | tive, handling merchandising and 


modities, in the foreign office of 
R. H. Macy & Co., New York. 


Aubrey Names Brennan VP 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago, has promoted Ed- 
ward W. Brennan to vp and chair- 
man of its consumer and industrial 
plans board. Mr. Brennan joined 
the agency in 1953 as a copywriter 
and has successively served as ac- 
count executive and group creative 


$57,593,078 was derived from tv|sales promotion of import com-| director for industrial accounts. 
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“yes” or “no” to any and all office purchases within 
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mau Executive”. Write for sample 

and data 


OFFICE EXECUTIVE 


Official Publication of the NATIONAL OFFICE MANAGEMENT ASSOC. 
World Weadquarters WILLOW GROVE, PENNSYLVANIA 


Reach them before they 
go, in The Plain Dealer’s 
EXCITING 
VACATION SECTIONS 


Spring Vacation Section 
April 9, 1961 


Summer Vacation Preview 
featuring the Civil War Centenial 
May 7, 1961 


Summer Vacation Section 
June 11, 1961 


Mid-Summer Vacation Section 
July 16, 1961 


Winter Vacation Preview 
November 5, 1961 


Winter Vacation Section 
December 3, 1961 


BIGGEST GAIN in 


HOTEL and RESORT LINAGE of 
any of the TOP 25 NEWSPAPERS 


The Kennedy Co., 420 Lexington Ave., 


more travel advertisers 


THEY READ...THEY GO 


... that’s why so many advertisers find it so profit- 
able to be seen in the Plain Dealer. Here are the 
facts: the Plain Dealer’s 27,134-line gain was the 
largest of any of the “Top 25” papers in 1960. The 
Plain Dealer goes to most of the Greater Cleve- 
landers who have most of the money to spend. 
These affluent, on-the-go Clevelanders believe 
in the Plain Dealer... believe in Plain Dealer 
advertisers. So... 


get results from Plain Dealer readers. 
It’s Ohio’s largest Resort and Travel medium. 


Cleveland PLAIN DEALER 


Eastern Resort, Travel Representatives: 


N_Y.« 9801 Collins Ave., Miami Beach, Fla. National Represent- 
ative: Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. 
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Fostoria to Run Cover 
Gatefold in ‘Bride’s Magazine’ 

Fostoria Glass Co., Moundsville, 
W. Va., will run a cover gatefold in 
the summer issue of Bride’s Mag- 
azine, New York, the first cover 
gatefold ever to run in the maga- 
zine. The Fostoria fashion festival 
will tie in locally with point of pur- 
chase contests offering brides the | 
opportunity to win a fall wardrobe. | 
A wardrobe of three dresses by de- | 
signer Anne Klein of Junior So- | 
phisticates will be awarded to three 
winners. Fuller & Smith & Ross, 
Cleveland, is: handling the cam- 
paign. 


Progresso Forteits Tv Ads 

Progresso Italian Quality Foods, 
New York, relinquished its com- 
mercial announcements when it 
sponsored a one-hour Good Friday 
address by Bishop Fulton J. Sheen 
on WPIX, New York, March 31. 
Only mention of Progresso was a 
brief opening and closing an- 
nouncement. Carlo Vinti Adver- 
tising is the agency. 
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Dairy Men Hone 
Ad Weapons for 
Cholesterol War 


Budget Gets $908,000 
Boost; ‘Let Your Doc 
Prescribe,’ Says Ad 


Cuicaco, March 28—The Ameri- 
can Dairy Assn. will intensify its 
efforts toward countering adverse 
publicity about the effects of 
cholesterol in dairy products. 

Frank R. Neu, public relations 
director of ADA, told the associa- 
tion’s 21st annual meeting, “Dairy 
|men have no intention of letting 
'the ‘cholesterol crusaders’ make 
wild prescriptions for the diets of 
the American people without be- 
| ing called to account for the dam- 
age they might do to the health 
of the American people.” 

Mr. Neu said that in addition 
ihe continuing its financial support 
Fi of nutrition research, ADA will 
use both advertising and publicity 
to urge people “to go to their 
physicians for advice about health 
and diet, and not rely upon what 
they might read in food advertis- 
ing which prescribes health treat- 
ments or what they might read in 
the mass media as reports on re- 
search.” 


OF 


aad 


# An all-print ad on this topic 
is running in the March 27 issue | 


headlined: “For your health’s sake 
. let your doctor prescribe your | 
| medicine. ™ 
A few other similar ads may | 
run in other publications in the} 
next several months, Mr. Neu said, 
but ADA will wait for results of 
research being done to find out 
what effect recent adverse publici- | 
ty has had on consumers before | 
mapping out an extensive pro- 
gram. 
The ADA also considered with- 
drawing its advertising schedule) 
(a page every other month) from | 
Reader’s Digest because it was not) 
informed in advance of two arti- 
| cles in the April issue, on choles- 
| terol and milk prices, which were | 
felt to be detrimental (AA, March | 
27). ADA had an ad in the same) 
issue, and officials said they would} 
have shifted it to another issue if | 
| they had known that the two| 
articles were scheduled. A deci- 
sion on the withdrawal is ex-| 
pected this week. 


covers the 
t.Paul "Half" 


"Ramsey. Dakota and Washington Counties 


s Mr. Neu urged the dairy men 
to “remind consumers often that 
milk contains a wide range of es- 
sential food nutrients for people 
of all ages,” and added, “We are 
urging that food advertisers and 
the mass media look carefully at 
any efforts to ‘prescribe medicine’ 
indiscriminately.” 

The ADA meeting was also giv- 
en details of the group’s 25th an- 
nual June Dairy Month promotion, 


DISPATCH 


: 


PIONEER PRESS 


Representatives 
RIDDER-JOHNS, INC. 


New York - Chicago - Detroit 
San Francisco - Los Angeles 
St. Paul - Minneapolis 


| 
PAUL 


DAIRY MONTH—American Dairy Assn.’s June Dairy Month promotion 
will include this color spread in the June 10 issue of The Saturday 
Evening Post. Campbell-Mithun, Chicago, is the agency. 


which will center around a color 
spread in the June 10 Saturday 
Evening Post, plus half-page ads 
in more than 150 daily newspa- 
pers. Among the publicity stunts 
the association is contemplating is 
one which would have each brand 
of dairy cattle represented on the 
White House lawn to commemo- 
rate the 350th anniversary of the 
first cow’s arrival at Jamestown. 
A milking contest among top ad- 
ministration officials is also being 
considered. 


a E. B. Weiss, vp and director of 
special merchandising services of 
Doyle Dane Bernbach Inc., New 
York, and an ADVERTISING AGE 
columnist, told one ADA session 
that the fastest growing outlet for 
food today is not the food store, 
but the non-food outlet. 

“The dairy industry may find 
it profitable to take a new look at 
who is selling food,” he said. “The 
food store of the future will do lit- 
tle more than 20% of its dollar 
volume in food.” Variety chains, 
department stores, discount stores 
and drug chains are growing out- 
lets for food, he said. 


= The ADA revised upwards its 
1961 advertising and merchandis- 
ing budget to $4;908,000. A budget 
of $4,000,000 was previously an- 
nounced (AA, Oct. 3, ’60). Camp- 
bell-Mithun is the ADA agency. + 


Friendly Transfers Kline 


Gene Kline, formerly assistant 


general manager in charge of sales | 


WBOY-TV, Clarksburg, W. Va., 


ville, O., headquarters of the 
Friendly Group for special assign- 
ments. 


|of Friendly Stations WBOY and | 


| 
| 
| 
| 


Certified Grocers 
Sets Drive for Its 
Country’s Delight Line 


Cuicaco, March 28—Country’s 
Delight milk products division of 
Certified Grocers of Illinois will 
spend an estimated $100,000 on a 
Chicago area promotion centering 
around a “Captain Kangaroo Kid 
Concert” on WBBM-TV May 14. 

In addition to sponsoring the 
show, the milk supplier will run 


|a sweepstakes, offering tickets to 


the taping of the show May 7. 
Promotion of the show and the 
contest will include six weeks of 
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437,000 for 1960, representing an 
increase of 16% over the $287,957,- 
000 for 1959. Net operating earn- 
ings were $10,475,000 for 1960, a 
boost of 31% over the $7,967,000 of 
the previous year. Consolidated 
earnings, including capital gains, 
rose to $11,817,000 from the $8,- 
154,000 for 1959. 

The ABC division, which in- 
cludes the tv and radio networks 
and owned stations, showed a rec- 
ord income of $222,439,000, as 
against $172,469,000 for 1959. The 
drop in income for the theater di- 
vision from $91,139,000 in 1959 to 
$86,281,000 last year was attributed 
by AB-PT to the “progressive dis- 


| position of marginal theater prop- 


spot commercials on WBBM-TV, | erties” and to the shortage of pic- 


145 radio spots per week on all | 
major Chicago stations, a No. 100 


tures caused by the Hollywood 
| strike. At the end of 1960, AB-PT 


outdoor showing of 24-sheet post- ‘had interests in 472 theaters after 


ers, and portions of six Certified 
food spreads in the Chicago Daily 
News. The company will also buy 
time on a moving bulletin in the 
Loop, and some 4,000,000 milk car- 
tons will promote the contest and 
show, as will a variety of in-store 
materials. 

Tobias, O’Neil & Gallay has been 


appointed to handle the ward 


radio, and tv part of the campaign; 


outdoor and newspaper advertising | 


is being placed direct. + 


AB-PT 1960 Earnings Up 31%: 
ABC Reports Record Income 


mount Theaters, New York, report- 


| paper 
| Starting in mid-March, tv spots in 
American Broadcasting-Para- | 


divesting itself of 28 and acquiring 
two during the year. Merchandise 
sales and other income, including 
sales of Am-Par Records, rose to 
$25,717,000 from $24,349,000 in 
1959. 


Print, TV Push Set for Amsco 

American Sponge & Chemicals 
o., Wallingford, Conn., will ad- 
'vertise its Amsco sponge cloth in 
| magazines, newspapers and tv this 
spring. A full-page ad is scheduled 
in the April McCall’s plus news- 
insertions in 17 markets. 


10 markets will be coordinated 


| with the print campaign. Daniel & 


ed a record gross income of $334,- | Charles, New York, is the agency. 


**Notther a BEAR 
nora BULL Be” 


> The shrewd investor never tries to guess the extreme top or bottom. 
He is neither Bear nor Bull. He thinks in terms of the future value of 
each stock and ignores temporary ups and downs of the market. Right 
now, he is buying stocks that, in our opinion, are priced below their 


future value... 
Master List: 


stocks such as these in Standard & 


Poor’s famous 


18 Stocks for Safety and Income 
30 Stocks for Capital Gain and Income 
21 Growth Stocks 


$ 


If you have extra cash that should be invested, go right ahead 
and buy one or more of these stocks NOW. We have every 
confidence that these stocks will make good investments for 
you over the long term. So send $1 with this ad (or simply 


mention this ad), your name, address for this Master List of 
stocks. And we will also send you, at no extra cost, 4 complete 
weekly editions of The OUTLOOK, containing S & P’s buy, 
hold, sell and switch recommendations (a $6 value for $1!) 
New readers only. subscribers covered. 


STANDARD & POOR'S 


Faithfully serving investors for 101 years 


345 Hudson Street, New York 14, N. Y. 


A880-212 


STANDARD ( FIRST CLASS) 24 SHEET 


POSTER PLANT © SALE 


The top-rated and mantained 24-sheet standard 
poster panel facilities operated by 
Manufacturing Company in the Greater Metro- 
politan Kansas City, Missouri; Kansas City, Kan- 
sas; and Independence, Missouri area will be sold 


METRO- 


.Indep. 


Mo- 


ranged. 


to adjust tax and estate situations. 
The complete purchase price will be subject to 
depreciation. Long term debt financing can be ar- 


Brochure describing details will be mailed to re- 
sponsible principals upon request. 


Industrial 


|HOWARD J. STALCUP xansas city, mo. 


P.O. BOX 5829 


MEMBERS OUTDOOR ADVERTISING ASSOCIATION OF AMERICA. 
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REAL BLEED—Monsanto’s chopped-off 
copy ad conveys idea of “limitless 
versatility.” 


Monsanto's ‘Bleed 
Copy’ Whets Interest 
but Worries Media 


Str. Louis, March 28—Monsanto 
Chemical Co. has uncorked a real 
genie for its Aroclor compounds. 

Dreamed up and chopped up by 
Gardner Advertising, Monsanto’s 
“genie of 1,001 engineering feats” 
caused a good deal of confusion 
when first scheduled in Industrial 
Research, Product Engineering, | 
Mechanical Engineering and Ma-| 
chine Design. 

The company said it was the 
first ad deliberately planned to 
bleed—to have chopped copy, a 
lopped-off signature and a hacked | 
coupon. In the end, the ad left just 
enough information to tantalize 
fact-hungry industrial research 
men. 

“Monsanto is not only amused, | 
but also gratified with the quality 
and quantity of the inquiries at- 
tached thus far,” a company man | 
said. 

The genie will pop up again| 
next month in Industrial Research 
and Product Engineering and in 
the May Industrial Bulletin. 


= The words and “mosaic” in the | 
artwork, Monsanto said, were “in- 
tended to convey a single, compel- 
ling idea—limitless versatility.” 
Yet several publication production 
managers failed to see the point. 
Two insisted that “we just can’t 
make your plate fit.” 

Space representatives reportedly 
went so far as to point out the ad 
as an example of their competitor’s 
“inept printing.” + 


Bromo-Seltzer Keeps Ads Down 

Warner-Lambert Pharmaceutical 
Co., Morris Plains, N.J., will take 
only one minute for a commercial 
message each week on the 15-min- 
ute “Sunday News Finals” on 
WABC-TV at 11 p.m. (EST), which 
it began sponsoring March 26. The 
commercial time, which is for Bro- 
mo-Seltzer, was limited to make 
more room for news, the company 
said. The National Assn. of Broad- 
casters’ television code permits 
three minutes of commercial time | 
within a 15-minute program. Bat- | 
ten, Barton, Durstine & Osborn is 
the agency for Bromo-Seltzer. 


Andorka Joins Ludgin 

Julian G. Andorka has joined 
Earle Ludgin & Co., Chicago, as di- 
rector of research. Dr. Andorka 
was formerly with Foote, Cone & | 
Belding as director of research of | 
the Canadian company and senior | 
marketing research supervisor in| 
Chicago. 


EWRR Adds 4 Accounts 

Erwin Wasey, Ruthrauff & Ryan, | 
London, has been named to handle | 
advertising for Sifto flour, S.C. 
Johnson & Son’s shoe polish, W. A. 
Sheaffer Pen Co. and the Irish De- 
velopment Commission. 


Portland Auto Dealer Groups 
Set Up Advertising Code 

The Automobile Dealers Assn. of 
Portland and the Oregon Inde- 
pendent Automobile Dealers Assn., 
in conjunction with the Portland 
Better Business Bureau, have set 
up a new code of automobile ad- 
vertising, intended as a guide to 
advertising which is accurate, 
truthful and free from deception. 
Most of the Portland area new and 
used car dealers have subscribed 
to the code. 


Haluza Adds Account 


Airport/Services Management, 


Minneapolis, has appointed ona 
Haluza Associates, New York, rep- | S3@igeaiom) REC It So TNE 
resentative in the New England py ee ay RS. Sera 
states, New York, eastern Pennsy]- | —— a eee 
vania, New Jersey, Delaware, | 
Maryland and the District of Co-| “ 
— ART SERVICE _ @hstarses 
F Names Henry Luce II! Kacsgess@e Gopits 4 VOM MAS motors 
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Only this label can assure you of Air Express priority service 


Let’s clear up a frequent misunderstanding: AiR EXPRESS is not a general term for all air cargo. It’s 
a specific air-ground shipping service: AIR EXPRESS Division of R E A Express. Many businessmen 
learn this the hard way. They assume that the famous A/R EXPRESS advantages of jet speed and door- 
to-door service apply to all air shipping companies. It just isn’t so. There’s only one way to be 


sure your shipment is first on, first off, first there—via we 4 
AIR EX PRESS 


all 35 scheduled U. S. airlines. Or gets kid-glove handling 
throughout the U. S. and Canada. And that’s to be sure 
it gets this label. if it doesn’t... it’s not AiR EXPRESS. 
& CALL AiR EXPRESS DIVISION OF RE A EXPRESS . GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 
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EN GARDE—Ham 


Hamilton Cochran, manager 
of advertising of Curtis Cir- 
culation Co., has completed a 
30,000-word manuscript on pi- 
racy. His interest in piracy is 
not entirely an avocation, since 
American Heritage plans to 
publish the manuscript in book 
form, titled “Piracy in the West- 
ern World,” as part of The 
American Heritage Junior Li- 
brary, a series of books for 
young people between the ages 
of 10 and 15 on subjects of his- 
torical significance. 

Because of Mr. Cochran’s ver- 
satility as a writer of historic 
novels, travel books, juvenile 
books and for such magazines as 
Curtis’ own Saturday Evening 
Post and for Esquire, he was 
selected to undertake the book 
on piracy. 
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Cochran is shown holding a 1743 cutlass, the old- 
est in his collection of historic artifacts. 
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V ersatile Adman - Hamilton Cochran 


It was not a difficult assign- 
ment for Ham, since he has a 
unique collection of old maps, 
prints and pirate relics such as 
cutlasses, pistols and treasure 
chests. Collecting relics on pi- 
racy has been a longtime hobby 
of his, and American Heritage 
plans to use part of his collec- 
tion to illustrate the book, 
which is scheduled for publica- 
tion sometime in 1961. 


® Writing on various subjects 
is a longtime extra curriculum 
activity for Mr. Cochran. The 
piracy book is his second major 
effort at non-fiction writing. 
His “Blockade Runners of the 
Confederacy” was published in 
1958. 

Except for a six-year stint 
as commissioner of public wel- 


MA MUU 


PIECES OF 8—Adman Cochran ex- 

amines one of the Spanish dol- 

lars he keeps in a 16th century 

money box. The one he holds is 
dated 1652. 


fare of the Virgin Islands, Mr. 
Cochran has spent virtually his 
entire adult career in the pub- 
lishing or advertising business. 
Following his graduation from 
the University of Michigan in 
1922, he became a salesman for 
Ronald Press and a year later 
became editor of the Glass Con- 
tainer Assn.’s magazine. 

In 1934 he became a. copy- 
writer and account executive 
with the old Redfield, Fisher & 
Wallace Advertising Agency, in 
New York, and in 1926 joined 
Southack & Ball, New York in- 
vestment house, as advertising 
manager. From 1928 to 1931 he 
was manager of the creative de- 
partment of Case-Hoyt Corp., 
Rochester, N. Y., direct mail 
company. 


® He joined the ad department 
of Standard Oil Co. (New Jer- 


oe 
MEANWHILE—Back at his office at 
Curtis Circulation Co., Mr. 
Cochran appears very unpirati- 
cal. 
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TREASURE CHEST—Mr. Cochran likes to think that this massive 
chest, which weighs 200 lbs. when empty, was once filled with 
pirate booty. The chest was made in about 1700. 


sey) in 1934 and six years later 
became associated in an adver- 
tising capacity with R. H. Don- 
nelley Corp. In 1944 he became 
manager of the automotive di- 
vision of The Saturday Evening 


Post and took over his present 
post almost exactiy a year ago— 
April 1, 1960. 

A native of Philadelphia, 
Mr. Cochran lives in Walling- 
ford, Pa. 
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IRS Delays Action 
on Union Carbide’s 
Beer Concentrate 


WASHINGTON, March 28—Con- 
certed opposition from the brew- 
ing industry has resulted in a 
promise to put off until later this 
year any action on Internal Rev- 
enue Service rules which would 
clear the way for a new beer 
“concentrate.” 

The product, developed by Un- 
ion Carbide, would be marketed 
to brewers, who wceuld “reconsti- 
tute” the concentrate, and sell it 
through normal trade channels. 

At an Internal Revenue Service 
hearing last week, R. E. Cornwall, 
president, Union Carbide Develop- 
ment Corp., 
new process was tested in coop- 
eration with Miller Brewing Co., 
Milwaukee, over a period dating 
back to 1954. A process similar to 
the method used for concentrated 
orange juice was used to concen- 


told IRS how the | 


| was argued, brewers can safely 
| build inventories of “fresh beer,” 
| and avoid seasonal ups and downs 
| in operations and employment. 

The reconstituted beer has the 
| identical flavor and aroma as oth- 
| er beer, the Union Carbide wit- 
|ness testified. When it was sub- 
|mitted to a panel of expert beer 
| tasters, half of them couldn’t tell 
| the difference, he said. 

Union Carbide’s effort to get 
IRS approval for the product hit a 
solid wall of opposition from 
brewing associations, brewers and 
| brewery labor. All asked more 
| time to study the probable impact 


of the new product on the indus- | 


try. Spokesmen for the Brewers 


Assn. of America expressed fear 


| it would have a serious impact on 
| small and regional breweries. 
| IRS decided to get more testi- 


| mony from the brewers Sept. 6. # | N 


| Ofticial Sells Four Series 


Official Films, New York, will 
syndicate a new series of half- 
|hour documentaries on Africa, 
| planned for showing once per 
|month. Also being offered by Of- 
ficial are three series utilizing the 
| company’s recently acquired Para- 
| mount Newsreel Library. They 
|}include a series of 26 one-hour 
| documentaries on famous people 
|and on such topics as sports and 
|crime, scheduled for April re- 
jlease; a group of 39 half-hours 
| about explorers, adventurers and 
| sports figures, being prepared for 
fall; and a series of 260 five- 
|minute shows, “Humor in the 
| News,” based on humorous mo- 
| ments in history, slated for June. 
| 
National Dairy Sales Up 
National Dairy Products Corp., 
ew York, reported 1960 sales of 


Whitebrook Heads Miami Club | $1.67 billion and net profit of $50,- 


| Charles H. Whitebrook, vp of 
Bishopric/Green/Fielden, Miami, 
j}has been named president of the 


| 667,000, equal to $3.59 per share. 


| This is up from the 1959 sales of 
|$1.6 billion and earnings of $49,- 


trate the beer; then it was stored, | Advertising Club of Greater Mi- | 362,000, equal to $3.51 per share. 


and subsequently reconstituted. 


s The major advantage’ of the 
product, according to Mr. Corn- 
wall, is that the reconstituted 
beer has “greater shelf stability” 
than ordinary beer: As a result, it 


ami for 1961-62. He previously was 

president in 1959-’60. Last month 
the club selected him as its Ad- 
| vertising Personality of the Year, 
| particularly for originating “Ad- 
| vertising/Miami,” an annual direc- 
tory. 


Peter Kuker Joins Q-Tips 


Peter Kuker, formerly sales pro- 
motion manager of Whitehall Lab- 
|oratories, has joined Q-Tips Inc., 
Long Island City, N. Y., as promo- 
tion manager. 


York, has appointed Wesley H. 
Gerhard Lang, formerly with | Farrell director of marketing, a 
Ken White Associates, Westwood, | "ew post. Mr. Farrell formerly was 
N. J., has been named national]|@M account supervisor of Marstel- 
advertising director of Dairy Dan, | ler, Rickard, Gebhardt & Reed. 


Wilkes-Barre, Pa., mobile soft ice | 
cream company. It is planning a| Gould, Brown Adds Seco 
Seco Electronics, Minneapolis, 


consumer campaign, to be con- | 
centrated in dailies and weekly | manufacturer of specialized elec- 
newspapers. | tronic test equipment, has ap- 

| pointed Gould, Brown & Bickett, 
Farrell Joins Midland 


| Minneapolis, to handle its adver- 
Midland Capital Corp., New | tising. 


Dairy Dan Names Lang 


Association Test: 


Attitudes Toward 5 Media 


(Source: Louis Cheskin Associates) 
No. 


% No. % Total 
Medium Favorable Favorable Unfavorable Unfavorable (‘Impact’) 
Television .......... 24,954 55 20,041 45 44,995 
BAND. ceeiniccsrsecess 7,603 32 16,383 68 23,986 
Newspaper ...... 19,037 73 7,119 27 26,156 
Magazine ........ 19,720 75 6,722 25 26,442 
Outdoor ............ 4,563 20 18,684 80 23,247 


Lovis Cheskin Associates, Chicago, used a sample of 3,374 men and 3,287 
women in its third media attitudes survey, conducted during January, 1961. The 
table above shows number and percentages of favorable and unfavorable “as- 
sociations” of the respondents, who were given nine favorable and nine un- 
favorable adjectives to indicate their feelings toward.the five media. According 
to Cheskin Associates, the total response to each of the medio “reveals the im- 
pact of each of the media.” 
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Jersey Standard Is 
Happy with Quality 


Audience of ‘Kings’ 


New York, March 28—Standard 
Oil of New Jersey feels that it is 
reaching precisely the audience it 
set out to win with its corporate 
sponsorship of the “Age of Kings” 
on WNEW-TV, New York, and 
WTTG, Washington. 

Although the 15-week series of 
Shakespearean plays has never 
received higher than an 8.3 Arbi- 
tron rating, C. A. Lamb, the com- 


pany’s tv and films supervisor, | 


feels its selective, intellectual | 
viewers are the proper audience 
for a soft sell (AA, Feb. 20). 

The 75-minute show has aver- 
aged a 4.9 rating for its Tuesday 
night New York telecast in the 
first 11 weeks, with only a 1.7 
average on its Sunday night re- 
peats. Although Standard Oil has 
no rating figures available for its | 
Washington telecasts, Mr. Lamb | 
believes the show reaches about | 
600,000 homes each week in that | 
city. 

Actually the company had hoped 
for larger audiences, but is satis- 
fied with its quality. Judging from | 
the mail, viewers include students, | 
teachers, professors, lawyers, doc- 
tors, dentists and other profes- | 
sional people. Before the series | 
was started Jan. 10, Standard ony 
had issued a program guide of the 
show’s background and players to 
high schools and colleges in New | 
York and Washington. 


a The filmed series was produced 
by the BBC and presented in Eng- | 
land last year. 
The “Age of Kings” has been | 
reaching an even more selective 
audience than “Play of the Week,” | 
which the oil company carried in | 
New York and Washington last 
year to build its corporate image, | 
Mr. Lamb said. 
“We have other programs where | 
we try to sell products,” Mr. Lamb | 
explained, pointing out that in co- | 
operation with its subsidiary, Esso, | 
the company sponsors daily news | 
telecasts in about 32 cities. Esso | 
also promotes its products on | 
ABC’s football telecasts. 
The agency for Standard of New 
Jersey is McCann-Erickson. # | 


Swan Liquid Goes National 

Swan Liquid, a pink light duty | 
liquid detergent placed in test mar- 
kets more than a year ago, is being | 
introduced nationally by Lever) 
Bros. Co., New York. A television | 
campaign will highlight the theme, | 
“Washes the last greasy pan as) 
clean as the first glass.” 


Juvenile 
Decency 


The New York Mirror Youth Program, 
started in 1941, has been called: 


“The greatest single force for good 
citizenship among the young people 
of New York.” 


Last year 119,388 boys and girls par- 
ticipated in 32 cultural and athletic 
activities of this Youth Program, 
watched by 1,279,042 spectators. 
It’s one solid reason for the loyalty 
and responsiveness of Mirror families 
— the cream of the mass market. 


Make 
The Mirror 
a MUSTI 


‘Dallas Times Herald’ Brings 
Out Weekly ‘Sampler’ 

The Dallas Sampler, a new 
weekly publication published by 
the Dallas Times Herald, made its 
debut March 15. An estimated 75,- 
000 copies of the Sampler will be 
delivered each Wednesday to non- 
subscribers of the Times Herald. 

Ads will be carried in the Sam- 
pler only if they are simultaneously 
ordered in the Times Herald dur- 
ing the same week. Retail advertis- 
‘ers in the Sampler are charged 
|50% of their earned 1960 rate, and 
|general advertisers will pay 75¢ per 
|line for the Times Herald and the 
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Woody says: Beat out big sales in Central Illinois with 


RED CARPET” ADVERTISING 


*Red Carpet Advertising? It’s sales producing advertising plus 
down-to-earth local merchandising. Here’s how it works: 1. We send 
direct mail to retailers inviting local tie-in ads. 2. We follow up 
with personal calls. 3. We send you a written report. Mail your ad 
or come in person, the “Red Carpet” is out. Combine this hard- 
hitting plan with a $233,000,000 market in Illinois’ 7 richest counties; 
incomes 20% above average; balanced industry, farm, education. 


It's the ideal market right in the heart of the Golden Central Illinois 
corn belt. 


Sampler. The Sampler will contain 
columns and features from the 
Times Herald. 


R.O.P. Spot Color--plus Full Color (black and 
1, 2, or 3 colors Daily and Sunday) 


Pantagraph 


Represented by: Ward-Griffith Co., Inc. 


Gene Rea Joins Buitoni 

Gene Rea, with Il Progreso Italo- 
Americano, Italian language news- 
paper in New York, for 22 years, 
has joined Buitoni Foods Corp., 
New York, as a vp in charge of 
marketing, a new post. 


MEET THE WOMAN IN THE TEAM AT THE 


@@ My secretary, Mrs. Tercsa Super, is one of my key consultants,” says J. W. McDonald, Financial 
Vice President, W. A. Sheaffer Pen Co., Fort Madison, lowa. “‘She’s especially important in our choice 
of office equipment and supplies, and she always demands quality and good performance. 99 
In most business firms, the secretary has a great deal of influence in the selection of equipment for 
the office. Because she looks for the best in performance, she’s always on the alert for new ideas 
and new products in the office field. Many thousands of secretaries look for this information in the 
editorial pages—and in the advertising pages—of TODAY'S SECRETARY. If you advertise typewriters, 
office machines, filing equipment, office furniture or supplies, be sure you sell America’s secretaries 
through TODAY’S SECRETARY, their own magazine. Your advertising in TODAY'S SECRETARY 
reaches 151,000 subscribers (ABC-audited), plus 345,000 additional pass-along readers monthly. 
Phone or write for Fact File on TODAY'S SECRETARY and the secretarial market. 


TODAY’S SECRETARY 


‘oe -..the magazine that sells the secretary ~ selis the boss 
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A GREGG-MCGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK + LONGACRE 4-3000 
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To the Editor: Congratulations 
on “U.S. Propaganda Needs a New 
Frontier” by Henry Mayers (AA, 
March 20). 

It is a subject which, I am sure, 
receives much thought from all 
advertising men. 

We need effective communica- 
tions in the United Nations and 
on the critical frontiers of the free 
world. 

How could the Soviet bloc make 
any progress in the UN if our rep- 
resentatives constantly and aggres- 
sively faced them with demands 
for free, UN-supervised elections 
in Hungary? .. . In place of sitting 
back and attempting to stamp out 
brush fires. How could communism 
make progress south of the border 
if free movies were shown depict- 
ing Soviet terror in Hungary, the 
condition of East Berlin vs. West 
Berlin, the exposure of basic com- 
munist ideas, etc. 

In place of an imaginative, hard- 
hitting assault on the minds of the 
people and their leaders, we sub- 
stitute the trite format of embassy 
cocktail parties and million dollar 
handouts. 

Instead of devising ways to leg- 
islate the advertising business, 
Washington ought to remove these 
critical problems from the hands 
of amateurs and hire a good ad- 
vertising agency to prepare the 
necessary materials and get the 
job done. 

Please forward a half dozen 
copies of Mr. Mayers’ article for 
distribution to the boys in Wash- 
ington. 


Jack Walsh, 
D. P. Brother & Co., Detroit. 


To the Editor: ...I would like 
to take you up on your offer of 


copies of this discussion and would | 


appreciate receiving five copies at 
your convenience. One of my re- 
sponsibilities at Ted Bates is the 
direction of our yearly Radio Free 
Europe campaigns for the Adver- 
tising Council. Accordingly, this is 
of particular interest to us. 
Allen D. Patterson, 
Ted Bates & Co., New York. 


To the Editor: Methinks Apver- 
TISING AGE long will be remem- 


bered and thanked over and over | leaders. A number of others have 


again for publishing “U.S. Propa- 


This department is a reader’s forum. Letters are welcome. 


Henry Mayers’ Article on U. S. Propaganda 
Needs Draws Lively Reader Response 


ganda Needs a ‘New Frontier’,” as 
will Mr. Henry Mayers for writing 
the article . .-. 
Budd Gore, 
Director of Publicity and Pub- 
lic Relations, L. S. Ayres & Co., 
Indianapolis. 


To the Editor: ... I am going to 
suggest to Jim Proud and Chick 
Collier that the implications of this 
article might suggest a new and 
vigorous positive activity on the 
part of AFA and AAW in offering 
a “task force” to help Ed Murrow. 

I am no Murrow fan because he 
and I are poles apart politically. 
Overcoming prejudice, I do believe 
Murrow has the ability and stand- 
ing to get this job done—and he 
could well use the help of top ad- 
vertising men—if he was so dis- 
posed... 

Tom McHale, 

Dallas Chamber of Commerce. 


To the Editor: I have just fin- 
ished reading Mr. Mayers’ excel- 
lent article of the U. S. need for 
propaganda. While I do not agree 
entirely with some of your com- 
ments—for example, those favor- 
able comments on Ed Murrow—I 
do agree that the U. S. has done an 
extremely poor job of propagan- 
ow 

Roland O. Wetzel, 

Publicity Managef, Associates 

Investment Co., South Bend. 


University of Wisconsin 
Preserves Ad Documents 


To the Editor: Let me as an ad- 
vertising professor offer’ a strong 
second to your editorial plea for 
advertising leaders to record their 
philosophies and activities and to 
make them available to historical 
researchers (AA, March 6). 

I might add that we are making 
a special attempt here at the Uni- 
versity of Wisconsin to pull to- 
gether such material. Our Mass 
Communications History Center 
has the facilities and personnel to 
handle and process material of this 
sort, and we have been fortunate 


|}enough to obtain valuable papers 


from a good many advertising 


promised us their papers when 


“Nopacol 30-8”...What kind of 


a name is that for a girl? 


Rootes Group Ad and 
‘Chemical Week’ Ad Similar 
To the Editor: Having seen the 
advertisement for Chemical. Week 
in your issue of Feb. 20, I thought 
it might amuse you to see an ad- 


; ‘ imto the family 


, ROOTES MOTORS LimitED 


take a HILLMAN 


bw the pence 
ens 


gts to GUN nee your Sete tock! 


vertisement which we have been 
running in Great Britain on behalf 
of our clients, the Rootes Group, 
for the last two months. 
R. H. Mason, 
Basil Butler Co., London. 
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| 
| 
| 
they have finished using them. 

Some who are wary of disclosing | 
confidential information have been 
willing to let us have their files | 
under the proviso that they be kept | 
under lock and key for an agreed- 
upon number of years. 

S. Watson Dunn, 

Professor of Journalism & Mar- | 

keting, University of Wisconsin, | 

Madison. 

co e e 


Mobilgas Ad in Bates Manner | 
Didn't Tickle His Funny Bone _ 

To the Editor: Like other ApvEr- | 
TISING AGE readers I have been di- | 
verted, then amazed, and now} 
rather indignant over what you} 
call “The Voice of the Advertiser.” | 


3 % Se 
Ree 


One hopes this stays in the family. 
If it should fall into outside hands, 
the public would be more than 
ever convinced that those Madison 
Ave. cracks are only too true. Or, 
simply re-name this section “Tre- 


ee 


sii F ‘i ware tee eit aia 
Bottled under authority of The Coca-Cola Compan 


COCA-COLA BOTTLING CO. 
Cape Girardeau, Mo. 


mendous_ Trifles,’ “Much Ado|Coca-Cola Ad Gives Him 
About Nothing” or “Idiot’s De-|the Wrong First Impression 
light.” 


My feeling up to now has been 
what the heck, let the chronic 
grammar-purists, finger-pointers 
and amateur experts have their 
say. They subscribe. After all, 
those who have been around have 
known clients who make some of 
these letter writers look almost 
smart. 

But for you—who supposedly 
have the good of the advertising 
business at heart—to print in your 
March 20 issue the crude and taste- 
less ““Mobilgas ad done in the Bates 
manner,” signed Name Withheld 
by Request, is nothing less than 
shocking. 

To poke ridicule at Rosser 
Reeves’ book is to score a new all- 
time high in advertising ignorance. 
One can hardly blame the perpe- 
trator of this excrescence not to 
want his name known. Perhaps 
Name Withheld has written a book 
himself? 

Please convey to this person a 
direct question: “How would you 
sell Mobilgas in an ad?” Go ahead, 
mister, show us. You might get a 
job with Ted Bates. 


To the Editor: In a glass or down 
the drain? 


The Coca-Cola advertisement in 


row, student publication of the 
Southeast Missouri State College at 
Cape Girardeau, Mo., gives the im- 
pression from its illustration that 
a bottle of “coke” is being emptied 


the Feb. 23 issue of the Capaha Ar- | 


The Voice of the Advertiser ‘BETWEEN MEALS. ... ot a 


refreshing new feeling 


want © 1961, THE COCA-COLA COMPANY 
~ 5 


with Coke! 


AMD CORE ARE REUISTERED TRADEMARKS 


ee enenee aod 


into a garbage disposal. 

If first impressions are lasting 
impressions, one gets a strong first 
impression that the bottle is being 
held perpendicularly, strengthen- 
ing the feeling the bottle is being 
emptied, not poured out for that 
“refreshing new feeling with 
Coke.” 

Albert Karsch, 

Advertising Manager, News, 

Farmington, Mo. 


Copy Performance Index is arrived 
at? How does this index differ from 
such factors as “Scene Associated 
Score”; “Noted Score”; “The Read 
Most Score,” which were used in 
the past to evaluate outdoor post- 
ers. 

Thank you for your co-operation. 

E. H. O'Neil, 

Market Research Supervisor, 

National Advertising Co., Bed- 

ford Park, Il. 

In order to get a complete an- 
swer to Mr. O’Neil’s question, we 
forwarded it to Ted W. Lord, vp 
of Daniel Starch & Staff. His an- 
swer follows below: 

To the Editor: There is no “Not- 
ed,” “Seen-Associated” and “Read- 


Weston Hill, Most” score on outdoor. In our reg- 
Westport, Conn. | Ular report we show four tables: 
cs « ° 


Dictaphone Is a 
Registered Trademark 
To the Editor: Along with all the 
advantages of having a world- 
famed trademark there is one 
problem: Misusage in the press. 
An example of this appeared in 
your Feb. 27 issue in a short piece 
about Busskamp & Koch. Listed 


“Olympia dictaphones.”’ 


1. The actual per cent of people 
who remembered the poster, which 
included both those who could re- 
call it from memory plus the aided 
recall. This score would probably 
be defined as being closest to 
“Seen-Associated” scores. 


2. The second table shows those 


who could recall the poster from|@mount of bad copy about he 
memory: They could describe the | ‘ , 
among this agency’s clients was: | illustration, the copy or both in a|every week without resorting to 


{manner that indicated they had 


As you know, there are no such definitely seen it. This would prob- 


things as “dictaphones.” There are | ably come closest to “Read-Most” 
Dictaphone dictating machines and | Scores. It is difficult to make exact 


many others less well known. 


A registered trademark like ours 
must always be used as a capital- 
ized adjective applied to the prop- 
er descriptive term (such as dictat- 
ing machine, recording machine, 


aoe 
A. Donald Brice, 
Vice-President, Advertising 
and Public Relations, Dicta- 


comparisons between two such dif- 
aye forms of advertising. 


3. This table is called “Campaign 
|Awareness.” It represents people 
who did not necessarily remember 
the poster being studied, but were 
aware of the advertiser’s outdoor 


campaign. 


4. Here we show a “Copy Per- 


| haps it would help although I feel 


\the perferred form in advertising 


base, we adjust all scores to the 
readership that would have result- 
ed had a uniform 100 showing been 
used in all markets. It is these ad- 
justed scores that we show in the 
ADVERTISING AGE top ten poster 
listings. 
Ted W. Lord, 
Vice-President, Daniel Starch 
& Staff, Mamaroneck, N.Y. 
Z J oe 


He Feels Dictionary Plus 
Boxing Gloves Might Help C.M. 

To the Editor: Re: Creative 
Man’s March 13 column. 

All is confusion indeed. 

According to dictionaries I have 
checked whisky and ageing are 
spelled w-h-i-s-k-y and a-g-e- 
i-n-g. 

While on the subject of diction- 
aries it would be a good idea if 
he obtained one for his use. Per- 


the only thing that will help him 
is the wearing of boxing gloves. 
Week after week he continues 
to amaze me with his bombing runs 
on good copy. With the large 


should be able to fill his box 


“pepper picking.” 

A rabid reader. 

Tom Obradovic, 
Brooklyn. 
. 

To the Editor: Now that Crea- 
tive Man brings the whisky/whis- 
key issue up a second time, I’d like 
to suggest that he buy himself a re- 
liable dictionary, and use it. 

Grant’s agency, so far as every 
dictionary I know of is concerned, 
is not only correct but also using 


phone Corp., New York. formance” table. As you know, out- | “whisky.” “Whiskey” is invariably 
° e P door advertising is bought in dif- listed as a second or alternate 
ferent units of space. In most ‘spelling. 
A Few Questions on Outdoor | markets a 100 showing represents | «A geing” : 
——- geing”’ is acceptable if not 
Ratings, and Some Clarification | double the.number of units in a 50| preferred. (For my money, it’s far 
To the Editor: On Page 10 of | Showing. For instance, if 168 post- | clearer.) If you have a beef, it’s 
ADVERTISING AGE, Feb. 20, there is | ers represented a 100 showing ina for a lack of consistency. 
a series of three outdoor posters. | market, 84 posters would represent 
The copy at the bottom of these | a 50 showing. 
| three posters gives the “Copy Per-| A 100 showing does not produce | 
formance Index” for these three |double the readership of a 50 show- | 
| posters. In addition, the Copy Per- ing. However, we have accumulat- | 
formance Index is also given for|ed sufficient data to provide aver- 
jseverai other posters apparently | age readership scores for the vari- He Goes to Bat for Beatnik Ad 
' studied by the Starch organization |ous size showings: 25, 50, 75, 100,, To THE Eprror: CREATIVE MAn’s 
at the same time. etc. Therefore, to make compari-| CORNER NEEDS NEW SECOND IN IT. 
| Will you please explain how the|sons on a “Copy Performance” | BEATNIK NUTTIEST PIECE OF PURE 


I do agree with you that the 
campaign is lousy (lousey?). 
Jack Anspaugh, 
Ellington & Co., New York. 
. e * 
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SELLING PSYCHOLOGY SEEN SINCE 
SPUTNIK. MEDIA SELECTION GREAT IF 
YOU CONSIDER THE SELLING PSYCHO- 
LOGY, SINCE IT’S VIRTUALLY IMPOS- 
SIBLE TO RATIONALIZE A MAN INTO 
WEARING A HAT IF HE DOESN’T WANT 
TO. YOU CANNOT APPROACH HIM ON 
BASIS OF WHAT HE THINKS BUT ON 
WHAT HE THINKS OTHERS MAY BE 
THINKING. HIS SUPERIORS, FOR IN- 
STANCE. DON’T KNOW ADVERTISER’S 
AGENCY, BUT YOU OWE IT A TIP OF 
YOUR HAT. 
Ford Stephens, 

Executive Vice-President, 

Brand-Stephens & Wreden, 

Salem, Va. 

Leo Burnett Co. created the ad. 


| 


Wastetul Hiring by Agencies 
Is Root of Mass Firings, He Says 

To the Editor: “Fun & Frolic in 
Adland” (AA, March 13), your re- 
cent editorial, began on a worth 
while note and then fell away from | 
the cogent issue. 

I’m in full agreement that mass 
firing caused by account shifts is | 
a valid and severe criticism direct- | 
ed at ad agencies. However, I feel | 
that your diagnosis and suggested | 
cure for this situation is unimagi- | 
native and may perhaps encourage | 
mediocrity. 

When accounts hire new agencies 
they acquire an organization of 
new personalities. The account ac- 
tually seeks this—new personnel, 
free from the established systems 
and procedures that develop all too 
quickly among second echelon peo- 
ple. 

Furthermore, new staffs may 
manipulate, through their ingenu- 
ity, the routine operation more ef- 
ficiently than their predecessors at 
the former agency; also, a new 
staff is free, no outside biases 
brought to the agency by former 
employes on the account, to dis- 
cover the personalities of it’s cli- 
ent. It adds up to a sharp, alert 
agency operation keyed to success. 

I call your attention to another 
fundamental point. Agencies should 
be more selective and intelligent in 
their hiring practices. 

Prospective employes should be 
capable of handling several func- 
tions for a number and variety of 
accounts. If agencies stopped pin- 
point hiring for ““X’’ account, they 
wouldn’t be forced to fire employes 
when “X” account leaves. 

My final point is this: Ad agen- 
cies don’t part with their valuable 
people, no matter how the account 
goes! In many cases they use ac- | 


count losses as an excuse to lighten | 
| 


their payrolls, weed out the people 
who just haven’t worked out and | 
dismiss people they hired for that 
one account. To stop account-loss | 
firing, you must first control | 
wasteful hiring. 

Bruce Weyne, | 

Spiegel Inc., New York. 


To the Editor: Congratulations 
on your editorial “Fun and Frolic 
in Adland” in the March 13 issue. 
I for one, having experienced an 
“at liberty period,” am in complete 
sympathy with the view you ex- 
pressed. 

However, I wonder if you have 
thought about the many times that 
a major account changes agencies 
and the new agency promptly hires 
the top ranking man from the old 
agency. 

One can argue that some conti- 
nuity is necessary at the manage- 
ment level as well as on the second 
echelon, but if the client was so 
dissatisfied with the policies of the 
previous agency, why then contin-| 
ue to go along with the man most} 
responsible for establishing these | 
policies? 

Many of us in the business look | 
forward to the day when advertis- | 
ing will attain the status of a pro- 
fession. To reach this level requires | 
that a client accept the counsel of | 
his advertising advisor with the| 
same respect he accords advice re- 
ceived from lawyers or ac@bunt-| 


iniehilicebihaleCnheae eile eee alo Se ST 


=, 
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ants. 

The fact that these same clients 
often tolerate (or encourage) their 
principal agency representative to 
move their account indicates that 
more often than not the personal 
relationship is more important than 
the professional aspects of the 
service rendered. 

I grant that this is human nature 
and that not much can be done 
about it. 

It does point up, however, the 
vroblem posed by a management 
that has so little understanding of 
the advertising/marketing function 
that they continue to entrust it to 
the very person most responsible 
for their disenchantment with the 
incumbent agency. 

Then, as an afterthought, the 
“second echelon” human beings 
whose collective efforts have 
helped the front man to establish 
himself with the client are dumped 
into the waiting hands of the per- 
sonnel agencies. 

Perhaps it will ever be thus but 
I for one look forward to a more 


mature day when client-agency re- 
lationships are noted for longevity 
and mutual recognition of the con- 
tribution each makes to the other’s 
success. 
Edward E. Van Horn, 
Vice-President, Smith, Hagel & 
Knudsen, New York. 


Texas Auto Dealer's Ad Shows 
Confidence in U.S. Economy 

To the Editor: I am enclosing a 
tear-sheet of an advertisement 
which appeared in the Sunday, 
March 12 issue of the Tyler Cour- 
ier-Times-Telegraph ... 

Mr. Holley is the Chrysler, 
Plymouth, Dodge, Imperial and 
Valiant dealer here in Tyler... 

This advertisement has caused 


in Tyler. It has, in fact, directly 
caused the placement by other 
business leaders of advertising in 


the newspaper expressing their 


|confidence in the growth of the 
U.S. economy and Tyler in partic- | 


considerable comment among re- | 
tailers and other merchants here | 


| 


'M NOT AFRAID! 


Look eround you! Look for signs of progress! When you do... 
you'll stop at 302 North Broadway. I'm completely remodel- 
ing our oldest location. Remodeling with the beliet thet Tyler 
will continue to grow os it has in the post. This is the ONLY 
construction row under way in downtown Tyler | teel we need 
these signs of contidence to indu d new busi 


y buss 
ness that we're looking to the future... planning tor the future 
with contidence in today end tomorrow. We've been doing 
business trom this comer foro long time ord we'll be sight 
here toro long time to come making Broodway the outomobile 
center of Eost Texas. We'll build ... we'll grow! I'm not ofroid 
Bf to ge cheod, are you? 


Claude Holley 


ular, the current administration’s 
alarm notwithstanding .. . 

Don E. Schultz, 
Advertising Manager, T. B. 
Butler Publishing Co., Tyler, 
Texas. 
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|Dr. Scholl's Small-Space Ads 

| Hit People as Troubles Come 
To the Editor: We at Dr. Scholl’s 
| appreciate James D. Woolf’s story 
on Dr. Scholl’s advertising for- 
mula, appearing in the Feb. 6 Ap- 
VERTISING AGE. I particularly en- 
joyed it because I spoke at length 
at all our sales meetings last De- 
cember, explaining to our men 
the reason for using small space. 
Mr. Woolf’s story is so much like 
mine, one would think you either 
wrote my talk, or were present 
when it was given. 

Another reason for our using 
|small space is that foot troubles 
are developing daily, and we want 
|to tell our story to these people 
jat the time the foot troubles are 
present. 

I like Mr. Woolf’s story so well 
that I am taking the liberty of 
reproducing it and sending it to 
all our salesmen. 

J. A. Wagner, 

Vice-President, Director of Ad- 

vertising, Scholl Mfg. Co., Chi- 

cago. 


INSIDE SOLID 


CINCINNATI: 
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SUPER SERVICE 


“Well, after all, these Cincinnati Enquirer families have 


$600 a year more to spend than the average Cincinnati family!” 


teeeeeeeeeeeseess SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in solid 
with them when you advertise in their newspaper . 
Enquirer. For more facts on the market-that-matters in Cincinnati, write the Cin- 
cinnati Enquirer's Research Department for the latest Top Ten Brands survey. 


. . the Cincinnati Daily 


Represented by Moloney, Regan & Schmitt, Inc. 
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Magikist Sponsors Cubs Games 

Magikist Kiss of Beauty Services 
& Products, Chicago, has purchased 
a one-sixth sponsorship of Chicago 
Cubs baseball broadcasts on WGN- 
Radio. It is the first venture for 
Magikist in the sports field. D. A. 
Greenwood Advertising Agency, 
Cicero, is the agency. 


Quick Way Names Boccard 
Quick Way Truck Shovel Co., 
Denver, has appointed Boccard, 
Dunshee & Jacobsen as its agency, 
succeeding Galen E. Broyles Co. 


ho W FSTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 936,743 


Head Horses, 
8,166,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


Carling to Sponsor 
52-Week TV Sports 
Series on CBC 


TORONTO, March 28—The Ca- 
nadian Broadcasting Corp. and 
Carling Breweries Ltd. have an- 
nounced that an agreement has 
been reached for televising the 
“largest sports package” ever ar- 
ranged for Canadian television 
viewers. 

Negotiations apparently have 
been going on for nearly a year. 

The 52-week series, to be called 
“World of Sport,” will begin Sat- 
urday, April 8. Many of the world’s 
top sporting events will be seen 
by Canadian viewers from coast to 
coast on the CBC English televi- 
sion network. 

Events to be carried from the 
U.S. networks include the US. 


$824,000,000.00 Market 
that must be spoken to 
if you are to sell it! 


This Market is the Negro reached 
only by ROUNSAVILLE RADIO 


in Six Important Markets 


Facts prove Rounsaville Radio is the 
media that reaches and sells the Negro 
consumer in these rich markets. A// 
Rounsaville Radio stations are rated 
FIRST by Pulse and Hooper—and 
95% of the Negroes listen to radio, 


prefer Negro radio. Rounsaville Radio programs exclusively to them, 


features Negro talent and personalities—-speaks directly to them 
with warmth and believability. Negroes spend 80% of income on 
consumer goods. A proper part of your advertising budget must go 
to Rounsaville Radio or you miss this important buying group. Call 
or write today for the full Rounsaville Radio story. Ask about our 


merchandising plan to back your schedules. Represented nationally 
by John E. Pearson, in the Southeast by Dora-Clayton. 


ROBERT W. ROUNSAVILLE, Owner-President 


First U. S. Negro-Programmed Chain—First in Ratings in 
6 Big Markets 


WCIN—CINCINNATI 


5000 watts. Reaches 170,000 Negroes 
with a spendable income of $140,258,- 
670. 23% Home owners. Spend 80% of 
income on food, drugs, personal care, 
other consumer items! WCIN Sells ‘em! 


WLOU—LOUISVILLE 


5000 watts. Reaches 158,000 Negroes 
with a spendable income of $127,405,- 
400. Covers sixteen counties in Kentucky 
and Indiana. More Negro listeners than 
all other stations combined! 


WVOL—NASHVILLE 


5000 watts. Reaches 124,000 Negroes 
with a spendable income of $82,400,000. 
Metropolitan Nashville is 31.4% Negro. 
Negro Pulse gives WVOL 20% more 
listeners than a// other radio stations 
combined. 


WYLD—NEW ORLEANS 


1000 watts. Reaches 294,700 Negroes 
with a spendable income of $218,483,- 
000. Always ahead of any competition. 
Negroes number more than one-third 
of this market—Reach 'em with WYLD! 


WTMP—TAMPA-ST. PETERSBURG 
Reaches 129,000 Negroes with a spend- 
able income of $66,180,620! Negro Pulse 
gives WTMP almost TWICE as many 


listeners as a// other stations combined! 
Impact with WTMP! 


KRZY—DALLAS-FT. WORTH 
500 watts, 730 on the dial! Reaches over 
350,000 Negroes with a high annual 
spendable income. Serves 63 counties 


in N. E. Texas. You get real impact 
with KRZY! 


BUY ONE OR ALL— 
DISCOUNTS WITH TWO OR MORE! 


uN SAVEIg 
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ROUNSAVILLE RADIO STATIONS 


3220 Peachtree Rd., N. E. « Atlanta 5, Georgia 


Ropert W. ROUNSAVILLE 
Owner-President 

JOHN E. PEARSON Co. 
National Rep. 


HarRo_p F. WALKER 
V.P. & Nat'l Sales Mer. 
Dora-CLaYTON 
Southeastern Rep. 


FINALLY A MISS— 
Miss DuBarry, 
1961, chosen to 
represent the Du- 
Barry division of 
Steinberg Bros., 
New York, glove- 
maker, is sup- 
posed to be say- 


ing, “When I 

wear household 

gloves by DuBar- 

ty, it’s like hav- 

ing an extra pair 
of hands.” 


triple crown of horse racing— 
Preakness, Belmont Stakes and 
Kentucky Derby; major league 
baseball games on Saturdays dur- 
ing the spring and summer; Na- 
tional Football League games on 
Sunday afternoons, and the NFL 
final. 


s Other outstanding Canadian and 
world sporting events will be an 
important part of the series, and 
details will be announced when ar- 
rangements are completed. Plans 
to broadcast similar programs on 
the French television network are 
currently being considered. 

Two advertising agencies worked 
with Carling throughout negotia- 
tions—F. H. Hayhurst Co., which 
handles Black Label lager, and 
McKim Advertising Ltd., which 
handles Red Cap ale. 

It is understood that Carling will 
sponsor all half-hour shows in the 
series, but co-sponsor longer shows. 
The Carling part of the package is 
reported to be well over $500,000. 
It is Hayhurst’s job to deal with 
the CBC; McKim deals with U.S. 
networks. # 


‘Look’ Ups Price to 25¢ 

Look’s newsstand price will be 
raised from 20¢ to 25¢ effective 
with the May 9 issue. Subscription 
prices also will increase on that 
day. Look has been sold at 20¢ a 
copy since Aug. 6, 1957. 


Genisco Names Winters 

Genisco Inc., Los Angeles, man- 
ufacturer of electronic instruments, 
has appointed Curtis Winters Co., 
West Los Angeles, to handle its ad- 
vertising. 


White Joins ‘American Weekly’ 

William J. White, formerly with 
Macfadden’s True Story Women’s 
Group, has joined the sales staff 
of The American Weekly. 


FTC Starts Probe 
‘By Mail’ of 23 
Photo Companies 


WasHIncTon, March 29—An “in- 
vestigate-by-mail” net descended 
on 23 manufacturers, importers 
and distributors of photographic 
equipment last week, as the Fed- 
eral Trade Commission moved to 
force a showdown on the indus- 
try’s price advertising. 

Each company is required to 
provide sworn statements show- 
ing the prices charged for each 
item of equipment in 1960, and 
the three most important items 
sold through retail dealers in Chi- 
cago, Philadelphia and Washing- 
ton. In the second stage of the 
investigation, FTC intends to re- 
quire retailers in the three cities 
to report the prices they charged 
for these items of photographic 
equipment in 1960. 


= The two-stage probe is supposed 
to clear the way for a showdown 
in the dispute which has raged 
for several months between the 
commission and the industry over 
alleged use of fictitious pricing. 
At a meeting with FTC’s bureau 
of consultation, industry members 
claimed prices listed in their cat- 
alogs were normal selling prices. 
The new survey is expected to 
settle the issue. + 


Harrison, Bower Buy WJMA 

Archibald C. Harrison Jr. and 
Henry Bower have purchased 
WJMA, Orange, Va., for $60,000, 
from Charlottesville Broadcasting 
Corp., subject to FCC approval. Mr. 
Harrison, formerly program direc- 
tor of WFVA, Fredericksburg, Va., 
will operate the station. Mr. Bower 
is chairman of the board of direc- 
tors of Henry Bower Chemical Mfg. 
Co., Philadelphia. 


WANT TO SAVE MONEY 
ON YOUR PRINTING? 


Right now we have limited WEB-FED LITHOGRA- 
PHY time available at attractive hourly rates. 

You can save money on your printing and be assured of high 
quality reproduction in 4-color or black & white—standard 
size—perfecting, web lithography. Complete production serv- 
ices—midwest location—3 shift operation. 


To take advantage of low rate you must schedule your job 
immediately—get in before press time is sold out. 
WIRE—WRITE—BOX NO. 668, Advertising Age 
200 E. Illinois St., Chicago 11, illinois 
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‘Market Research 
Corp. Offers New 
Store Audit Setup 


WASHINGTON, March 28—A new 
research service which can pin- 
point differences in share of mar- 
ket on a market-by-market daily 
basis, was outlined last week to 
the American Marketing Assn. by 
Wayne Lee, of Market Research 
Corp. of America. 

Mr. Lee, president of Market 
Research Corp.’s distribution re- 
search division, told the local chap- 
ter: “For the first time, marketers 
can get immediate measurements 
of brand shares and related point 
of sale conditions whenever and 
wherever desired. The service can 
be turned on and off at will, can 
cover any stipulated days of the 
week and can repeat in any market, 
any specific group of stores or even 
a single outlet. The combination of 
breadth, depth, and flexibility is 
unprecedented.” 

Mr. Lee said there is “urgent 
need” for pinpoint information 
because of brand variations from 
market to market. He cited one 
instance where a brand’s market 
share in eastern cities fluctuated 
from a low of 21% to a high of 
41%. 

In another case, an advertised 
condiment brand had 23% of the 
market in Cincinnati and 39% in 
Youngstown. At the same time, 
chain private labels had a 31% 
share in Youngstown and 9% in 
Cincinnati. 


= “Clearly, different types of mar- 
keting action are called for in 
these two markets,” Mr. Lee ob- 
served. “Yet, in the absence of 
local measurements, the different 
situations prevailing in the cities 
might be obscured by broad re- 
gional statistics.” 

Even in one city, Mr. Lee said, a 
leading canned food national brand 
ranged from a low 3% in one 
group of chain stores to 23% in 
another chain organization. 

Market Research Corp. spent 
three years developing the new 
market measure, called the Modi- 
fied Store Audit. Manufacturers 
may use it for their own as welli 
as for competitors’ products. + 


‘Foreign Aftairs’ Adds 
Advertisers in New Section 

Foreign Affairs, New York, the 
quarterly published by the Coun- 
cil on Foreign Relations, which in 
January boosted its b&w page rate 
to $300—after 13 years at $150— 
has attracted a number of new ad- 
vertisers including American Ex- 
press, International Business Ma- 
chines and Sabena Airlines. These 
advertisers are using a new front 
section printed on coated stock, a 
departure for the quarterly which 
has previously used only antique 
book paper. 

The magazine, which in 1959 had 
28,500 paid subscribers, last year 
was offered as a free dividend by 
the Book of the Month Club. About 
117,000 free subscriptions were 
handled, and Foreign Affairs has 


since converted 13,500 of these into 
paid subscriptions. Current paid 


‘circulation amounts to about 47,- 


000. 


Meredith Publishing Buys 
Duell, Sloan & Pearce 

Meredith Publishing Co. has 
bought Duell, Sloan & Pearce, 
New York, trade book publisher, 
for an undisclosed price. Meredith 
said the acquisition “is a further 
development of our full scale trade 
and textbook publishing program.” 

Within the past five months, 
Meredith has acquired Lyons & 
Carnahan, Chicago, publisher of 
elementary, junior and senior high 
texts; and Appleton-Century- 
Crofts, New York, publisher of 
college texts, medical, reference 
and ffade books. 
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Gas Association 
Sets Live Drama 
Series on NBC-TV 


New York, March 30—A big 


boost for live drama, new sponsors | 


for Ed Sullivan, a network switch 
for Reynolds Metals, and summer 
minute buys for Lever Bros. were 
sponsor news highlights at the tv 
networks this week, as fall sched- 
ules continued to take shape. 

The shot in the arm for live 
drama—though not for originals— 
came from American Gas Assn., 
which will present eight one-hour 
dramatic specials adapted from hit 
films from the David O. Selznick 
shelves. Such stories as “Rebecca” 
and “Spellbound” will be produced 
by NBC for presentation on that 
network, probably Sundays at 10 
p.m., EST. Time for these $160,000 
productions was cleared through 
Lennen & Newell. 

American Gas co-sponsored the 
“Barbara Stanwyck Show” during 
the 1960-’61 season, but this 30- 
minute film will not be back. 


s Winners in the bidding for the 
available time on the venerable Ed 
Sullivan variety hour on CBS were 
P. Lorillard Co. (L&M) and Rev- 
lon (Grey Advertising), which will 
share the hour that Eastman Kodak 
gave up for a new Disney color 
production on NBC. Colgate-Pal- 
molive (Ted Bates & Co.) has re- 
newed as alternate hour backer of 
Mr. Sullivan. 

Still another Lennen & Newell 
client, Reynolds Metals, has con- 
tracted to carry alternate weeks of 
the new hour Dick Powell anthol- 
ogy series Tuesday at 9 p.m., EST, 
on NBC. Reynolds also ordered 
Saturdays at 5:30 p.m., for “All 
Star Golf.” These new billings rep- 
resent a loss for ABC, which this 
season has carried the Reynolds 
“All Star Golf” show and the alu- 
minum company co-sponsored 
“Harrigan & Son” series. 

Lever Bros., co-sponsor of five 
regular nighttime telecasts, will 
supplement that lineup during the 
summer with minute participations 
on four more evening network 
shows. The selections: “Hawaiian 
Eye” and “Adventures in Paradise” 
on ABC, and “Father Knows Best” 
and “Gunslinger” on CBS. This 
summer schedule was placed 
through Batten, Barton, Durstine 
& Osborn. The minute participa- 
tions will be shared by liquid 
Swan, Lifebuoy, Pepsodent, and 
Air-Wick. Other developments: 


ABC—Johnson & Johnson, Miles 
and Brown & Williamson joined 
Scott Paper Co. (JWT) in the 
wings for “The New Breed,” a law 
enforcement, adventure series. P&G 
was considering a George Gobel- 
fronted show to fill the Thursday 
half-hour, which leads into “The 
Untouchables.” 


CBS—Cancelation notices were 
expected for the Tom Ewell com- 
edy, with P&G and Quaker Oats 
holding onto the time, and for 
“Checkmate,” with the “Defend- 
ers,” a father-son lawyer series, as 
a possible replacement. 

Ford Motor Co. contracted for 
one-fourth sponsorship of the Na- 
tional League Football professional 
schedule. Joseph Schlitz Brewing 
Co. and Bristol-Myers, for Vitalis, 
bought an hour “Summer Sports 
Spectacular” to be seen weekly, 
starting April 27 at 7:30 p.m., EST. 


Schick, via Outlets, 
Buys Newspaper 
Ads at Local Rates 


New YorK, March 29—Com- 
_mission-conscious newspaper rep- 
|resentatives were indignant today 
| because Schick Inc. placed its first- 
| quarter newspaper. schedule 
through its local retail shaver 
shops. 

The current Schick campaign, 
getting heavy newspaper play, in- 
cluding r.o.p. color ads, in about 
48 markets, offers a free 14-day 
trial along with a _ pocket-size 
grooming kit. Schick owns about 
80 retail shaver shops and ads 
were being scheduled at the local 
—not the higher national—rate 
through the shops. 

The company said the shops not 
only service but also sell shavers. 
It insisted the procedure was “not 
a device to circumvent the nation- 
al newspaper rate.” It added, “Any 
manufacturer who has retail out- 
lets in a market generally does 
this.” 


= Benton & Bowles, the Schick 
agency until March 31, when the 
account moves to Norman, Craig 
& Kummel (AA, Feb. 6), is under- 
stood to have received a fee in 
lieu of certain commissions. Other 
first-quarter advertising is running 
in six magazines. 

At least one group of newspaper 
representatives believed the news- 
paper advertising was another ex- 
ample of “diversion of national 
money through retail stores,” be- 
cause of the higher national rate. 
The rate is high enough, in some 
cases, so that one representative 
could say that “a couple of our 
papers make almost all their 
money on the national advertising 
they run.” 


s “What’s to stop every company 
from opening up a hole in the wall 
and getting the local rate? Why 
couldn’t Eastman Kodak do it? 
They have local stores. Almost any 
company working with department 
stores can do it,” the representa- 
tive said. + 


Execs Get Copies 
of Account-Winning 
Book by Reeves 


For a critical “review” of Rosser 
Reeves’ “Reality in Advertising” by 
a Chicago agency president see 
Page 95. 


New York, March 31—Some 
agencies around the country are 
viewing with alarm a mailing by 
Alfred A. Knopf Inc. to top cor- 
poration executives of Rosser 
Reeves’ new book, “Reality in Ad- 
vertising.”’ 

The book has already been cred- 
ited with playing a major part in 
bringing the $6,000,000 Mobil ac- 
count into Ted Bates & Co. The 
Knopf mailing—which has gone to 
jsome 1,500 top business men—in- 
cludes a free copy of the book. 


| 
|that the mailing list was drawn 


|up by the agency’s public relations 
department from a basic Fortune 


| list, but he denied that these com- | 


|panies were selected as prospects 
|or because they are non-competi- 
| tive with present Bates clients. (In 
jone midwestern manufacturer’s 
case, copies went to the president, 
exec vp, marketing vp, sales man- 
ager and advertising manager.) 


|s The Knopf letter which accom- 


| Mr. Reeves told ADVERTISING AGE | 


Last Minute News Flashes 
Schick Introduces Krona Edge, Names Kent 


Los ANGELES, March 31—Schick Safety Razor Co. will invest more 
than $3,000,000 in a print and broadcast campaign to introduce nation- 
ally its new Schick Injector blade with Krona edge, described as offer- 
ing “a new dimension in shaving comfort.” The new blade—priced 
competitively with Gillette’s Super Blue blade—will be introduced 
starting April 11 via seven NBC-TV network shows, plus saturation tv 
spots in 100 markets. The magazine phase—two-color pages in seven 
books—breaks in the April 25 Look. Newspaper ads are also scheduled. 
Compton Advertising is the agency. Meanwhile Schick has named Cur- 
tis Kent, formerly Schick sales promotion manager in New York, to the 
| new post of advertising manager of the company, with headquarters in 
Culver City (for other news of Schick marketing, see story in adjoin~ 
ing column). 


Virginia Dare Exits from Wine Market 


New York, March 31—Virginia Dare, one of the oldest names in the 
U. S. wine field, is going off the market. The producer, Garrett & Co., 
onetime $1,000,000 advertiser, intends to go out of business “as soon as 
possible.”-The account, handled by MacManus, John & Adams, was 
down to about $250,000 last year. 


McLaughlin Named Sunbeam Interim Ad Head 


Cuicaco, March 31—James McLaughlin, assistant advertising man- 
ager of Sunbeam Corp., has temporarily assumed the duties of W. B. 
Courtney, advertising manager, who has left the company. Mr. Court- 
ney has not announced his plans. 


Heritage Furniture Shifts to Sudler & Hennessey 


New York, March 31—Heritage Furniture, subsidiary of Drexel Fur- 
niture, High Point, N. C., has moved its account from Ellington & Co. 
to Sudler & Hennessey. The company said 47 agencies solicited the busi- 
ness, with four making final presentations. 


Waldorf to Kastor, Hilton; Other Late News 


e Kastor, Hilton, Chesley, Clifford & Atherten has been appointed ad- 
vertising agency for Hilton Hotel Corp.’s Waldorf-Astoria, New York, 
after the hotel’s new manager, Carl G. Thurston, sought “a free hand.” 
Effective May 1, Kastor, Hilton succeeds Needham & Grohmann—since 
1946 agency for Hilton Hotel Corp. and “some individual Hilton hotels.” 
N&G has been named agency for Rock-Hil-Uris Corp.’s New York 
Hilton, set to bow in January, 1963. “Tough competition” is forecast 
between the Waldorf-Astoria and the new hotel, owned jointly by 
Rockefeller Center Inc., Hilton and Uris Buildings Corp. 


e Colgate-Palmolive Co. will offer a plastic shower bottle free with a 
$1 size bottle of Halo shampoo “within the next few weeks.” The offer 
will be backed by “a tremendous amount” of point of sale material, 
plus Halo’s regular ad schedule. D’Arcy Advertising Co., New York, is 
the agency. 


e Newsweek will offer the first Middle East-African split of a major 
international publication. The new edition, covering 62 nations, will be 
published 13 times a year, beginning June 5. Circulation rate base: 
15,000; one-time b&w rate: $300. 


e Batten, Barton, Durstine & Osborn, New York, has appointed Leo J. 
Turner, for the past six years with Selvage & Lee, the agency’s director 
of public relations, and Richard M. Detwiler, previously with Grey Ad- 
vertising, has rejoined BBDO as manager of the pr department. Mr. 
Turner succeeds Ralph H. Major Jr., who has joined John Moynahan & 
Co., pr company, as vp, effective May 1. Mr. Detwiler was manager of 
corporate relations at BBDO for four years before joining the Wool 
Bureau. He succeeds the late Austin Scannell. 


e Fitzpatrick Bros., Chicago, manufacturer of Kitchen Klenzer, has 
moved its advertising account from Tobias, O’Neil & Gallay to R. Jack 
Scott Inc., Chicago. Scott had handled the account from 1953 until early 
last year, when it moved to Lloyd M. Rosenow Inc. because of a prod- 
uct conflict at Scott. Tobias, O’Neil was appointed in December, 1960. 


The account had been billing about $100,000 when Scott serviced it 
previously. 


e Clairol Inc., Stamford, Conn., broke its first test ad for its new Silk 
& Silver hair color lotion in the Providence Journal March 29. “Seems 
to shine even in:the dark,” was the headline. Silk & Silver was intro- 
duced to the beauty trade early last month and is now on sale national- 
ly through salons. Foote, Cone & Belding, New York, is the agency. 


e Chirurg & Cairns, Boston, has promoted Scott Costello, vp and gen- 
eral manager, to senior vp-client service and Hillard W. Welch, a mem- 
ber of the agency’s board, to vp-administration. 


e J. B. Williams Co., New York, proprietary and toiletries company, 
has offered to buy at least 80% of the stock of Landers, Frary & Clark, 
New Britain, Conn., electric housewares maker, by May 4. Company 
directors, who approve of the offer, reportedly control about 60%. Wil- 
|liams (formerly known as Pharmaceuticals Inc.) would operate the 
| maker of Universal, Dazey and other appliances as an independent sub- 
sidiary, retaining present management but providing financial and 
marketing support for expansion, it was said. 


| @ Sea Breeze Laboratories, Pittsburgh, has scheduled a $200,000 radio 


| and newspaper campaign to promote its Sea Breeze antiseptic. The 
| company will sponsor a portion of Art Linkletter’s “House Party” 
(CBS-TV) for 13 weeks and Gabriel Heatter and two other radio news 
| shows (MBS) for 26 weeks. Newspapers and spot radio in 15 markets 
| will supplement the network radio push. Maxwell Sackheim-Franklin 


| Bruck Inc., New York, is the agency. 


| @ Robert L. Eskridge, cereal advertising manager of the Ralston divi- 
| sion of Ralston Purina Co., St. Louis, will assume additional responsi- 
| bilities as acting director of advertising and promotion. The company 


NBC—S&H Green Stamps bought | panies the book mentions that the} has not yet named a successor to W. P. Hayes, who retired last month 
daily participations on Dave Gar-| recipient “will find an abundance as director of advertising and promotion (AA, Feb. 20). 
lof interest in this unusual book” | 


roway’s “Today” show, and beauty 
expert Anita Colby was named to 
handle the commercials. 

Lever Bros. and American To- 


bacco Co. were considering a new | ters vital to the growth and health| e Sears, Roebuck & Co.’s sales last year hit a record high of $4.13 bil- | 


and says although it deals with 
advertising “it touches with in- 
sight and skill upon many mat- 


e Leigh Doorly has been promoted from assistant midwestern manager 
to midwestern manager in Chicago of The New Yorker. He succeeds 


| Frank Brewer, who will continue with the magazine as a consultant. 
| 


Dairy Men Drop 
‘Digest’ Schedule 


Cuicaco, March 31—The Ameri- 
can Dairy Assn. last night decided 
to cancel its remaining ad sched- 
ule in Reader’s Digest this year 
because of two articles scheduled 
for the April issue of RD which 
ADA considers detrimental to the 
dairy field. 

Martin J. Framberger, general 
manager of ADA, told ADVERTISING 
AcE that the cancellation will in- 
volve about four page ads, and 
added that the association is con- 
sidering using television or other 
print media in lieu of the RD ads. 
ADA has been considering drop- 
ping RD since last week (AA, 
March 27). 

“We have no desire to dictate 
the editorial policies of any pub- 
lication,” he said. “However, we 
feel that there was a lack of cour- 
tesy on the part of RD in that 
we were not notified in advance 
about the two articles.” 


= The ADA also is angry at the 
magazine because RD is using tv 
ads and book stickers playing up 
one of the articles, “The Perilous 
Fat of the Land,” to promote its 
April issue. The other article deals 
with the pricing of milk. 

Mr. Framberger said that ADA 
and representatives of several oth- 
er dairy field groups are meeting 
tonight with editors of Reader’s 
Digest “to present our side of the 
story.” (For other news about ADA 
see story on Page 100.) # 


Time Inc. Revenues 
Hit $287,121,000; Net 
Income Is $9,303,000 


New York, March 30—Time 
Inc. had record net revenues of 
$287,121,000 last year (after com- 
missions and discounts), up 6% 
from the 1959 figure of $271,373,- 
000. Net income was $9,303,000, 
up from $9,004,000 in 1959. 

At the same time, net adver- 
tising revenues rose 7% to a rec- 
ord $187,000,000 from $174,000,- 
000 reported a year ago. 

Life revenues including com- 
missions and discounts were up 
3%, from $134,441,000 to $138,- 
784,000, while the magazine’s av- 
erage net paid circulation in- 
creased by 468,000 copies to 6,746,- 
000. Time revenues climbed 10.9% 
from $46,126,000 to $51,144,000, 
and its average net paid figure— 
including a 27% newsstand sales 
rise—increased by 123,000 to 2,- 
511,000. 

Sports Illustrated revenues went 
from $11,946,000 to $14,299,000, a 
20% rise, and its circulation 
climbed by 50,000 to 950,000. For- 
tune boosted its revenues from 
$10,288,000 to $12,734,000 and its 
circulation by 17,000 to 336,000. 


# In 1960, all Life International 
|editions drew $8,186,150 in reve- 
|nue, compared with $6,742,000, a 
|21.4% hike; circulation, mean- 
|while, rose by 135,000 to 834,000. 
| Time International’s four editions 
|had a 17% revenue increase, go- 
|ing from $9,892,000 to $11,571,200, 
while its circulation was upped by 
| 73,000 to 592,000. 

On the business paper froni, 
|House & Home revenues gained 
| 24%, from $2,247,800 to $2,940,200, 
while circulation jumped by 6,000 
to 127,000. Architectural Forum’s 
revenue was up 0.8%, from $1,- 
| 721,600 to $1,735,800, and its cir- 
culation added 1,000 copies to 
jreach the 62,000 mark. + 


Light Opens New Offices 
D. R. Light Co., Moline, Ill., ad- 


Joey Bishop situation comedy to|of American business.” The letter) lion, a 2.4% gain over ’59 sales of $4.03 billion. Sears’ net income, how- | vertising art and technical writing 
fill the time spot they will share | is identical with one sent to a list| ever, dipped,3.3%, dropping from $198,670,983 in ‘59 to $192,186,010 


following “Wagon Train.” + 


of business and financial editors. 


last year. 


service, has opened new offices in 
| the Higley Bldg., Cedar Rapids, Ia. 
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Grocery Manufacturers Convention ... 


Recession to Last Five Years in 
Canada, P&G's Williams Tells Group 


Toronto, March 29—W. E. Wil- 
liams, president and general man- 
ager of Procter & Gamble Co. of 
Canada, said yesterday he thinks 
the current recession will last as 
long as five years. 

“This is a pretty gloomy view,” 


in marketing have been posed by 
this trend to supermarkets and the 
accompanying changes in buying 
habits and distribution techniques. 


s “In my own company,” said Mr. 
Williams, ‘“‘we have come to the 


he told the Grocery Products Man- | conclusion that we can meet these 
ufacturers of Canada’s first con- | challenges to our satisfaction only 
vention, “but in my opinion it is a| by a major internal reorganization. 
realistic one. At any rate, it does| “We are going to split the com- 


not shake my complete confidence | pany right down the middle and 


~ 


in Canada’s future.” 


set up two separate operations— 


For the long term, said Mr.|one for food and toilet goods and 


Williams, Canada is in as good | one for soap and synthetics. 


shape as any other country in the 
world because of the “explosive 
increase” in world population 
which will eventually make her 
raw materials vitally needed. 


s As to marketing, Mr. Williams 
said the Canadian woman is the 
real boss of Canada’s $5 billion 
grocery products industry and she 
is the “toughest boss in the 
world.” 

“T think we all realize,” he said, 
“that loveable little woman though 
she is, in her role as our boss she 
is cold, ruthless and utterly selfish. 
As she wheels her shopping cart 
up and down the aisles of grocery 
shelves, she makes the decisions 
that spell success or failure for 
our products, good times or bad 
for our companies.” 

Basically, said Mr. Williams, this 
“little woman” with the shopping 
cart is the architect of present-day 
changes. 

“If we knew her well enough 
we could predict most of the 
changes of the future, for she will 


ABC Radio West 


South Bend Spinbast fl Rod-Ree/ & Skil Game 


—_ Hote» on Everything the 9 Fieherman 


ryt oun 
Camper Meess—An In One 


whole management structure. 
Each organization will eventually 
have its own general manager, and | 
each will have the flexibility that 
is needed to keep pace with the 
times.” # 


| 
“This entails a revision of | 


ite ELIE} 


i 


Signs First Client: 
Horizon Land Corp. 


sues of Boys’ Life. Ad at right 
New York, March 30—ABC’s 


South Bend Oreu0-malic 


Most Prized Of A 


Automatic Fly Reels Here's Why 


UNORTHODOX—Scorning fish-or-catalog tradition, South Bend Tackle 
Co. ad at left seeks “to light up young faces” in April and June is- 


appears in May Outdoor Life. 


new regional network, ABC Radio 
West, has snared its first adver- 
tiser. 

Horizon Land Corp. of Tucson 
will sponsor a daily 10-minute 
news show with Frank Hemingway 
on the western hook-up at 7 a.m. 
(PST). The nine-week buy, which 
starts April 3, was placed through 


who for the past six years has | 
Advertising Associates. 


taught English and speech in the | 
The 104 stations of ABC Radio| New York high schools, has joined | 
Pacific, Intermountain Network | Fuller & Smith & Ross as a copy- | 
and Arizona Network were com- 
bined to form ABC Radio West 


Jiggers, Cats! English Teacher Turns 
F&S&R Copywriter; Calls Ads ‘More Creative’ 


New York, March 29—An Eng-|while another, “Just You Watch 
lish teacher has abandoned the|Me,” is currently heard on disc 
schoolroom in favor of a career in| jockey shows. He was elected to 
advertising. David Fleischhaker,| ASCAP in 1956. 


In explaining his switch of pro- 
fessions, Mr. Fleischhaker said that 
education “has lost its luster,” be- 
cause teaching no longer offers op- 


writer in the agency’s expanding | portunity for creative work. Teach- 


be the architect of those too.” with its regional programming and 
sales because of the great potential 
of regional offerings, Jack Mann, 
director of the new division, told 
ADVERTISING AcE. This was dra- 
matically illustrated by 62 maga- 
zines whose regional editions 
jumped from a gross of $49,000,000 
in 1959 to $100,000,000 last year, 
he said. 


® He said we may lament the 
passing of so many small business 
men in the grocery field, but the 
consumer has ordered it. 

“The trend to the supermarket 
has set in motion a whole chain 
of changes throughout the grocery 
products industry,” Mr. Williams 
said. 

“For one thing, producers have|® Among other reasons why the 
had to revise their sales organiza-|formation of Radio West seemed 
tions. We have to concentrate to a|a potentially profitable venture: 
great extent on a relatively small | In-home listening in that region 
number of chains. Many compa-|is about 10% greater than the na- 
nies, including Procter & Gamble, | tional average, according to A. C. 
are now making greater use of | Nielsen Co. figures; the rapid pop- 
jobbers in order to cover the small | ulation increases and high income 
grocers effectively.” | levels in the West make it an at- 

He said “tremendous changes” | tractive market for advertisers. 

ABC Radio West plans to spend 
about $40,000 in advertising and 
Stetson Boosts promotion during 1961, most of it 

in business publications. In about 
Promotion Allowance, three weeks, it will distribute to 
agency personnel a topographical 
; |map of the West with pertinent 

Sets Fall Campaign pot ho 
PHILADELPHIA, March 28—John | 
B. Stetson Co. is making some|s Working closely with Mr. Mann 
$250,000 in additional promotional|on ABC Radio West is Harry 
money available to its dealers this | Woodworth, sales manager. Rates 
fall for use as the dealer “sees fit.” | for the new regional hook-up vary 

The amount of promotion money | from $560 per minute, on frequen- 
received by the retailer, buyer or|cies up to 64 times per year, to 
department head will be based on | $448 on schedules of 260 times or 
the amount of the order. It may | more. # 
be used for advertising, displays, | 


direct mail or “whatever (promo- Horn Forms Ad/Vising 


tional) purpose necessary,” with) stanford Horn has formed Ad/- 

“no strings attached,” according to 

David H. Harshaw, president. The at 36 Somerset St. The company is 

plan covers the fur felt line. 'designed to aid non-Bay Area 
This fall, Stetson will introduce | agencies and advertisers interested 


a line of fur headwear in mouton, 


'Vising, San Francisco, with offices | 


radio-tv department. 

For the past few years he has 
been spending his spare time writ- 
ing popular songs and free lancing | 
jingles for commercials. One song, | 
“Miss Untrue,” has just been re- 
leased as a United Artists record, 


ers are “so bogged down with po- 
lice duties’”—hall duty, cafeteria 
duty and the like—that there is no 
time left for anything but routine 
work. He doesn’t think he’ll have 
the same complaint about adver- 
tising. + : 


National Distillers 
Sets $145,000 Ad in 
‘Life’ for Old Taylor Heineken’s Beer Ads 


New York, March 30—Working| New Yorx«, March 28—Van 
on the principle that nothing’s|; Munching & Co., which has dis- 
good enough for Old Taylor 86,|played a particular penchant for 
National Distillers Products Co. | jingles, will break out afresh next 
will launch its 1961 ad campaign | month with a “jingle in print” for 
for the brand with a three-page | Heineken’s beer. 
front-cover gatefold in four colors) Following the Dutch jingle 
in the April 7 Life. launched in a test run of tv com- 

Cost of the ad, excluding pro-|mercials in Miami in January 
duction, was put at over $145,000 | (AA, Jan. 23), the company will 
—an unprecedented expenditure | jJaunch the new jingle in fractional 


for a single ad, National said. The | page ads in 30 Sunday supplements 
company also said it was the first | April 16. 


time in the liquor industry that | It goes like this: 


a gatefold in a major magazine ; , 
had been used. Heineken’s 


‘Jingle in Print’ 
Is Feature of New 


The gatefold will open the doors ora am 
on a record campaign for the Beer 
brand. Four-color pages will fol- 


A treasure of pleasure 


low in The Saturday Evening Post From Holland to here! 


| April 8, Newsweek April 17 (back ie atiee ar 
lcover), Time April 28 (third| The “singing headline” will be 
| cover) and Ebony in May. jused throughout the year in all 
| B&w ads were launched this | Heineken’s ads. The schedule calls 
izosk in mare than 200 newspapers | Newsweek, beginning April 17 and 
in major markets. 10 ill | , 
carry z special Seeemdians Bees |continuing “practically every other 
‘| week until the end of the year.” 
® An additional part of the maga- | Similar ads are scheduled for Hol- 
toy and newspaper campaign will |*@ay and Playboy, as well as Din- 
‘be an offer of six on-the-rocks |¢7’’ Club Magazine and Carte 
| Americana glasses for $2. 
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South Bend Tackle 
Co.'s Fishless Ads 
Help Boost Sales 24% 


SoutH BEND, March 29—South 
Bend Tackle Co. has taken the fish 
out of its ads and put people in. 

This departure from tradition 
has reportedly helped spark the 
|rise of the company from 18th to 
| third place in the industry in less 

than two years. 

There’s nothing “fishy” about 
its ads, the company said, whether 
|they are directed to dealers or 
jusers. Consumer ads stress the 
|“fun and relaxation in fishing,” 
|and trade advertising aims to tell 
| dealers how the company can help 
| them sell. South Bend emphasizes 
|the large number of displays it 
| has available for dealers instead of 
| showing “pretty girls or eye-catch- 
|ing strikes in picturesque set- 
tings.” 

The results are reportedly re- 
flected in South Bend’s 24% sales 
increase last year, made more re- 
markable by a decline in the in- 
dustry’s volume. The company has 
doubled its share of the market in 
a year and a half. 


= Avoiding fish and stereotyped 
fishermen, the two-color ads also 
veer sharply away from catalog- 
style techniques. 

Gourfain-Loeff, Chicago, is the 
agency for the tackle manufac- 
turer, spending $150,000. + 


MCA Hassle Poses 
Question: Can FCC 


Probe Non-Licensee? 


Los ANGELEs, March 31—Has the 
Federal Communications Commis- 
sion the power to delve publicly 
into the intimate corporate affairs 
of a non-licensee? 

This was one key question at 
issue last week as a top executive 
of Music Corp. of America defied 
an FCC inquiry into policies and 
practices of broadcasting by re- 
fusing to testify, and as MCA asked 
a federal court to set aside the 
FCC order requiring its officers 
to testify (AA, March 27). 

Taft Schreiber, vp of MCA, re- 
mained mute during 30 minutes 
of questicning by an FCC attorney 
and at the end of the session, faced 
a possible fine and jail sentence 
as the FCC threatened various civil 
and criminal contempt proceedings. 

Earlier, MCA had offered “com- 
plete cooperation” with the FCC, 
provided its testimony was kept 
confidential pending a court ruling 
on whether the regulatory body 
had the jurisdiction to subpoena 
and extract testimony from a non- 
licensee. 


# In arguing the motion—which 
was rejected by the chief hearing 
examiner, James D. Cunningham 
—MCA attorney Alan Susman as- 
serted that a “complete inquiry” 
into MCA’s business was beyond 
the FCC’s scope “even if it in- 
volved a licensee.” He also sug- 
gested that the FCC’s word “was 
certainly not law” and was subject 
to appeal in the judiciary. 

He added that if the FCC was 
upheld in the courts, any company 
sponsoring a program could have 
its corporate affairs “exposed to 
the competition.” 

For Mr. Schreiber, last week’s 
proceedings were essentially a re- 


Persian lamb and other furs, as 
well as a new hat line to retail at 
$10. 


8 National advertising on several 
Stetson styles is scheduled for Es- 
quire, Holiday, The New Yorker, 
The Saturday Evening Post and 
Sports Illustrated. 


Arndt, Preston, Chapin, Lamb & | Los Angeles, has moved to new of- | 


Keen is the agency. # 


in marketing service and repre-| The campaign will continue an 
sentation in San Francisco. Mr. | old theme, “Even the rocks taste 
Horn was formerly assistant man- | better.” The color ads are photo- 
ager of marketing and national|graphs of Americana connected 
\merchandising services of the San | with Kentucky; The glasses adapt 
Francisco Examiner and Hearst | early symbols—an old map of Ken- 
Advertising. tucky, a minstrel program and a 


sign post reading “Even the rocks 
Welsh-Hollander Moves \taste better.” Kudner Agency is 


Welsh-Hollander Advertising, | handling the canpaign. 
(For other news of this adver- 


'fices at 1725 Beverly Blvd. |tiser, see Pages 1 and 48.) # 


lanch peat of hearings conducted here 
stacks John & Adams is the | /@8t Oct. 25. At that time the MCA 
emma _ — ams IS the | executive and executives of Dick 


Fishell & Associates, a company 

that places merchandise on tv pro- 

‘Digest’ Names Two grams in exchange for air credits, 

Reader’s Digest has named Rob- | also refused to answer the FCC 

ert Cali, formerly with the RCA\| inquiries. 

electron tube division, to the pro-| Mr. Fishell, however, last week 

motion department of its Detroit|was in a more talkative mood. In 

office; and Lon Carli, formerly a|the final session Monday, he testi- 

regional manager for Progressive |fied at length on the term “plug- 

Grocer, midwestern merchandising |ola” and how it applies to the 
manager of its Chicago office. | proadcasting business. # | 
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‘Digest’ Will Offer Two 


}| Regional Splits in Caribbean 


The Caribbean edition of the 


| Reader’s Digest will offer adver- 


| tisers a three-way split, effective 
in October. A separate edition for 
Puerto Rico will be made availa- 
ble, with a circulation of 55,000 
and a b&w page rate of $510. 
Another edition—Caribbean No. 2 


| —will cover eight countries most 


i accessible to U.S. exporters: Puerto 
m Rico, Dominican Republic, Guate- 


e 


“A a os = 


LA use diiledy Food 
Products will suggest the delecta- | 
tion of cherry blintzes with ice 
cream in this color page breaking 
in the April 9 New York Times 
Magazine. Smith/Greenland is the | 
agency. 


BLINTZ A 


Renault Goes to 
‘More Masculine 
Approach in Ads 


(Continued from Page 1) 
similar to the Briggs art now used 
by TV Guide in its advertising 
promotion campaign. All insertions 
will be in b&w. 


/ 


= John Arent, ad manager of Re- 
nault, explained that the switch is 
designed to give Renault a “more 
masculine image.” Renault man- 
agement believes the old campaign, 
which had a light frothy touch, did 
a good job, but that it acquired a 
feminine connotation. 

The new campaign will be more 


in the hard-sell groove, promoting | 


the performance and durability of 


the Renault line—the Dauphine, | 
the Caravelle sports | 


the Gordini, 
car and the little 4 CV. Service will | 
also be stressed. Renault cars are 
now covered by a 12-month-or- 
12,000 mile warranty, and the com- 
pany recently expanded the staffs 
of its nine regional sales and serv- 
ice centers. 


s The new addition to the line, the 
Gordini, 
more deluxe version of the Dau- 
phine. It has the same body shell 
but a 40hp engine instead of 32hp 
It has a four-speed transmission 
instead of three-speed, and the in- | 


teriors are more luxurious than the 


Dauphine’s. 
The Gordini will be priced at 
$1,595 at East Coast ports of en- 


try, which puts it below the prices | 
of the U.S. compacts. This is also) 
lower than the old $1,645 price of | 


the Dauphine. Renault recently 
cut the Dauphine price to $1,385. 
Renault, encouraged by a sharp | 


is a more powerful and 


| 


mala, Honduras, El Salvador, an 
aragua and Panama. It will have} 
a circulation of 110,000 and a b&w | 
page rate of $900. The original | 
Caribbean edition will continue as 
before, delivering 400,000 circula- 
tion in 12 countries (Venezuela, 
Colombia, Ecuador and Peru are 
the additional ones). 

The Digest also will open an ad- 
vertising office in San Juan, Puer- 
to Rico, to be headed by Edward 


Rapp, formerly with the Digest 


in Mexico. Production of the Car- 
ibbean edition will be transferred 
this summer from Sao Paulo, Bra- 
zil, to Miami to get better printing 
and coated paper. The Digest 
moved production to Brazil after 
it was chased out of Cuba. 


Cox Joins ‘Illinois State’ 

James F. Cox Jr. has joined the 
Illinois State Journal and Register, 
Springfield, as executive assistant 
to the publisher, Jack Heintz. He 


109 


formerly was an account executive 
in San Francisco with Outdoor Ad- 
vertising Inc. 


= YOU'LL BE TIC 
=—<0 KLED Ayy 
WITH RESULTS... wnsese vou 
ROUND 


USE THis SUCCESSFUL VEAR- 
MAILING PIECE/ ANNOUNCE N 


EVENTS, INVITATIONS, PRICES... 
YOu want action. FREE 


MARVIC ADVE 
86) BG MANHATTAN AVE, BROOKLYN 22, N.Y 


| 


| 
| 


| 


| 


| 


| 
| 


| 
| 


upswing in sales in February and | 
March, re-emphasized today that it | 
is in the U.S. market to stay. Vin- | 
cent P. Grob, exec vp and general | 
manager, told a press conference 
that there is a permanent place in 
this market for the imported small 
car. 


Not many well-dressed businessmen would buy a suit un- know that their measurements are checked and double-checked. 


less it were tailored to a perfect fit. Yet some (but not Step by step the assembled data on market and media is 


our clients!) will dust off a ready-to-wear advertising cam- tacked into place until the complete fabric of the campaign 


paign, have it taken ina little here and let out a little there, has been built up as only the experts know how. For advertis- 
= Mr. Grob predicted that annual 
sales of imports should range from 
300,000 to 500,000, depending on 


the strength of the market. He said | Every Dentsu campaign is tailored precisely to the tastes 
that Renault is aiming at 20% of | 


this market. In 1960, Renault sales | of the Japanese market, not merely to the more obvious 
slid to 12.5% of the import market, ik 
160 qualified 


but Mr. Grob said the company | 
research personne] who can call onthe services of more 


ing that is fitting, check first with Dentsu. 


and then wonder why their product is not winning attention! 


eNEWSPAPER MAGAZINE @ RADIO * TV *PR # P-O-S 
¢DM e OUTDOOR * TRANSIT e MARKETING * RESEARCH 


DENTSU ADVERTISING LTD. 


Head office: Nishi-Ginza, Tokyo /Cable Address: “DENTSU TOKYO” 
New York office: 342 Madison Ave..New York.17,N.Y.,U.S.A. 


specifications of the product. We employ 
hopes to take between 15% ps 


17% this year. 

Renautt sales in February and | 
March were double sales in the | 
comparable months last year. The | 
company said February sales were | 
in excess of 3,600. 

Needham, Louis & Brorby is the 
Renault agency. + 


than 10,000 (that’s right) field workers in any one month, who 
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Ads Must Take Over Selling Job as 
Salesman Turns Consultant: Murphy 


(Continued from Page 1) 
upon it, there is room for extensive 
soul-searching and examination. 
As to whether its role is under- 
stood by, thought leaders, decision 
makers and budget controllers of 
the country’s industry, there is 
considerable doubt,” he said. 


a Jay M. Sharp, manager of gen- 
eral advertising of Aluminum Co. 
of America and chairman of the 
Assn. of Industrial Advertisers, re- 
called the change in his company’s 
promotion plans (AA, March 20) 
to indicate his belief that more 
concentration in fewer publications 
is the order of the future in in- 
dustrial advertising. 

Last year, he reported, his com- 
pany had 52 separate advertising 
campaigns, but as a result of de- 
veloping the “Adikam” theory— 
“Advertising dominance in key 
aluminum markets’”—Alcoa now 
has seven market-oriented pro- 
grams instead of 52 product-ori- 
ented ones, each emphasizing con- 
centration and dominance. 

As one result, he said, almost 
the same total budget is being 
spent this year in 118 industrial 
publications as was spent in 242 
such publications last year. 

“If this sort of concentration and 
dominance continues,” said Mr. 
Sharp, “somebody is going to get 
hurt. Your business is certain to 
become more and more competitive | 
as time goes on, and inevitably the 
weak and the also-rans will fade | 
away.” } 

Asserting that “An awesome| 
amount of otherwise productive | 
time has been spent on the pros| 
and cons of paid or free circula-| 
tion,” and that in his opinion the | 
whole subject “ranks with the| 
study of the navel,” Mr. Sharp also | 
said that engineers and other busi- | 
ness readers are people first of | 
all and engineers second, and that 
he does not believe they read in- 
dustrial publications for the ad- 
vertisements alone, any more than 
anyone looks at tv for the com- 
mercials alone. 


8 “Do you know the ratio of ed- 
itorial to advertising in a network 
tv show?” he asked. “It’s 10 to 1. 
No magazine comes close to this, 
and I appreciate that none could. 
But it’s important that the ratio 
not get reversed—to 1 to 10... 
“Stop selling exposure and start 
selling editorial integrity and vi-| 
tality. We as advertisers and you | 


of Circulation board; A. C. Leh- = 


man, president, Advertising Re- 
search Foundation; and Dr. Joseph 
E. Batchelder, director, Industrial 
Advertising Research Institute. 

Mr. Hotvedt explained the pur- 
pose of the BPA nationwide in- 
terpretation program now going 
on, and urged the publishers to ap- 
proach the newly developed single 
audit form with positive attitude, 
asserting that BPA is serving its 
membership better than ever and 
that the new forms will help solve 
many problems which have not 
been adequately covered hereto- 
fore. 


= Mr. Lehman reviewed the his- 
tory of advertising research and 
indicated his belief that operations 
research and other new techniques 
hold forth the promise of impor- 
tant new breakthroughs on the 
research front. Dr. Batchelder dem- 
onstrated the basic idea of all com- 
munications as a process of coding, 
transmitting and decoding thoughts 
or impressions. He emphasized that 
in advertising research, practically 
all effort to date has been ex- 
pended on trying to improve the 
trausmission phase of this proc- 
ess. More attention must be given 
in the future, he suggested, to 
improving the content of the mes- 
sage itself and to simplifying its 
decoding or understanding by the 
recipient. 


s A science-fiction picture of busi- 
ness publishing and agency opera- 
tions ten years from now, which 
he insisted is more science than 
fiction, was presented to an over- 
awed audience at the final session 
Thursday by Richard C. Christian, 
president of Marsteller, Rickard, 
Gebhardt & Reed. 

With the use of computers and 
other mechanical marvels capable 
of storing and tabulating enormous 
masses of data with fantastic 
speed, a fully automated publish- 
ing and advertising industry—with 
little besides creative work still 
done by puny humans—is just 
over the horizon, Mr. Christian 
suggested. 

Complete details of audience 
composition and characteristics, as 
well as data on comparative costs 
per thousand, etc., may be avail- 
able instantaneously from private 
or perhaps even government 
sources within ten years, he said. 

“The business publisher will be 
building mathematical models of 


Sderedet mee 
FOR 50 YEARS—Two-color page ads 
like this in Motor Age and other 
publications in April and May will 
celebrate the 50th year Schrader 
tire valves have been used in the 
Indiayapolis “500.” G. M. Basford 
& Co., New York, is the agency. 


Chicago, a 1,000 sq. ft. soundproof, 
air conditioned IBM data process- 
ing center will be installed. 


e® Walker Y. Brooks, vp, the Mc- 
Carty Co., emphasized at the final 
session that the agency compensa- 
tion picture is a constantly chang- 
ing one, but that the 15% com- 
mission from publishers remains 
the underlying stabilizing force 
which holds up the whole struc- 
ture. For the agency serving pri- 
marily industrial and medium and 
small accounts, he said, “We have 
learned to fit the compensation to 
the client, and it is entirely con- 
ceivable that an agency can have 
as many different compensation 
arrangements as it has clients.” 
The 15% often no longer covers 
costs, he said, and as a result, 
industrial agencies now are get- 
ting about one quarter of their 
total income from fees. 


s Emphasizing that business paper 
publishers and industrial adver- 
tisers have an important stake in 
helping to overcome the unfavor- 
able public image of consumer 
advertising which currently exists, 
and of providing more useful data 
on the economic value of adver- 
tising, Louis E. Scott, vp and man- 
ager of the Los Angeles office of 
Foote, Cone & Belding, urged the 
business paper publishers to help 
foster a better appreciation of 
business paper advertising among 
top management in_ industrial 
companies. 


mark his completion of 12 years 
of service to the organization. 

In addition to the formal talks, 
three roundtable discussions were 
held, each participated in by pub- 
lishers, advertisers and agency ex- 
ecutives. One considered the prob- 
lems of in-plant distribution of 
magazines; one emphasized the 
growing interest of advertisers in 
editorial evaluation of the business 
press; and the final one consid- 
ered the sales problems of business 
papers. # 


‘SEP’ Faces Plastic 
Surgery to Shore 
Slipping Linage 


PHILADELPHIA, March 29—Curtis 
Publishing Co. is nearing the end 
of a year-long study to overhaul 
| the format, content and entire pol- 
icy approach of its Saturday Eve- 
ning Post. 

At the same time, while the ed- 
itors of the Post are studying this 
“modernization” in conjunction 
with the advertising department, 
ADVERTISING AGE learned that Ben 
Hibbs, editor since 1942 and before 
that editor of the defunct Country 
Gentleman, may retire this year 
to make room for a younger suc- 
cessor. Mr. Hibbs is only 60 and a 
Curtis spokesman said he can elect 
his own time to retire without any 
compulsion from top management. 
The changes in the Post, while 
basically attuned to give adver- 
tisers a more appetizing product in 
the face of declining linage and 
profits, are expected to revolve 
around everything from actual 
format of cover and editorial pages 
to the use of more color and short- 
er story content. 


s The only statement forthcoming 
was: “There are some extensive 
changes. The editors have been 
working on it for over a year.” 

AA learned that the studies are 
still going on and that the final 
report has not yet been delivered 
to Robert E. MacNeal, president. 

The Post, which over the years 
has boasted that it continues to 
modernize in keeping with the 
times, is also expected to change 
its newsstand price to 20¢ per 
copy in the near future. Curtis 
Circulation Co. has been testing 
|the 20¢ price on the West Coast 
and it was learned it “looks pretty 
good.” 


s Just when the “new” Post will 
make its appearance is not known, 
but an informed guess is that it 
will be around Sept. 1. 

Curtis’ concern for the declining 


as publishers will come to the | his magazine a year in advance,” 
greatest level of our efficiency |he predicted. “Story details will 
when we agree that the way to|be sped to the publication home 
reach people is to reach them first | offices by Tele-Processing, and 


as human beings—then as engi- | 
neers, or purchasing agents, or | 
designers,” he said. 
s Two industrialists—H. Leslie 
Hoffman, president, Hoffman Elec- | 
tronics Corp., and Bennett S. Chap-| 
ple Jr., administrative vp, US. 
Steel Corp., urged the business 


shaping the nation’s 


an excellent job in terms of im-| 
proving business procedures and 
technology,” Mr. Chapple said, 
“but the impertant question now 
seems to relate to how much you! 
are doing in the broader areas of 
government action and economic | 
problems.” 
“You and the businesses you} 
serve are truly partners,” Mr. | 
Hoffman said. “We are fated to 
walk, sleep and live together. I 
urge you in the trade press to 
speak up. You can do much to 
synthesize business thinking.” 


s At the Wednesday session, au-| 
diting and research were discussed 
by Burton E. Hotvedt, chairman 
of the Business Publications Audit 


computer-controlled printers, op- 
erating at speeds in excess of 2,000 
lines a minute, will print out story 
outlines. Output from high speed 
printers will be photographed di- 
rectly and become offset proofs 
for solid pages of text... 


| s “With the press of a button, the | 
publishers to play a larger role in| agency man will watch extremely | 


him a precise analysis of a publi- 
cation’s circulation, duplication, 
geographical breakdown by SIC 
codes, by county, by title, with 
factors indicating renewal trends, 
by SIC codes over a ten year pe- 
riod; terse comments on editorial 


| evaluation from a 500-point math- 


ematical profile; and rate trends 
over the past five years. 

“Many publications will become 
dailies, but they will not even have 
a printing plant. The ‘issue’ will 
be sent out on high speed mag- 
netic tape and reproduced by fac- 


|simile machines at the subscrib- 


er’s office.” 

To prove that he wasn’t just 
kidding, Mr. Christian announced 
that in his agency’s new offices in 


a i roe F Post linage has been exhibited for 

Too often, he said, business | some years, even though dollar 
paper advertising is looked upon | volume has increased because of 
as a necessary evil, or as an item | rate hikes. The Post has consistent- 
of expense that can be tolerated | ly claimed it is not concerned about 
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Geyer Adds 2nd 
Chicago Agency 
in Four Months 


(Continued from Page 1) 
Chicago operation of Geyer is still 
in the process of formation. So is 
the organizational pattern of the 
agency’s western operations. In ad- 
dition to Chicago, this presumably 
will include the Omaha office, 
which was part of the Caples op- 


—_ 


the in. 


Sam Ballard 


Donald J. Powers 


eration and has been operating un- 
der the aegis of the Chicago office, 
as well as Western’s Racine office. 
Whether it will eventually encom- 
pass the Geyer offices in Portland 
and Los Angeles is undecided. 


= The newest acquisition was un- 
dertaken by Geyer as a move to 
enlarge and strengthen its opera- 
tions in the West rather than with 
any particular account objectives 
in mind, ADVERTISING AGE was told. 

Geyer feels it “now has a pretty 


Lee H. Hammett 


G. B. Gunlogson 


good base” in Chicago, and while , 
it says it is not actively looking for 
any additional Chicago properties, 
it “‘won’t close the door” to such a 
possibility. The agency sees “a big 
potential” in Chicago, Sam M. Bal- 
lard, president of the Geyer agen- 
cy, said. 

One of Western’s assets from the 
Geyer viewpoint was that its ac- 
counts were not in conflict with 
any in the Geyer roster, one execu- 
tive told AA. 

Geyer last year reported billings 
of $32,116,000; Western said it 
billed $6,000,000. Accounts with 


only as long as business is good 
and profits are healthy.” 

Mr. Scott also made it clear that 
he believes there are too many 
business publication starts and 
changes—‘“too often merely to sell 
| advertising”-and that all busi- 
ness publications must “assume 
the responsibility for providing a 
|proper description of the reason 


economic des- | detailed information fly out of a| for their being.” 
tiny. “Your publications have done |high speed printer—it will give | 


The amount of direct mail pro- 
| motional material being lavished 
on agencies also came under his 
| fire. His relatively small office, he 


| reported, received 1,081 pieces of | 
| such mail in a single five-day pe- | 


riod—the equivalent of 56,212 
| pieces a year. At least 75% of this 
| flood of mail is “a complete waste 
|of time and money—yours and 
| ours,” he said. 


|} @ At the Wednesday evening ban- 
| quet two awards were made—one 
|to George Romney, president of 
American Motors Corp., who was 


| tv competition draining some of its 

ad revenue, but, privately, execu- 
|tives admit there has had to be 
,an effect just as other mass cir- 
|culation books were affected. 


8 The current remodeling project 
|has been carefully protected by 
| Curtis, which still does not want 
to make any mention of details. 
|But, it has caused considerable 
| talk in the Curtis offices. Some of 
this leaked to AA about four weeks 


Oo. 
The first sign that something had 
|to be done was when the Curtis 


Western include J. I. Case Co. 
(tractors and farm equipment), 
Continental Steel, West Bend Co. 
(aluminum ware), Ponderosa Pine 
Woodwork, Porter Furniture Co. 
and Molly Pitcher wines. 

Western Advertising was found- 
ed in 1915; Geyer traces its start to 
1911. # 


Mattel Toys Buys New 
ABC-TV Cartoon Series 

Mattel Inc., Hollywood, toy mak- 
er, has signed a two-year contract 
with ABC-TV for sponsorship of a 
new half-hour cartoon series Sun- 


| board decided to accept liquor ads | days at 5 p.m. (EST), starting Jan. 

for the first time. In 1960 this in- | 7, 1962. The yet unnamed animated 
come totaled over $5,000,000, with | series, based on comic book char- 
its regional advertising providing | acters “Beany Boy” and “Cecil the 
|roughly three times that. Seasick Sea Serpent,” will be pro- 
The last major revamping of|duced by Snowball Inc., cartoon 
the Post took place in 1942, with producer. It is being financed and 
additional interior changes in page | distributed to ABC by Television 
format in the early 1950s. + Artists & Producers Corp. 


A total of 156 shows are planned 


given the NBP Silver Scepter| Shank Resigns as Grey VP | at a production budget of $2,000,- 


|award as “Market Maker of the 
| Year—1960”—and one to Robert 
Harper, president of NBP, from 


the association’s past chairmen, to | will announce his plans shortly. 


Howard Shank has resigned as | 000. The series is being produced in 
vp and creative director of Grey,| color, but ABC will run it in b&w. 
Advertising Agency, New York. He| Carson/Roberts is the agency for 

| Mattel. 
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111 
To 100 Outdo or Adv ertis ers in ‘60 ~ a Ruppert on... 636,369 | 71. P. Lorillard .......cccccccseesees 345,011 | 98. Volkswagen of America 223,023 
p pM WUE snecrnchviierractiohice 633,109 | 72. Corn Products... 341,713| 99. George Wiedemann 
45. Crown ge ca apietls 632,878 | 73. Howard Johnson ............ 319,249 DN icincctilhaccicesninncs 215,456 
. 46. Interstate eries .......... 625,802 | 74. Humble Oil—Ohio Div. 319,164 | 100. Nesbitt Fruit Products .... 206, 
National Accounts 47. Cilla Barden cesvsiesinn.... 603,263 | 75. Safeway Sores eocccseuns 316,722 ci 
Compiled by Outdoor Advertising Inc. 48. Phillips Petroleum ....... 601,494) 76. Sterling Brewers ............ 312,517| Ogilvy, Benson Names 
49. Libby, McNeill & Libby. 598,641. | 77. Canada Dry occcccccseceseeuee 302,156 z 
1. General Motors oo... $10,516,326 | 22. Pepsi-Cola .....c.ccccceseee 1,178,014| 50. Mars 587,310| 78. Signal Oil... 295,799 Marshall, Garai VPs 
2. Ford Motor .s.scccocccecseeee 5,519,651 | 23. Motorola ....cccscssccocseeesssee 1,173,603 | 51. Duquesne Brewing ......... 586,008 | 79. Standard Oil (Ohio) ... 294,840, H. H. Marshall, who was a 
S. Aahowanr Buse siniccsccs... 4,464,873 | 24. Standard Oil (N. J.) vce 1,173,503 | 52. Sum OW ...ccccccccsccensssnnneees 571,107 80. Los Angeles Soap .......... 289,387 | Copywriter with Ogilvy, Benson & 
IIE cecictnaenseieecres 3,545,751| 25. Royal Crown Cole .......... 1,167,266 | 53. Pure OFl .........cssccsssseeessees 563,348| 81. Campbell Taggart Mather, New York, in 1953 and 
5. Jos. Schlitz Brewing ...... 3,096,042 | 26. General Tire & Rubber. 1,105,205| 54. Lone Star Brewing .......... 549,303 Associated Bakeries .... 286,358 | 1954, has rejoined the agency as a 
6. American Oil... 2,824,738 | 27. Richfield Oil Corp. (Cal.) 1,066,254| 55. Quality Bakers ................ 547,033} 82. United Air Lines ........... 279,829|VP and copy supervisor. He for- 
Pi MI ianictbnissitnee 2,530,717 | 28. Pabst Brewing ............... 998,916 | 56. Pearl Brewing ............... 546,800| 83. American Home Products 277,692 | erly was vp and copy director of 
D> GND cecseccinterasceceisises 2,408,325| 29. Miller Brewing .............. 947,371 | 57. American Bakeries .......... 528,637 | 84. Sicks’ Rainier Brewing .... 270,820 Lawrence C. Gumbinner Advertis- 
9. General Foods cscs... 2,058,902 | 30. American Tobacco .......... 916,355| 58. Continental Oil 517,950| 85. National Sugar Refining  270,796| nS Agency. Ogilvy, Benson also 
10. Continental Baking ........ 2,049,916 | 31. F. & M. Schaefer Brewing 891,131 | 59. U. S. Toba0co ......ccssses 426,698 | 86. W. E. Long Co. ..csecso.--s 270,340 | has elected Pierre Garai, a copy 
= yt ees 1,928,272 | 32. Sevem-Up .ccccccccccccsssssseeee 881,810| 60. Fleischmann Distilling ... 422,898 | 87. Foremost Dairies ............ 267,153 | Supervisor, a vp. 
: 12. National Distillers .......... 1,905,527 | 33. Brown Forman Distillers 876,585 | 61. Trans World Airlines ...... 401,189 88. R 259,043 
Rare ee 13. Theo. Hamm Brewing ..... 1,855,477| 34. Liebmann Breweries ...... 849,365 | 62. Genesee Brewing ............. 401,122) 89. Jackson Brewing ............ 255,094 
14. Wm. Wrigley Jr. & Co... 1,520,426| 35. Morton Salt .........cccc0.- 847,483 | 63. International Salt .......... 389,214) 90. Florists’ Telegraph Deliv. 250,773 
ye eee 1,513,209 | 36. Tidewater Oil 0.0... 819,997| 64. U. S. Steel .......... 380,430 | 91. Hiram Walker oo... 249,792 Oot the taht cas win eomable eaat 
16. Affiliated Distillers Brand 1,454,825 37. Atlantic Refining ............ 818,800! 65. Carling Brewing 372,787 | 92. James B. Beam Distilling 248,514 | 
17. Falstaff Brewing ............ 1,418,583 | 38. Beatrice Foods 0.0... 791,385| 66. Glenmore Distilleries ...... 370,881 | 93. Folger & Co. veces 244,814 \VanveRPooL 
De SROTNIIN entices casindirdnsesion 1,397,280 | 39. Ralston Purina ................ 783,504| 67. C. Schmidt & Sons .......... 370,249 | 94. Publicker Industries ........ 244,351 tet Mena 
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An unusual opportunity for 
companies in the advertising- 
marketing-communications 
field to locate their activities 


in Advertising Age's Adderdisng 


Advertising Age’s Advertising Center offers advertising 


agencies, publishers, media representatives, research organ- 
izations, graphic arts services, suppliers and other allied 
interests a highly desirable address in a prestige location 


and expanding business community. 


The Advertising Center is a well-built seven 
story structure at the northwest corner of 
Rush and Superior Streets in Chicago, Ill. The 
address is 740 North Rush St. 


In the heart of the fashionable “Near North 
Side,” the building is in the midst of adver- 
tising activity in the city. Nearby are the 
offices of many advertising agencies, art and 
photo studios and other services. As an ex- 
ample, the Palmolive Building, the John Blair 
Building, CBS Studios and the Wrigley Build- 
ing are all within convenient walking distance. 


This prestige location offers many unusual 
advantages for those in the advertising/mar- 
keting business. It provides an office within 
minutes of the “Loop” as well as easy access 
to other parts of the city and suburbs. The 
nearly completed Ohio-Ontario Streets con- 
nection with the Congress Street-Northwest 
Expressways will make Lake Forest, Highland 
Park or a client’s suburban plant within a half 
hour’s drive away. Within a six block radius 
of the 740 address are three banks, many 
restaurants, hotels, clubs and shops. A new 
hotel-motel is nearing completion at the corner 
of Rush Street and Chicago Avenue, a few 
steps away. 


ps eee ke 
Pus 2 AVR 


A distinctive entrance and lobby are now being 
built at the Advertising Center. Modern, self- 
service passenger elevators will be in operation 
by late 1961. Air conditioning equipment is 
being installed. 


Formerly owned by the Methodist Publishing 
Co., the building has been well-maintained 
and, with remodeling and well planned im- 
provements, the Advertising Center offers an 
exceptionally fine rental opportunity even for 
the most discriminating tenant. Managed by 
Browne & Storch, Inc., with an office in the 
building, the Advertising Center, in addition 
to its many location advantages and space fea- 
tures, represents strong ownership and efficient 
management. 


As publishing headquarters of Advertising Age 
and its sister publications, Industrial Marketing 
and Advertising & Sales Promotion, the 
Advertising Center will become the news 
capital of the advertising/marketing world. 
These internationally-renowned publications 
are visited by many outstanding advertising/ 
marketing executives, writers, artists, lecturers 
and teachers, whose presence can add to the 
prestige and importance of your business 
address. 


Tad 


We invite members of the advertising/market- 
ing/communications industry to join us in 
this community of interest —the Advertising 
Center. We are proud to announce that an 
advertising agency and a book publisher have 
already completed rental agreements. 


Desirable office space from 2,600 square feet 
and up will be available between now and 
April, 1962. A complete studio area— sound 
rooms with 15 foot ceilings, panelled offices, 
labs, etc.—may be rented now. A ground 
floor, corner store space will be available later 
in the year. Lower level space may also be had. 


An easily accessible, prestige location is im- 
portant to your business or service — your 
clients or customers prefer it and your em- 
ployes will appreciate it. You are invited to 
investigate now. 


Advertising Age’s 


Call Arnold T. Linder, Building Manager 
WHitehall 4-0282—Office in the Building 


BROWNE. & STORCH, INC. 


Managing Agents 
Representing Advertising Publications Inc. — Advertising Age 
919 NORTH MICHIGAN AVENUE © TELEPHONE WHiteHait 4-7373 
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The Advertising Market Place | 


AVERAGE PAID 


Advertising Age, April 3, 1961 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


| 
| 


CIRCULATION FOR 6 MONTHS ENDING DEC. 31,1960 5HO,O26 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


YOUNG RETAIL COPYWRITER 
WANTED ON FREE LANCE BASIS 
National advertising agency needs special 
writer on electronic, appliance and fur- 
niture accounts. 
resumes, please! The person we're look- 
ing for is probably quite happy now, but 
might have spare time for sale. Reply 
Box 4712, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Want higher salary? 200-1,000 new posi- 
tions reported monthly. Get free copy. 
National Employment Reports, 20 E. 

Jackson, 902-G, Chicago 4, Il. 

ADVERTISING MANAGER 

FOR MIDWESTERN BANK 
Should be around 30 years old, have had 
experience with a leading financial in- 
stitution and be willing to relocate. An 
excellent opportunity for a progressive 
young man. Please give full details in 
letter. In strict confidence, of course. 


Box 4713, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE-LANCE COPYWRITERS 
& ARTISTS WANTED 
Top Notch Experience in Direct Mail 
Programming. Desk space optional—loop 
location . . . Write 
Box 4714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DISPLAY Adv. Salesman, some sales & 
layout exp pref. Rapidly expanding area 
& newspapers. Tough territory with ex- 
cellent possibilities. Salary plus. The Sun 
Newspapers, 212 Chatswerth Dr., San 
Fernando, Cal. EM 5-3111 
Advertising Man 
Leading Chicago manufacturer of durable 
goods needs a man to assist Advertising 
Manager, should be good promotional 
writer and know how to originate and 
buy dealer and consumer sales promo- 
tional materials, 2 to 4 years advertising 
experience desirable. Full range benefit 
program. Salary commensurate with ex- 
perience. Please submit complete resume 
including age, education, experience, 
salary requirements and photo if possible. 
Box 4715, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
$10-$25,000—PART TIME 
PROMOTIVE ASSOCIATE 
Wanted by developer of outstanding new 
consumer products. 
Miami, Florida EMerson 1-2858 
Box 4716, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


No fancy samples or | 


Consumer Sales Promoter 
Newly created position with big potential Publisher of multiple publications in the 


for young man who wants to be noticed 
and who has 5 years experience in con- 
sumer promotions. Create and produce 
stuffers, broadsides, window streamers, 
counter cards, merchandise displays and 
other collateral material. Well established 
premium product sold through distribu- 
tors and dealers to drug, hardware, radio- 
TV, photographic, auto supply and de- 
partment stores. Consumer product back- 
ground essential. Located Midwest. 
Box 4686, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 
PHOTO RETOUCHERS—Want to get out 
of the big city; work on national ac- 
counts, in color; make money year 
around with paid vacation? Write or call 
. R. LIGHT COMPANY, 1516—15th 
Street, Moline, Illinois, Phone 762-5537. 
Do not apply unless you are experienced 
and good. 
FLORIDA publisher seeks promotion- 
minded circulation man. Have variety of 
publications designed for retail as well 
as subscription sales. Excellent proposi- 
tion to right man. 
Apply Southern Publishing Company, 
Box 1228, Pensacola, Florida. 


MOLENE PERSONNEL SERVICE 


TIETEED - - Scineiecnansnvadacnsneensschctmnsonsonstbnbabid editors 
Cn eee copywriters 
Artists ...... media ...... production ....... sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 1% W. Adams St., Chgo 3 
PRODUCTION MANAGER 
$5,000-$7,500 plus incentive bonus. Rapid- 
ly growing cold type composition house. 
Helpful exp.: Art, layout, copy-fitting, 

printing, typing. 25-45 yrs. 
Box 4717, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING SPACE SALESMAN 
We are looking for a thoughtful and 
intelligent man, now employed, who has 
a proven record of success in space sales. 
So are dozens of other publishers who 
cover the Cleveland territory. But, un- 
like many other publishers, we can offer 
above-average rewards for results, and 
bonifide opportunity for managerial re- 
sponsibility at an early date. We publish 
four high quality properties, have a good 
office in Cleveland, and abundant sales 
tools. Your draw, to start, will be in five 
figures. Respond in full confidence. 
Write Management Magazines, Inc., 55 
Public Square, Cleveland, Ohio. 


Procter & Gamble 


ADVERTISING 
MARKETING MANAGEMENT 


This is an invitation to career minded men with the ability to 
assume broad business responsibilities quickly. If you are 
selected for Procter & Gamble’s Advertising Department, you 
would join a small marketing group where you would receive 
excellent, on the job training, and share in the responsibility for 
marketing an important, nationally advertised consumer product. 
You would work closely with other Company Departments on 
developing sales promotions and on coordinating the consumer 
and market research, product development, and financial plan- 
ning for your brand. You would also work closely with the 
Advertising Agency in planning both long range and short term 
marketing strategy, and advertising execution. 


Specialized training or experience in advertising and marketing 
is not required for application. Good general business potential, 
a high degree of native intelligence, and the ability to work 
smoothly with many types of people will be considered foremost. 


The four Consumer Goods Divisions of Procter & Gamble are 
expanding rapidly. This expansion, together with our policy of 
always filling management openings by promotion from within, 
is creating an outstanding career opportunity. 


MAIL THIS COUPON TODAY FOR COMPLETE INFORMATION 


Mr. R. N. Stevenson, Dept. AA 43 


Procter & Gamble 
P.O. Box 599 
Cincinnati, Ohio 


I received a 


Dear Mr. Stevenson: Please send me information on career opportunities 
in your Advertising Department and enclose an application form. 


A SN OS es ee ce ce en ena aml 


| lication 


CIRCULATION DIRECTOR 


Chicago area needs man who knows pub- 
audit procedures, fulfillment, 
renewals and is strong on effective pro- 
motion. Excellent opportunity with well 
established company. Send complete 
resume to 
Box 4709, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
P-O-P DISPLAYS 
Opportunity for creative salesman with 
active accounts; can acquire partnership 
in established display company. Write 
Box 4710, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ART DIRECTOR 
for well established agency in Southern 
seacoast city. Crisp layouts and pro- 
duction know-how essential. You will 
plan and supervise visuals for all media. 
Box 4711, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
154 E. Erie St., SU 7-2255, Chicago. 
Florida publisher needs creative produc- 
tion man. Qualifications include artistic 
and writing ability, graphic arts technical 
knowledge and personal executive ability. 
Contact Southern Publishing Company, 
Box 1228, Pensacola, Florida. 


POSITIONS WANTED 
FREE LANCE COPY, LAYOUT, PROD. 
ads, catalogs, folders, sales lit. Skilled 
pro, imaginative ideas. Varied cons.- 
indust. exp. Art-to-prod. Reasonable. 
Box 4667, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


VISUAL COMMUNICATIONS 
Unique bg. in TV programming. Mot. Pix 
Prod. & A-V Aids. Inventive mird. Strong 
on accomplishments with team members. 
Best spot-Group head or Right hand man. 

Box 4644, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
TOP ADVERTISING SALESMAN 
WANTS “PROMOTION” JOB 
Young .. . Energetic . . . Experienced 
Send for brochure. 

Box 4718, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES INCENTIVE SPECIALIST 
If you spend money on sales incentive 
campaigns then fill this spot in your 
sales promotion department. Have 
planned, created, sold successful sales 
incentive campaigns used by every major 
industry including automotive, appliance, 
food, and heavy equipment. 14 years ex- 
perience in handling all details; planning, 
copy, layout, slide films, sales training 
and production follow through. Ideal 
man for ad agency wanting to offer 
complete promotion counsel to clients. 

Ask for resume. 
Box 4719, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER—NO FOOL’S GOLD 
Where is there an agency that’s bigger 
than billings . . and insists on copy- 
writers bigger than adjectives? Where 
is there a Copy Chief who believes if 
simplicity is lost, drama is lost... and 
who knows the woo of words? 

Creating advertising that people like, 


remember and lieve . advertising 
that persuades and convinces... is my 
purpose. Six years of print-radio... 
hard lines and soft lines, packaged 
and intangibles... agency indus- 
trial ...is my experience. 


Wherever you are .. . let’s compare 
needs. We're likely to find fulfillment. 
Box 4722, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Copywriter 
Word specialist for salesmanship in print. 
Unlimited storehouse of ideas that gets 
high readership, makes products sell. 
Agcy, mfg, ret. copy exp. Age 34, 5 yrs. 

coll, Chicago only. 
Box 4723, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 
Profit-Producing Direct Mail .. . 
Your Company Can Add Profit-Producing 
Sales Promotion/D. Mail man to staff. 
Offers 8 yrs. experience. Familiar with 
consumer, business, and industrial mkts. 
Quality mailings planned from copy thru 
lists. Results... samples available. 
Box 4724, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE EDITOR 
With eye on editor’s or publisher’s of- 
fice. Heavy experience in writing, crea- 
tive contact, PR, sales training, com- 
munications. Talents in management, 
public speaking, handling people and 
soft sell. 
Box 4725, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TOP NOTCH ADV/EDIT PROD. GAL 
with strong background in publishing 
seeks challenging position in NYC area. 
Box 4726, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING MANAGER 
Solid national food and drug background. 
Strong in creative and administrative 
abilities. Thoroughly familiar with all 
phases of sales promotion. 31, married, 
Chicago area only. 
Box 4727, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Exp. Typography make-up man requires 
part-time or free-lance work with agency. 
Box 4728, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Young, creative copywriter. 4 yrs. exper. 
including Copywriting, Radio and TV, 
Production, Account Supervision, Time 
Buying with medium size Detroit agency. 
College grad. Married, willing to relocate. 
Box 4720, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALES OPPORTUNITY 


Past-expanding, multi-magazine business- 
paper publisher has opening for Cleveland- 
based salesman to cover Ohio and adjacent 
area. Good initial income, bright future 
for aggressive hard worker. Plumbing field 
experience helpful, but not necessary. 
Box 682, ADVERTISING AGE 
630 Third Avenue, New York 17, New York 


THE COMPLETE RADIO-TV 
AGENCY EXECUTIVE 
Remarkably diversified experience in depth, 
both as account executive (drug, food, au- 
tomotive) and as VP-in-Charge of Broad- 
casting, 3 of top 20 agencies. Will relocate 
or act as New York branch. Salary or 

consultant basis 
Box 690, ADVERTISING AGE 
630 Third Avenue, New York 17, New York 


ADVERTISING 
MANAGER 


33 years old. 7 years as ad and 
sales promotion manager— 
mostly in building products 
field. Write copy, organize sales 
meetings, develop campaigns, 
supervise agency, prepare and 
place product publicity. Trained 
public speaker. Best references. 
Will relocate. Write Box 680, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


To Package Good Mfg and Agencies 
Highly Creative 
MARKETING-ADVERTISING 
EXECUTIVE 


Well known specialist in food and 
drug—marketing—substantial con- 
tributions producing sales in- 
creases for competitive nationally 
known brands—Excellent results 
in developing and introducing new 


products— young, seasoned, cre- 
ative good administrative skills— 
works well with people—presently 
on marketing plans board $30 mil- 
lion advertising agency—Formerly 
Director Merchandising $100 mil- 
lion corp—current base $20,000 
plus. Telephone Today For Ap- 
pointment MU 8-6692 N.Y.C. or 
write to 


Box 688, Advertising Age 


630 Third Avenue, New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


POSITIONS WANTED 
ADVERTISING TRAINEE 
Univ. graduate in June. Major Adv. 
Minor Merch. Age 28, Vet, will relocate. 
Will be in Chicago on April 13, 14, 15. 
Box 4721, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HOW TO HIRE A COPYWRITER 
X-ray his samples, temperament, ways of 
thinking. I crave lively shop with high 
psychic income. Well-fed above ear line, 
I want to help move your copy from tee 
to green. Let’s talk state of a union. 

Box 4736, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


REPRESENTATIVES WANTED 


New electronic publications seeks space 
representatives in all sections of country. 
If you know this field and can handle a 
potentially hot magazine write 
Box 4729, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


MIDWEST REPRESENTATIVE 
Young (30) aggressive, well established, 
5 years experience seeks trade or in- 
dustrial publication Chicago office 

Box 4730, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Hard-working, reliable, experienced pro- 
ducer seeking pubs. for eastern repre- 
sentation 

Box 4731, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

SOUTHERN STATES— 
PUBLISHER’S REP FIRM 
Thoroughly experienced in business and 
consumer sales. Established many years. 
Is your P & L preventing you from 
developing this expanding market? May 

we discuss it? Please reply to: 

Box 4732, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Experienced Publisher’s Rep. Chicago 
area. Available to represent additional 


Pubs. 
Box 4733, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BUSINESS OPPORTUNITIES 
Relaxed pace $25,000/year Indianapolis 
agency for sale. Present owner will stay 
on salary long as new owner wants. 
Box 4734, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


SALES REPRESENTATIVE now calling 

on advertising manager and sales man- 

agers in paint manufacturing plants in 

the East. Would like additional lines. 
Box 4735, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


COPYWRITING 
CONSUMER AND INDUSTRIAL 


Prompt...professional. 
We do a full-time job 
=> for a part-time fee! 


HOLDEN ADV. 
AVenue 2-3367 (Chi.) 


ETHICAL 
MEDICAL 
OR 
VETERINARY 


ACCOUNT 
EXECUTIVE 


Qualified man to head department 
in general agency. Must have specific 
experience in one of above areas or 
related field. Starting salary $8-$10 
thousand. Growth opportunity. 
Fringe benefits. Send full details to 
agency president. Box 681, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


1420 Walnut Street 


INDUSTRIAL AD MANAGER 
Expanding, quality Eastern Penna. Company offers an op- 
portunity to a strong industrial advertising man with proven 
administrative ability. Minimum five years experience. Agency 
or company background. Comprehensive benefits program. 
Salary open. Reply by duplicate resume to: 
AD DIVISION 


STURM-BURROWS & COMPANY 
Executive Search and Personne! Placement Specialists 


Philadelphia 2, Pa. 


Mr. Publisher .. . 


It will pay you to investigate 
the profitable advantages of 
magazine and book production 
in Duluth, Minnesota. 
wire, or write the Duluth In- 
dustrial Bureau, Duluth 2, Min- 
nesota. ; 


Phone, 
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Advertising Age, April 3, 1961 


Mr. Account Executive: 

Do you have a client who is scout- 
ing around for a top-notch, exclu- 
sive promotion? I can deliver same 
in terms of a first-class Clydesdale 
six-horse draft team. Direct in- 
quiries to: Lorence Raim, 420 Briar- 
wood, Ames, Iowa. 


Our SOth Year 
COPYWRITER— indus. exp. pref. 


good oppty. Chicago agcy. $9,000 
BRAND ADV. MGR.—dairy or 

ood bkgnd desirable 8-10,000 
ADV. ASST.—Chicago merc. firm 


entails some copywriting 6,500 
MANY MORE—MAIL RESUME 
GLADER CORPORATION 
110 S. Dearborn St., CHICAGO, Ill. 
Phone: CEntral 6-5353 


CIRCULATION MAN 


Knowledge of BPA essen- 
tial. To direct operation on 
part time or consulting 
basis. 

Call DElaware 7-0638, Griffin (Chicago) 


REGISTERED NURSES LIST 
FOR DIRECT MAIL RENTAL 


160,000 paid subscribers to RN 
Magazine. A.B.C. audited. Geo-alpha 
on Speedaumat. No dups. Address 
direct or on Cheshire. Full list 
$7.50M; 25-159M $10.50M; under 25M 
$15.00M. No extra charge for state 
selection. S ial rates for nursing 
specialty selection. Postal will brin: 

brochure and details promptly. R 

Addressing Service, 310 Orchard St., 
East Rutherford, N. J. 


WANT A BEER ACCOUNT? 


America’s only complete brewery 
marketing organization now offers 
ou the creative material that will 
tana that brewery account you've 
been after. Everything you need— 
sharp, colorful outdoor cad 
eye-catching newspaper ads ... 
quality point of purchase . . . pack- 
aging . .. sales building promo- 
tions . . . a complete program of 
tested and proven material that is 
better than anything you've ever 
seen! It can be yours exclusively 
in your area. Get full details .. . 
wire or call Howard D. Morris, 
Executive Director, United Brew- 
eries of America, 946 Greentree Rd., 
Pittsburgh 20, Pa. WAlnut 2-3900. 


AGENCY 
COPY-CONTACT MAN 


Outstanding opportunity for a well- 
rounded advertising man, for key 
spot in a going—and growing—Mid- 
west agency serving leading ac- 
counts. Knowledge of, and personal 
interest in, outdoor recreational 
field valuable. Should know various 
media and be able to plan and write 
to use them effectively. Energy, 
drive and initiative required, plus 
ability to cooperate harmoniously 
with others. Include personal-in- 
terest detail with resume; recent 
photo if available. Box 689, Adver- 
tising Age, 200 East Illinois Street, 
Chicago 11, Illinois. 


Real Opportunity 
for Young Man 


Large advertising agency needs se- 
rious minded young man to assist 
VP in charge of office. Age 23-27, 
with at least two years experience 
meeting the public. Will learn all 
aspects of agency business, and will 
be advanced as fast as you can 
learn. Starting salary—$6,000. Give 
details of experience in writing. 


Box 683, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP SPOTS 


V.P. MARKETING packaged con- 
sumer foods; newly created 


SE 5 2'hs tba h exe dn ts oe 30-40M + 
MGR., SALES & PRODUCTION 

folding-carton mfr. ......... 18-20M+ 
ASST. MGR., folding-carton mfr..14-18M 
COPY CHIEF adv. agency ...... 14-18M 


ART DIRECTOR adv. agency ....15-18M 
COPYWRITERS (2) agencies ....12-15M 
oe, ee 9-12M 


Send us 2 complete resumes, 
including past earnings— 


WALKER 
83 South 7th St. Minneapolis, Minn. 


Representation in 


LAS VEGAS 


ADVERTISING 
SALES PROMO. 
MERCHANDISING 
PUBLICITY 


We know WHO. . .WHERE.. HOW. 


DURK ADVERTISING, INC. 
1030 South 3rd., Las Vegas, Nev. 


Are you looking for 
a really talented 


ADVERTISING MANAGER? 


Unusually talented young advertising ex- 
ecutive available shortly. Thoroughly con- 
versant with all phases of advertising. 
Good business producer. Efficient admin- 
istrator. Highly original. Skilled with all 
media. Prefer consumer goods producer, 
but carefully consider proposals from in- 
dustrial manufacturers who regard adver- 
tising &s an important force in helping 
sell their product. Highest references. 
Agreeable salary requirements. Free to re- 
locate. Details airmailed at once 

Box 687, Advertising Age 
200 E. IMinois St., Chicago 11, Illinois 


Tribune Towers 
Sign rights for rent 


$1 yr. 


avail. 154 Nassau, NYC. 
BE 3-1190 


Southwest daily $700,000* 
Northwest daily 115,000* 
Southwest daily 300,000* 
New Jersey weekly 45,000* 
Canada weekly 20,000 
Florida weekly 8,000* 
Delaware trade journal & 

weekly 80,000* 
Florida trade journal 30,000* 
Florida trade journal 15,000* 
*Terms 
And others 


CHAPMAN COMPANY 


1182 W. Peachtree St., Atlanta 9, Ga. 


FREE Sonal: 


KNIFE and CASE 


New knife in plastic case is highly effective pre- 
mium. Folks welcome it, keep and use it. Has 
safe, retractable, easily changed razor blade; 
twine cutter slot, hang-up hole. Ideal office knife. 
For home, store, factory . . . everything from seam 
ripper to package opener. Aluminum. So light it 
goes postage free as envelope enclosure. Low as 
12¢. Free Sample. 


THE HIGHSMITH CO., FORT ATKINSON 1, WIS. 


ANOTHER HIGHSMITH Mailable PREMIUM 


‘Asia Magazine’ to 
Bow in Hong Kong 


New York, March 28—A new 
international publication, Asia 
Magazine, will be launched Oct. 1 
from Hong Kong. 

Asia Magazine will be an Eng- 
lish-language weekly distributed 
as a supplement with English-lan- 
guage newspapers in 14 Asian 
countries. 

An initial circulation of more 
than 600,000 is claimed. The one- 
time page rate is expected to be 
$4,000. 

Adrian Zecha, formerly manager 
of the Time-Life offices in Japan, 
will be publisher. Norman Soong, 
veteran Asian journalist, will be 
editor. Mr. Soong, formerly presi- 
dent of Pan-Asia News Agency, 
described the new publication as 
“the first magazine in this area to 
be created exclusively by Asians, 
for Asians and about Asia.” 

Publishing headquarters will be 
in Hong Kong. The weekly will be 
printed in Tokyo on rotogravure 
presses of the Toppan Printing Co. 

Advertising sales offices already 
have been established in Frank- 
furt, London, Tokyo and New 
York. Heading up the New York 
office (at 210 E. 58th St.) is George 
M. Newell, formerly with the 
Time-Life San Francisco office as 
a salesman on the international 
editions. + 


Hall Joins Loudon 

Loudon Advertising, Boston, has 
appointed Robert D. Hall Jr. an 
account supervisor. Mr. Hall was 
formerly sales promotion manager 
of the electrical division of Olin 
Industries and vp in charge of 
technical products marketing with 
the New England office of Grant 
Advertising. 


CREATIVE COPY WRITER 


Master of the unique approach. Capable 
of interesting, convincing copy. By highly 
successful, long-established, non-depart- 
mentalized Milwaukee Agency specializing 
in consumer products. Ideal connection 
with unlimited opportunity for diversifica- 
tion. Please submit sample or two with 
reply if available. Confidential of course. 
Box 684, ADVERTISING AGE, 200 E. Illi- 
nois St., Chicago 11, Illinois. 


DO YOU NEED ~ : 


IN CHICAGO: 


© ADVERTISING 
FOR: + PUBLIC RELATIONS 
¢ SALES PROMOTION 
EDWARD F. PAZDUR, INC. 
WRITE: 


185 N. WABASH AVENUE 
CHICAGO 1, ILLINOIS 


WRITE OR PHONE US FOR A 
BROCHURE ABOUT OUR SERVICES! 
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Storer Appoints Dowling to its forthcoming spring market to 
Sales; Names Rine, Baxter be held in Chicago April 17-21. 


Joseph P. Dowling, formerly Ads, slated in industry business 
sales promotion manager of CBS papas, will say that practically 
Television Spot Sales, has been | °Y°'Y business forecast predicts a 
given the same title with Storer pickup after April 1; cones 
Television Sales, New York, the savings Ore St as alltime high 
recently formed spot sales arm of and that a strong revival of new 
Storer Broadcasting Co., Miami. home building means new furni- 
At CBS; David Mink, formerly a | ‘7e needs for much of 1961. 
copywriter for CBS Radio Spot 
Sales, assumes duties formerly Pick Hotels Sets Push 
handled by Mr. Dowling. Pick Hotels Corp., Chicago, will 
William E. Rine, formerly vp in | run ads in Esquire, Newsweek and 
charge of radio of Storer Broad- | Sports Illustrated, Sales Meetings, 
casting, has been named to the /| Plus hotel and motel publications, 
new post of vp in charge of ad- | to build a favorable image. Keyed 
ministration. He has been suc-/| to the theme, “Albert Pick Invites 
ceeded as radio vp by Lionel F.| You,” the campaign stresses the 
Baxter, previously director of ra- | warmth of Pick hotels and motels 


dio operations. throughout the country. Buchen 
Advertising, Chicago, is the agen- 

American Furniture Mart on 

Sets Spring Campaign Peck & Hills Names Morrissey 


American Furniture Mart, Chi- Peck & Hills Furniture Co., Chi- 
cago, will use “Be Ready for the | cago, has appointed John B. Mor- 
Dawn of a Bright Tomorrow” as rissey Co., Chicago, to handle its 
the theme of its ad campaign for | advertising. 


Presenting- 
your message 
to over 177,000 
marketing men 
and women 

for as low as 
$5 per ad! 


Complete coverage. Quick action. 
Low cost. That’s why it pays to 
run your classified ad in Advertis- 
ing Age. Try it! 


DON HARRIS NEEDS: 
RESEARCH DIRECTOR, one interested in 
marketing applications. Sizeable agency 
Will be on Plans Board, range widely in- 
cluding direction of media research. Agen- 
cy experience to $25M 
ASSISTANT ADVERTISING MANAGER, 
big company, hard goods. Chicago area 
Sales promotion, all-around right hand 
for the boss $8.500 

Don continues to hear from 
men getting $X.000 who say 
they won't work for less than 
X+ up to 50%. Most employers 
are smart people. Growing 
room is the great need of 
most applicants 
DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago WA 2-9400 


POINT OF SALE EXECUTIVE 
Rare combination of creative 
ability, production foresight 
and administrative capacity. 
15 years on top-flight accounts, 
4-A agency experience. All 
phases of retail level direct- 
sell, all agency-client echelon, 
all graphic arts personnel. 
Needs responsible position as 
Point of Sale Manager, Display 
Director or Group Art Direct- 
or. Write for complete resume. 

Box 675, Advertising Age 
200 E. Illinois St., Chicago 17, Illinois 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


THE ADVERTISING MARKET PLACE 


Clip and mai ADVERTISING AGE 
ae dead 200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif. 
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This is the place 
.. where you can get facts on 

how your company can mer- 
chandise your products profit- 
ably through premiums and 
incentive merchandise 

The place 


28th annual 
National Premium 
Buyers Exposition 


. « « hub of the premium and in- 
centive merchandising industry 


The location: NAVY PIER © CHICAGO 
The dates: APRIL 10-11-12-13, 1961 


You must attend! Mark your cal- 
endar now and make your advance 
plans. 


* Those interested in attending NPBE 
should write: 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE is under the auspices of the Premium 
Advertising Association of America, Inc. 


Brower 


O'Kiefte Kreer 

TRIO—Spending a golfing holiday at the Camelback Inn at Phoenix 

are Charles Brower, president, Batten, Barton, Durstine & Osborn, 

New York; DeWitt O’Kieffe, Leo Burnett Co.; and Bowman Kreer, 
Clinton E. Frank Inc., both of Chicago. 


This Week in Washington 
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Consumers May Receive Preferred 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 31—Con- 


|sumer organizations have been de- 
|manding a bigger voice in govern- 
j}ment. Now they seem to have hit 
| the jackpot. 


The Kennedy administration is 
expected to make good soon on its 
pre-election promise to set up an 


Office of Consumer Counsel in the | 
| White House. On top of that, the 


“consumer” is getting kid glove 


| treatment from a host of other 


admirers in the executive branch 
of government and on Capitol Hill. 

The Office of Consumer Counsel 
at the White House could prove to 
be nothing more than a pigeonhole 
where a lot of embarrassing letters 
are referred for attention. But 


| has been mentioned for the job, 
this is hardly likely. 
She is well acquainted with the 


Advertising Promotions Adds 1 | Promotions Inc., Chicago, to handle | 

Self Help Mutual Life Assurance | its advertising and sales promotion. | 
Society, Chicago-based insurance The company formerly was a direct | 
company, has named Advertising | advertiser. 


research centers. 


And Hanscom Field, as it is also known, is just 


DON'T BELIEVE THE BUNK ABOUT BUNKER 


There’s a lot of evidence that the battle was 
actually fought at nearby Breed’s Hill. It’s just 
one of the misconceptions about Boston — another 
is the supposedly bucolic nature of some of our 
suburbs. Take, for instance, Concord and Lexing- 
ton where “the shot heard around the world” was 
fired. Today it’s the site of the vast Air Force 
Command and Control Development Division 
with the greatest concentration of geophysicists in 
the free world. 4500 “new frontier” pioneers. $21 
million annual payroll. $129 million worth of 
contracts to New England industry, colleges and 


working of government—and the 
activities that affect the pocket- 
books of consumers. A White House 
office under her supervision would 
become a “command post’ reso- 
lutely battling to close the gaps in 
the network of laws for the pro- 
tection of consumers. 


# Even in advance of the admin- 
istration’s decision on an Office 
of Consumer Counsel, some of the 
government’s regulatory agencies 
have begun to pay more atten- 
tion to the organization that claims 
to speak for consumers. 

More than a year ago, for exam- 
ple, the Federal Trade Commis- 
sion staged a conference with con- 
sumer groups, to talk over more 
effective enforcement of laws 
against deceptive advertising. The 
Federal Trade Commission never 
held a second conference with the 
consumer groups, but that appar- 
ently has not raised any concern 
in the several other agencies 
which are currently flirting with 
similar projects. 

Food & Drug Administrator 
George Larrick, for example, has 
long recognized that consumers 


HILL | 


| 


one of the great, newer scientific and electronic 
strongholds taking a foothold in the Boston area, 
contributing enormously to its booming growth. 
As Boston changes, so does the Hub’s news- | 
paper picture. The Boston Globe has leap-frogged 
in 10-years to first in total advertising linage by 
1.3 million lines, or 33%, while both other 
Boston combinations lost. 
As spokesman for the thriving new Boston, The 
Globe is a great home favorite and the circulation 
figures show it: 335,941 daily —practically undu- 
plicated readership-and 427,983 on Sunday. 
Call our Million Market Man for all the facts. 
He’s got ’em in a file marked: The New Boston. 


@ Ghe Rosin Globe = 

~ THERE’S A NEW BOSTON oll 
..AND THE GLOBE my 

IS ITS SPOKESMAN =e, 


can be a big help to his organiza- 
tion. Several years ago, FDA set 
up a nationwide network of con- 
sumer representatives on its own 
staff, to keep in touch with con- 
sumer organizations on the local 
level. Two weeks ago Commis- 
sioner Larrick sent letters to 22 
national organizations, ranging 
from the American Medical Assn. 
to the American Assn. of Univer- 
sity Women. He expects to set up 
an advisory committee soon so that 


cosmetics can let FDA know how 
they feel about its programs. 


= Congress seems to be equally 
excited about pursuing the con- 
sumer. A Senate anti-monopoly 
subcommittee under Sen. Philip 
Hart (D., Mich.) will certainly 


have a lot to say on this subject. | 
This is a subcommittee of the | 


Kefauver anti-monopoly commit- 


tee. It set up shop last week with | 


its own special counsel, under in- 
structions to look into the effec- 
tiveness of existing laws protect- 


| ing against “consumer frauds.” 


In preparation for its job, this 
| subcommittee will be looking at 
| the performance of all the regula- 
| tory agencies concerned. with ad- 
| vertising, labeling and similar as- 
|signments. Later this year, it 
|could become an effective sound- 
j}ing-board for new legislation to 
close whatever gaps the investiga- 
tions disclose. 


|@ For the long range, Sen. Maur- 
|ine Neuberger (D., Ore.) spear- 
heads an even more ambitious 
proposal. She has just introduced 


under Dr. Persia Campbell, who | 


Treatment from New Administration 


a resolution (S. Res. 115) setting 
up a permanent “select committee 
on consumer interests.” As she 
| described it, this will be the con- 
| gressional counterpart of the White 
House Office of Consumer Counsel. 


ms While consumer interests are 
| represented in government, she 
|says, “their efforts are so scat- 
tered, their operations so varied, 
\that we are truly in a situation 
where the right hand may not 
know what the left hand is doing.” 

The expenditure of $328 billion 
by consumers is “a significant an- 
nual event,” Sen. Neuberger ar- 
gues. “‘And because of this signifi- 
cance, there is justification for the 
Senate to look into this matter to 
determine that this money has 
been spent effectively. 

“It is the proliferation of prob- 
lems such as deceptive packaging, 
improper labeling, and unobserved 
standards of purity and whole- 
someness that requires the con- 
tinuing careful oversight by the 
Senate operating in the interest of 
the consumer,” she contends. 

When the need for special con- 
sumer representation is questioned, 
consumer organizations readily 
document their contention that the 
consumer’s welfare is frequently 
overlooked when government de- 
cisions are made. 


# In such fields as labeling and 
advertising, responsibility for law 
enforcement gets diffused to sev- 
eral agencies. Some of them go 
about their job with little concern 
for the views of other agencies 
working on the same problems, let 
alone the needs of the public. 

In the past, the Department of 
Agriculture has been the rugged 
individualist among the regulatory 
agencies. For nearly two years, 
for example, the Food & Drug 
Administration has been irying to 
modify some exemptions author- 
ized by the Agriculture Depart- 
ment which let packers omit cer- 
tain additives from the ingredients 
on the label of lard. 

Secretary Orville Freeman is 
currently trying to straighten out 
one of the most perplexing of the 
| Agriculture Department’s labeling 
|moves, which took place just be- 
fore the change of administration. 
| Without resorting to the cus- 
| tomary public notice and hearings 
| procedures, the Agriculture Re- 
|search Administration decided last 
| December to let meat packers add 
| up to 10% moisture to cooked ham 
| and other pork products. 


|consumers of foods, drugs and | 


|s Recently, Greenbelt Consumer 
| Cooperative here bought a full 
|page ad in the Washington Post & 
| Times-Herald, urging the new ad- 
ministration to reopen this ham 
| labeling procedure. Sen. Neuber- 
|ger put the Greenbelt ad in the 
|“Congressional Record” and noted 
that it exposed_an example of gov- 
ernment high handedness which 
|consumers must contend with. 
Secretary Freeman, who is 
| among the newcomers who intend 
| to see that the consumer viewpoint 
is fully expressed, required little 
persuasion. Within 24 hours after 
the issue came to his attention, he 
had the ham labeling regulation 
suspended. To make sure that con- 
sumers and packers have their 
full say before a new decision is 
made, he specified that hearings 
on ham labeling standards must 
be held in at least five major 
metropolitan areas. + 


Culea Adds Pre Finish Metals 

Pre Finish Metals, Elk Grove 
Village, Ill., has appointed J. D. 
Culea Advertising, La Grange, to 
handle its advertising. 
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Mayes 


Brown 


Chesser Storch 


HOUSTON AD FORUM—Looking over the program at the annual Ad 
Club Forum sponsored by the Houston Ad Club are Herbert Mayes, 


editor of McCall’s; Jean William 


Brown, general chairman of the 


forum; Alec Chesser, president of the Houston Ad Club, and Otto 
Storch, art director of McCall’s. 


Magazines Are Doing a Better Job 


Without Research, 


Creative Staff Is Given 
Freedom to Try Out Ideas, 
‘McCall's’ Editor Says 


Houston, March 28—Herbert 
Mayes, editor of McCull’s, told a 
Houston Ad Forum audience of 
200 last week that creativity | 
means far more to a magazine’s 
success than do polls or research. 

“T’ll gamble a hunch against a 
statistic anytime,” Mr. Mayes told 
the surprised audience. “Now that 
we're getting the business office 
out of the editorial department, 
and research out of advertising, I 
think magazines are getting bet- 
ter. 

“I hope there will be consider- 
able downgrading of research,” he 
said later. “Research is only an 
adjunct. It should not dictate what 
creativity can do.” 


# McCall’s uses polls, he acknowl- 
edged. “We do it, and I don’t have 
much confidence in them. 

“But we’re playing with blue | 
chips. Obviously we can’t go by | 
whim and whimsy alone.” Then 
he added, to general audience de- 
light, “If I knew as little about 
editorial matters as Starch knows 
about research, I would probably 
have fired our art director long 
ago.” 

Mr. Mayes said that editorial 
people on McCall’s have great 
freedom to present their ideas and 
try them out. Some of the editorial 
pages that have won awards and 
honors, Mr. Mayes said, were ideas 
“that Art Director Otto Storch had 
been wanting for several years to 
try out.” 

At the request of many agency 
heads, Mr. Mayes disclosed, he has 
described to their creative de- 
partments the processes by which 
stories and layouts for McCall’s 
are put together, and the freedom 
given the staff members. Mr. 
Mayes commented, “The general 
response has been, “If only we had 
that kind of freedom, we could 
produce that kind of work.’” 


s McCall’s put $1,000,000 addi- 
tional into editorial and $1,000,000 
additional into promotion funds 
during 1960, Mr. Mayes disclosed. 
The magazine got back $11,000,000 
in additional revenue, he said. 

“Without spending any more 
money than I indicated we did 
last year,” he predicted, “we will 
add another $8,000,000 in advertis- 
ing revenue in 1961.” 


Mayes Maintains 


of American Airlines, told the 
meeting. 
Early in 1962, he disclosed, 


American and several other air- 
lines will put into operation elec- 
tronic systems by which a ticket 
agent anywhere can push a button, 
and get a report instantly on the 
status of reservations on any 


| flight, or on every reservation on 


every flight, even including the 
names in which the reservations 
are made. 

The character of the airlines’ 
competition has changed in recent 
years, Mr. Speers reported. Where 
they formerly felt they were com- 
peting with each other for cus- 
tomers and with the railroads, 
they now feel they are “competing 
with color tv, outboard motors, 
and swimming pools—everything 
that bids for the consumer dollar,” 
he added. 


® All airlines pull their advertis- 
ing out of daily media—newspa- 
pers, radio, and tv—after a crash of 
any airliner, Mr. Speers disclosed 
in response to a question from 
one of three panelists who quizzed 
him after his talk. 

“It might be misunderstood 
competitively,” he explained, “if a 


|plane of a different kind is in- 


volved in a crash and a reader, 
listener or viewer sees an ad 
which says, in effect, ‘fly ours.’ 

“Also we think ads at that time 
are in bad taste. The public is 
sensitive. 

“We drop out for a day or so as 
long as a crash is headlined—all 
airlines, not just the one involved, 
and this is something on which 
each airline makes its own de- 
cision. But they all do it. They 
don’t stay out any standard length 
of time. It’s a matter of judgment 
as to when they come back in,” Mr. 
Speers said. 


s American has given its various 
kinds of airplanes names of their 
own, Mr. Speers said, rather than 
using the manufacturers’ names 
for them. The airline’s current ad- 
vertising campaign features the 
American “Astrojet’, he pointed 
out, a name signifying those jet 
planes which have been equipped 
with the new and faster aft-fan 
engines. 

“We spent millions of dollars 
advertising the name of Douglas,” 
he said, “whose planes we are not 
now using. We wish we hadn’t.” 


s Dr. Steuart H. Britt, editor of 


s Airlines are currently concen- 
trating upon improving their on- 


The Journal of Marketing and a | ness, 
professor at Northwestern Univer- | management, in-effective market- | advertising during the past two 
| sity, added his voice in support of | ing techniques,” 
the-ground services to customers, | | the position that the consumer | 


Network Radio's 


Top Advertisers* 


Based on Four Weeks Ending Feb. 5, 1961 


Copyright by A. C. Nielsen Co. 
Home Broadcasts - 


Total 

No. Home-B’dests 

of Delivered 

Rank Advertiser B‘dests (000) 
1 Standard Brands Inc. (CBS, MBS, NBC) ................ 221 137,373 
2 Kellogg Co. (CBS, NBC) ... 181 124,815 
3 Pee Mii: MR altilaiatti caine cinch cncacevinicccedsiowess 181 124,173 
4 R. J. Reynolds Tobacco (4 Nets) ......0.0.....cceeeeeeee 260 120,716 
5 Phermmece bc. (COG, MABE) nn. ncccccccccsccssesesccvcciscccecccce’ 194 93,462 
6 Metropolitan Life Insurance (NBC) .....000.........000. 125 89,115 
7 Vick Chemical Co. (NBC) 127 88,514 
8 Hudson Vitamin Products (ABC, MBS) .............00.... 258 85,798 
9 CBS Electronics-CBS Inc. (CBS) 109 74,969 
10 Liggett & Myers Tobacco (MBS, NBC) ...............000. 182 72,099 
iW Grove Div.-Bristol-Myers (CBS) ...........ccccccccccceeeeseees 72 71,951 
12 Mennen Co. (ABC, CBS, MBS) «0.0.0.0... 152 68,343 
13 Ex-Lax Inc. (4 Nets) 131 58,940 
14 Mentholatum Co. (CBS, MBS) 100 56,227 
15 Chevrolet General Motors (CBS) ..........cccccccccccceeenes 48 44,752 
16 Automotive American Motors (NBC) ...........0.cccccce0 80 43,618 
7 Philip Morris Inc. (ABC, CBS) 91 41,194 
18 General Foods Corp. (ABC, CBS, MBS) ...............0.. 69 40,451 
19 Buick Div. General Motors (NBC) .0..........cccccccecceseees 43 35,454 
20 Foster-Milburn Co. (ABC, CBS, NBC) ...............005 4) 33,080 

Commercial Minutes 

No. Total 

Comm‘! Comm’! 

Mins. Mins. Del’d 

Rank Advertiser Aired (000) 
1 Standard Brands Inc. (CBS, MBS, NBC) .................. 176 100,038 
2 Tas GAG: ee tacctccnscgervndttniemenstnsiinn 139 87,907 
3 Kellogg Co. (CBS, NBC) 105 70,536 
4 Metropolitan Life Insurance (NBC) ...........ccccceee 147 65,500 
5 Pharmaco Inc. (CBS, MBS) ..............c.ccccscssecsssssscessees 72 62,620 
6 Chevrolet General Motors (CBS) ..........ccccccccceeeeeees 96 62,449 
7 ay I es, TD ccicernccccscecscvcenpenstcuadicsocscss 149 62,281 
8 R. J. Reynolds Tobacco (4 Nets) .........ccccccccceesseeeee 99 60,488 
9 CBS Electronics-CBS Inc. (CBS) ..............ccscceceesseesees 188 55,848 
10 Hudson Vitamin Products (ABC, MBS) ................... 140 50,610 
in Liggett & Myers Tobacco (MBS, NBC) .............0000 53 48,188 
12 Grove Div.-Bristol-Myers (CBS) 118 47,354 
13 Mennen Co. (ABC, CBS, MBS) 86 43,968 
14 Mentholatum Co. (CBS, MBS) ................... 91 37,957 
15 Philip Morris Inc. (ABC, CBS) 79 34,592 
16 EE RR Renee ee eare 60 30,546 
7 Automotive American Motors (NBC) ...............c00068 4) 29,445 
18 Sylvania Electric Products (ABC, CBS, NBC) ......... 53 28,309 
19 Oldsmobile General Motors (ABC, CBS) ................ 47 28,229 
20 General Foods Corp. (ABC, CBS, MBS) ..........ccc00000 36 27,770 


*Ranked by total home broadcasts delivered and by total commercial minutes delivered 
for individual advertisers by all programs and participation on all radio networks used. 


TvQ Rating Leaders 


For Nighttime Network TV 


March, 1961 

Rank Program TvQ Score 
1 Bonanza (RCA, American Tobacco, Pillsbury, NBC) 53 
2 Sing Along with Mitch (Malt-O-Mecl, Ballantine, NBC) 48 
2 Wagon Train (Nabisco, R. J. Reynolds, Ford, NBC) ..........0+0+ 48 
4 Andy Griffith Show (General Foods, CBS) .........:.ccccseeeeeereee 43 
4 Red Skelton (S. C. Johnson, Pet Milk, CBS) ........ccccccccseecereereeeereneeeereeeees 43 
4 Real McCoys (P&G, ABC) ..........ccssssssorsorssrrercerercecseesenssessesessorssssossossssse sees 43 
7 The Flintstones (Reynolds, Miles, ABC) suscicesienitanilivaaatansminieddiueimaitian 42 
8 My Three Sons (Chevrolet, ABC) ........:cc:cccscssessseeeensesnnnsseeeeneseenseserasnensnnnen 4) 
8 Perry Mason (Several sponsors, CBS) ...........:ssesscesesesenssereensereensesnnsensenens 4) 
10 Candid Camera (Bristol-Myers, Lever, CBS) .........ccsrssseeeesenentseneeeereees 40 
10 Rawhide (Several sponsors, CBS) ........:-s.sc:scssessesenesnereesnsneseeceenersneseneenenes 40 


Note—Home Testing Institute arrives at what it calls a TvQ rating by dividing the num- 
ber of people who say they are familiar with a program into the number terming it “one 


of my favorites.” 


not the reverse. 

“The American consumer is not 
the puppet of big business and so- 
called Madison Avenue,” he told 
the audience. “Rather he is an 
intelligent force who influences 
giant corporations and companies 
—and small ones, too—by what he 
chooses to buy or not to buy.” 


s The profit punch, subject to cur- 
rent concern 
starts during prosperous times and 
in advance of a recession, Edward 
L. Bond Jr., exec vp of Young & 
Rubicam, told the audience in the | 


| opening address. 


“The culprits are carelessness in 
the shop and the factory, ineffi- | 
ciency, waste, lack of inventive- 
complacency, 


he said. 


Imaginative, inventive market- | 


trends, Mr. Bond said. He called 
for a new realistic approach to the 
needs and preferences of the con- 
sumer—‘“America’s benevolent 
despot”—in marketing new prod- 
ucts and adding exciting, provoca- 
tive elements to the old. 


= Business men are capable of 


in every industry, | 


lack-luster | 


regulating themselves and of weed- 
| ing out the dishonest firms, within 
the framework of laws such as the 
existing anti-trust and fair trade 
legislation, said Earl Kintner, re- 
| cently resigned as chairman of the 
| Federal Trade Commission, in one 
of his first public talks since leav- 
| ing the FTC. ° 

“I cannot emphasize too strongly 
| that the advertising industry’s ef- 
fort to eliminate deception from 


| years is a positive and meaningful 
contribution to the cause of free- 


Charles Speers, vp of advertising | rules the advertising business, and | ing can help to improve profit! dom.” # 


L&M President Takes 
Rap for Earnings, 


Sales Decreases 


JERSEY City, N.J., March 29— 
While a couple of Italian pickets 
paraded outside as a_ protest 
against “The Untouchables,” Wil- 
liam A. Blount, president of Lig- 
gett & Myers Tobacco Co., took the 
rap at the annual meeting. 

Sales and earnings would be 
down in the first quarter of 1961, 
he said. “You can blame me for 
some of it,” he added in a moment 
of self-criticism. “It’s most humil- 
iating to us.” 

Mr. Blount, who has been presi- 
dent for a year, did not spell out 
the reasons beyond saying that 
some of the problem was due to 
his own inexperience. Some was 
also due to decisions made years 
ago, he said. 


= Advertising came in for some 
discussion, and Mr. Blount said 
that L&M would be going back to 
subway ads this summer. He hinted 
at the poor showing of Duke by 
stating that it is being advertised 
on a limited basis in New York, 
Chicago and Los Angeles. 

As for “The Untouchables,” the 
ABC-TV show abandoned after 
protests from Italian viewers, Mr. 
Blount said the switch was really 
due to the network’s intention of 
moving it to a less desirable time. 
The last thing L&M wants to do 
is to hurt the Italian people. ““We’re 
sorry if any of them took offense,” 
he said. 

The meeting was told that sales 
of regular cigaret sizes are declin- 
ing, but Chesterfield and L&M 
king-size brands were making 
gains. Oasis was up slightly. 


= The company said it is paying 
out the highest rate among tobacco 
companies in the form of dividends 
(70% of its profits). It was also 
stated that because tobacco grown 
today is less flavorful than before, 
every cigaret company has to use 
flavor additives. 

L&M earned $6,552,000 on sales 
of $127,447,000 in the first quar- 
ter of 1960; figures for the first 
quarter of 1961 are not yet avail- 
able. 


ITALIANS TAKE HEAT 
OFF ‘UNTOUCHABLES’ 

New York, March 30—For the 
time being at least, the heat is off 
“The Untouchables.” 

New York Congressman Alfred 
Santangelo, head of the Federation 
of Italian-American Democratic 
Organizations, this week switched 
signals and called off threatened 
boycott and picket efforts against 
Liggett & Myers and Armour & 
Co., two co-sponsors of the high- 
rating ABC-TV show. The planned 
strategy against Armour never was 
fully activated. 

The displeasure of Italians, who 
said that “The Untouchables” re- 
lied too heavily on Italian villains, 
has been directed mainly against 
L&M, which has already an- 
nounced cancelation of the show as 
of fall. Liggett & Myers said it 
canceled because of a disagreement 
over ABC time shifts and not be- 
cause of pressure from Mr. San- 
tangelo’s or any other Italian 
group. The time vacated by the 
tobacco company was immediately 
snapped up by other advertisers. 

Since Italians began to complain 
that “The Untouchables” was ster- 
eotyping them as gangsters, Desi- 
lu Productions and ABC-TV have 
made a number of changes in the 
show. # 


Snyder Joins Mathes as VP 


Lewis Snyder, formerly a vp 
and associate copy director of Leo 
Burnett Co., has joined J. M. 
Mathes Inc., New York, as vp and 
copy director, succeeding Lon Hill, 
who is resigning. 
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Asphalt, Concrete Ads | 


Tell Battle of Bumps 


(Continued from Page 2) 
Report, was the first of this year’s 
cracks at concrete. Future ads, 
Mr. Knott indicated, will be heavy 
in engineering publications (where 
copy emphasizes the asphalt suc- 
cess story) and in a “thought lead- 
er” schedule in mass magazines. 


e The “thought leader” series 
states bluntly: “Most concrete 
roads become asphalt-paved even- 
tually. For example: The Pennsyl- 
vania turnpike, originally paved 
with concrete, is now almost com- 
pletely resurfaced with asphalt 
paving—and it is not yet 20 years 
old!” 

All copy adds a similar punch 
line: “Why not pave with deep 
strength asphalt in the first place 
and make tax dollars go further?” 


No Matter How 
You Measure It... 


the Los Angeles-Long Beach 
Metropolitan Area is differ- 
ent than the other markets 
in the “top 10.” 


The nation’s second 
largest market needs 
different measurements 
to properly evaluate it. 
This is because the 
Long Beach part cannot 
be covered with adver- 
tising in a Los Angeles 
newspaper .. . or in all 
of them! You get only 1 
out of 10 Long Beach 
families with the lead- 
ing Los Angeles news- 
paper and only about 1 
out of 4 with all of them. 
But the Independent, 
Press-Telegram goes in- 
to 7 out of 10 homes in 
the Long Beach market 
of 508,369 people. And 
that’s thebig difference. 


GET THE PARTICULARS FROM 
THE RIDDER-JOHNS MAN 


Sources: Sales Management 
Survey of Buying Power, 1960. 
Audit Bureau of Circulations 
report, Mar. 31, 1960. 


Independent 
Press Telegram 


Sunday 


LONG BEACH, CALIFORNIA 
the International City 
NOW OVER 1% MILLION POPULATION 


Morning Evening 


The institute’s ad budget runs to 


| $400,000 this year. It intends to ad- | 
/here strictly to AASHO’s request | 


| that no conclusions be drawn from 
the road test before AASHO itself 
has evaluated the data. However, 
future ads will continue to hammer 


|at concrete. A b&w spread sched- | 


juled for the April 17 Newsweek 


‘and the May 15 U.S. News will | 


|carry a picture of a concrete road 
| with the bold-type question: “Ever 
|see a concrete highway change to 
jasphalt ... like this?” 

Compton Advertising, New York, 
is the agency. 


DIDN'T JUMP GUN ON 
ROAD TEST: PORTLAND 


Cuicaco, March 30—In answer 
to charges by the Asphalt Insti- 
tute that current ads placed by 
Portland Cement Assn. are false, 
Charles Reene, Portland’s director 
of educational services, told Ap- 
VERTISING AGE today that “our 
advertising is factual and truth- 
ful.” J. Walter Thompson Co. is 
Portland’s agency. 

Mr. Reene denied that there was 
“any formal agreement” to hold 
up the publicizing of a road test 
conducted last year by the Amer- 
ican Assn. of State Highway Offi- 
cials, and he pointed out that the 
asphalt group placed publicity with 
the New York Journal of Com- 
merce as “far back as last Nov. 
15.” 


es Mr. Reene said that Portland 
received a letter earlier this month 
from the highway officials group 
in which AASHO requested that 
its name not be used in connec- 
tion with advertising the results 
of the road test. He said an iden- 
tical letter had been sent to the as- 
phalt group. 

“We are currently considering 
AASHO’s request but a decision 
has not yet been reached,” he said. 
He pointed out that Portland Ce- 
ment has been using the AASHO 
name in its ads since last Novem- 
ber. He declined to comment on 
why AASHO made the request. + 


Petersen Moves in N. Y. 
Petersen Publishing Co. has 

moved its advertising sales office 

in New York to 770 Lexington Ave. 


WIRF-TV oats 


MARITAL PROBLEM DISCUSSION: 
First Cannibal Matron: “‘! just 
don't know what to make of my 
husbond these days."’ 

Second Matron: ‘‘Don't worry 
about it, I'll loan you my. new 
recipe book.'’ 


Wheeling wtrf-tv 
SALES MANAGER Needham Smith says that he 
has read so much about the ill effects of drink- 
ing that he has decided to give up reading! 
wtrf-tv Wheeling 


TWO GREEKS were watching their first football 
game when one said; ‘‘This is all American 
to me."’ 


= 


T. R. Effic! 


Wheeling wtrf-tv 


OVERHEARD: ‘'Is she a snob? When she's in a 
garden, she allows the flowers to smell her!"’ 


wtrf-tv Wheeling 
BANKER'S COCKTAIL: One drink you lose interest 
. « « two drinks and you lose principal. 


Wheeling wirf-tv 
THE MERCHANDISING DEPARTMENT of WTRF-TV 
is manned by C. Kirk Jackson, Director, with 
Robert Beall assisting. When alert advertisers 
buy WTRF-TV 7 .. . they get an eleven point 
bonus merchandising plan. 


Ask Hollingbery for 
details. 


wtrf-tv Wheeling 
EARLY SETTLER . . . One who hos already paid 
his income tox. 
SOPHISTICATION . . 
without feeling guilty. 
POOR MUSICIAN . . 
Bach. 7 


Wheeling wtrf-tv 


| 
| SELL the rich, Wheeling-Steubenville Industrial 
Ohio Valley from Wheeling, WTRF-TV, Channel 7. 


. Deing almost anything 


. One who is flat on his 


WHEELING. 
VIRGINIA 


ae 


CHIVALRY—The New York 


City Transit Authority has placed this 
poster in more than 6,000 subway cars, stations and 2,000 buses. 
“Business men might be the epitome of politeness at their country 


clubs,” the transit authority said, “but they undergo a metamorpho- 
sis when they board the subway.” 


Ads to Get Half | 
of ‘Visit U.S.’ 
Promotion Fund 


(Continued from Page 2) 
highly competent expert who had 
come into the department to do the 
job, and that it involves the ex- 
penditure of $3,000,000 the first 
year, and $4,600,000 in each of the 
succeeding years. 


= Because the report has just been 
delivered to the President, the Sec- 
retary was reluctant to discuss 
details during his appearance. He 
emphasized several times that ad- 
vertising is an important part of 
the program, although he added 
that in future years it may be 
possible to curtail some advertis- 
ing, so that less than half the 
budget goes for that purpose. 

The Secretary emphasized that 
he is thinking in terms of local 
advertising. Travel industry sourc- 
es said they understood that the 
department’s proposal suggests that 
advertising used in each country 
be prepared by a local agency fa- 
miliar with local conditions. 

The Secretary said the tourism 
promotion would be built around 
three basic elements: 


e 1. “An advertising campaign— 
utilizing media carefully selected 
to reach those persons who are 
financially able to consider a trip 
to this country; to tell them, in 
their own language, those things 
about America which will excite 
a desire to visit; to support the 
efforts of private industry in the 
travel field, and generally to build 
a growing interest abroad in the 
U.S. as a travel destination.” 

e 2. “Development and distribu- 
tion of promotional material. This 
material will be designed to help 
the prospective traveler study and 
measure the U.S. against other 
competitive travel destinations; to 
provide information of geographic, 
historical, cultural and economic 
interest; and to furnish the over- 
seas travel agent materials he can 
use to sell travel to the U.S.” 


e 3. “Opening of overseas travel 
information offices. These offices 
will be located in key metropolitan 
areas, easily available to foreign 
residents, and will serve as an 
authentic source of information 
and facts about travel to the US. 


| Each office will be provided with | 
| display facilities which would have | 
sales and promotional value. They | 
will also serve as headquarters for | 
|travel promotion officers who will | 
| be responsible for contacting trav- 
|}el agents, carriers and other travel 
elements with respect to selling | 
tthe U.S. as a travel destination.” | 


\@ The Secretary indicated the plan | 


calls for travel centers only in a 
few key cities, mostly in western 
Europe, with perhaps one in Latin 
America and another in the Far 
East. He visualized a total staff of 
about 40 persons, all expert in the 
travel business. 

Outside the countries that have 
tourism offices, travel service ex- 
perts would work from U.S. con- 
sulates, contacting members of the 
local travel industry. He indicated 
the advertising program would 
have broad coverage, and that in 
some countries, like India and 
Pakistan, it could be financed from 
counterpart funds. 


® The Secretary emphasized that 
Americans at home will have a lot 
to learn if the tourism program is 
to be successful. “We must be 
prepared to offer packaged tours, 
at least until we have more people 
who are proficient in foreign lan- 
guages,” he commented. 

The attitude of Americans will 
influence the success of the pro- 
gram, he added. ‘We have to put 
our best foot forward. We have to 
show that we want these people, 
and we should be nice to them. 

“Europeans like to go places, if 
they can go at reasonable prices 
and if they are welcome when they 
get there.” 


s Travel industry witnesses and 
committee members looked for 
assurance that the government will 
stop at promoting travel and leave 
the sale of travel arrangements to 
private industry. To underline the 
point, they insisted that the name 
“U.S. Travel Service” authorized 


in the Senate bill, be displaced by | 


the more bureaucratic “Office of 
International Travel & Tourism.” 

Even in advance of formal ap- 
proval of the plan, President Ken- 
nedy today asked the House ap- 
propriations committee to make 
some money available so the tour- 
ism program can start promptly. 


® Among the budget adjustments 
forwarded to Congress by the ad- 
ministration was an additional 
$2,797,000 for the Department of 
Commerce. The White House said 
this would be used to establish new 
trade centers in Asia, Africa, Eu- 
rope and Latin America, “and to 
increase advertising to create in- 
terest in travel to the U.S.” 
The President’s request presum- 


| ably represents only a start, with 


| additional sums indicated once the|, “technical books of all publish- 
|Congress formally authorizes the 


development of the tourism drive. 

Final committee action was post- 
poned until after the Easter recess. 

The subcommittee also decided 
to call Secretary Hodges back next 
month to straighten out a juris- 
dictional snag raised by Rep. Fran- 
cis Walter (D., Pa.) who fears that 
the new tourism office will try to 
tamper with existing immigration 
procedures. + 


Advertising Age, April 3, 1961 


McGraw-Hill Racks 
Up Record Ad Sales 


for Publications 


NEw York, March 28—McGraw- 
Hill’s publication division racked 
up more than $60,000,000 in net ad- 
vertising sales last year, largest 
volume in its history. 

This topped the previous high, 
set in 1957, by almost $6,000,000. 
The record would have been even 
higher, said the annual report, 
just released, if it had not been for 
the sudden drop in general busi- 
ness activity in the last half of the 
year. 

The decline had little or no ef- 
fect on the sale of books and films, 
but heaviest hit were seven com- 
pany publications serving the avi- 
ation, construction, metalworking, 
manufacturing and petroleum 
fields. Other publications were 
only slightly affected, while some, 
notably Business Week and Elec- 
tronics, “exceeded expectations.” 


= Despite the “gradual but im- 
portant decline” in ad revenues, 
McGraw-Hill enlarged the sales 
staff of the publications division 
to 278, or 20 more than the year 
before. One “growth district” was 
the European area, where billings 
rose 47% over the 1959 level. Lon- 
don, Geneva and Frankfurt added 
sales personnel, with further ad- 
ditions set for 1961. 

To meet intensified competition 
for the advertising dollar, promo- 
tion for the publications division 
was stepped up in 1960. “The pro- 
motional theme, which will be 
carried forward into 1961, was the 
essential quality the editorial, cir- 
culation and advertising values of 
McGraw-Hill publications.” 


s Promotion paid off in the form 
of new records for net paid circu- 
lation and subscription payments. 
Net paid circulation of McGraw- 
Hill publications reached over 
1,639,000 at the end of the year. 

Looking to new fields, the com- 
pany felt one of the most promis- 
ing areas of circulation growth to 
be in international publishing. “In 
1961, the overseas circulation staff 
will continue to expand its activi- 
ties, with special emphasis on 
Western Europe.” 

Another promising activity in 
1960 was the “VIP Programs” 
aimed at encouraging men in in- 
dustry to read business publica- 
tions. 


® McGraw-Hill Book Co. pub- 
lished a record 415 new books and 
|new editions last year, compared 
| with 392 in 1959. Net sales were 
up 10.6% over 1959 and 27% over 
| 1958. 

| Some major developments of 
the year included publication of 
|the 15-volume McGraw-Hill en- 
cyclopedia of science and tech- 
|/nology, representing an invest- 
|ment of over $2,000,000. By last 
February, 14,000 sets had been 
sold. Launching of the set involved 
1,100,000 mailing pieces. 


= One of the fastest-growing divi- 
sions, the international section, 
last year began a publishing pro- 
gram of its own. In 1960, one out 
of every six McGraw-Hill books 
were sold abroad. 

McGraw-Hill also plans to open 
a technical book store in the Mc- 
Graw-Hill Bldg. this spring. The 
store represents the company’s first 
| venture into bookstore retailing on 


lers” basis. About 12,000 titles will 
| be on display, with about the same 
| quantity in reserve stock. 

| Operating revenue for McGraw- 
| Hill Publishing Co. totaled $116,- 
| $19,196, an inerease of $11,052,996 
lor 10% over 1959. Net income 
was $8,995,690 or $3.37 per share 
|based on 2,665,563 shares out- 
| standing. This compared with $8,- 
189,216 or $3.09 per share based on 
2,650,900 shares the previous year. 
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Reach quality and quantity. LIFE reaches Ameri- 
ca’s biggest quality audience each week. House- 
holds that read an average issue of LIFE account 
for 38¢ of every consumer dollar spent in the U.S. 


IT PAYS TO SELL WITH “ADVERTISED IN LIFE” 
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